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Now they do.

To win bids, customers need to visualize your design ideas.
With PRO Landscape, they can.

Whether you are designing new installations or renovation projects, PRO Landscape
has all the tools necessary to quickly create visual designs that will impress customers.
PRO Landscape also lets you create accurate CAD drawings, customer-friendly proposals,

night and holiday lighting designs, and 3D renderings. No wonder PRO Landscape is the

easiest-to-use and most u)mp)wn} landscape desian software available

Photo realistic imaging - Easy-to-use CAD « Night and holiday lighting

Complete customer proposals « True 3D photo and CAD renderings

60'Day MoneY'Bad( Guarantee Discover why PRO Landscape is the most popular

design software for landscape professionals.

» Visit prolandscape.com
» Call (800) 231-8574
» Email prolandscape@drafix.com

drafix software inc.

The Standard in Design Software for Landscape Professionals! I
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ONLINE Contents

Check out what's now online from Lawn & Landscape.

:: Check out a story from L&L's lawn care newsletter, Going Green, below.

Renewed focus
e |

As new home construction halted, Bemus Land-
scape diversified its lawn care model.

Beginning in the 1990s, new home construction in
Southern California enjoyed a 15-year boom. It ended
with a spectacular crash when the bubble burst in
2008. Yet before flipping the tracks, it brought a few
companies along for the ride. One of these was Bemus

Landscape, a 40-year-old company based in San ‘
Clemente, Calif. 1

“As the housing market took off in the '90s, we took

off with it,” says Jon Parry, Bemus Landscape's general
manager. “Working with homebuilders had always

been a niche for us, but during that time, it was like the

|
:
market was on steroids.” Some stories our Tweeps liked: l
Bemus Landscape was founded by Bill Bemus in
- v 1973 when he began mowing lawns to pay his way GEORGE BALLAS 1
A move to maintenance work helped through college. As the company grew, it developed The inventor of the Weed Whacker
Bemus Landscape in a bad economy.  strong relationships with national dies at age 85. |
homebuilders working in Southern nyti.ms/weedwhacker
California. The company was earning 80 percent of its revenue from new home 4 N
installations at the peak of the market. ' Go to bit.ly/llenews § TORO ACQUIRES LAWN ‘
Yet today, Bemus Landscape is a different company, now earning most of SRR for our :
its revenue from maintenance work. Its focus on homeowners' associations I design/buiid, SOLUTIONS COMMERCIAL
(HOAs) and a range of other commercial clients has helped Bemus to remain irrigation or lawn PRODUCTS '
strong in tough times and offers a lesson in the value of diversification and care newsletters. The acquisition adds key product

categories to support Toro's
position in turf renovation.

bit.ly/torolsc

strategic planning.
Visit bit.ly/bemusland for the rest of the story.

Check out the latest multimedia

from Lawn & Landscape
Grow Show: Employer  Talking with Promoting your hot list
retaliation Michael Geary Aaron Allison of SBI Software
Consistently audit your human The OFA Short Course CEO looks | Shows off the company’s new
resources practices to ensure forward to a great event - this Hot List Picture Pro option to its
they are legal, non-discriminatory | year and beyond. ;f‘)&w/a'f SUf'::- .
to-date. : y/ofasoftware
iy ot T e o H-2B CHANGES TO OCCUR |
SOONER THAN EXPECTED
The DOL expedites the
implementation of the program’s f
wage methodology rule. §
bit.ly/h2bchanges § '
7}
POISONED AUBURN OAKS (
HANGING ON |
But the fate of the trees is still i
uncertain. 3
bit.ly/auburnoaks
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'tump the pump.

ir

Introducing the ZTrak™ PRO 925 EFI @ JOHN DEERE

with Electronic Fuel Injection.

With the new Z925 EFI, you'll spend less time pumping gas

and more time mowing grass. Thanks to its closed loop system,
the EFl engine delivers the precise amount of fuel for the ultimate
in efficiency. The result is fuel savings up to 25%". When you
combine this with the superior controllability, performance,
and ease-of-use of the ZTrak PRO, you're left with the ultimate
mowing machine.

Accept Nothing Less JohnDeere.com/MowPro
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EDITOR’S Insight

Advice on cutting the grass

few weeks ago, I was in rural Mary-
land at the headquarters of Chapel
Valley Landscape. As part of a virtual
tour project we're doing with PLANET,
a videographer and I were conducting
interviews with Landon and James
Reeve, the founder and CEO of Chapel
Valley, respectively.
It's alot of fun to talk with landscapers
at their shop, because they're in their

element and can show off all the cool
equipment and projects and people
they have. You get to meet with design-
ers and crew members and the guy who
runs the small engine repair and see
how they fabricate their custom trailers.

Owners also tend to talk more openly
and directly on their home turf than
when they're at a trade show or con-
ference. I asked James, who took over
as CEO from his dad in 2003, about
changes Chapel Valley has made
in the past few years. Like many,
he has moved the company away
from the design/build work that
it thrived on for years to a more
maintenance-based operation.

Standing on a graveled hillside
near a holding yard that’s nowhere near
as big as it used to be, James explained
the move from construction to mainte-
nance as one dictated by his customers.
“You can’t not cut the grass, but you can
not plant the tree,” he told me. “Sowe're
cutting the grass.”

This month’s issue features our Top
100 list, our annual digest of the big-
gest companies in the landscape and

lawn care industry based on top-line

revenue. We've interviewed the owners
of some of the companies on the list
to find out what they've learned, and
also asked other readers about the best
advice they've ever received, and we got
some great responses, Those entries flow
through this month's cover story, which
starts on page 30.

' You can’t not cut the
grass, but you can not

plant the tree. So we're
Cutting the grass.” — James Reeve

With $29 million of revenue in
2010, Chapel Valley came in at
number 39 on this year’s list. Reeve
predicts his company will grow 7 per-
cent in 2011. Your numbers might not
be that big - or they might be bigger.
Regardless of your revenue or growth
— big or small, fast or slow — you'll
hopefully learn something from the
pages that follow. — Chuck Bowen

See my video blog at www.lawnandlandscape.com.

business media for landscape contractors.
4020 Kinross Lakes Parkway, Suite 201, Richfield, Ohio 44286
Phone: B00-456-0707 Editorial Fax: 330-659-0823 Internet: www.lawnandlandscape.com Subscriptions & Classifieds: 800-456-0707

8.

SALES CORPORATE
DNTOR AND ASSOCIATE MUBLISIHER chowen@gie.net DAVID SZY NANIONAL SALLS MANAGER dsZzy@gle.net RICHARD FOSTER i1
o bhom@gie.net DAN HEBERLEIN ~cooint m in dheberiein@gie.net CHRIS FOSTER P1E=iDonT & coo
CAROLYN LaWELL claweli@gle.net JAMIE LEWIS AC000NT Mak Jlewis@gie.net DAN MORELAND © £
MARTY GRUNDER GAUNOEI LANDECARING OO0 SANMTY GRUNDEI 4 SEAN MAURATH ACCounT M iR smaurath@gie.net JIM KEEFE S0 vt

mgrunder@giamedia.com AMEE SMITH ACCOUNT MANAGER 618 Marine Ave. Manhattan Beach, Callf ANDREA VAGAS it
JIMHUSTON 1 HUSTON ENTERPRISES jhuston@Riemedia.com 90266 PH: 310-465-6060 FX: 866-857-5442 asmith@gie.net MARIA MILLER Conriiin
JEFF KORHAN | e Jkorhan@giemedia.com IRENE SWEENEY MANKETILACE PRODUTT MA it Isweenoy@gie.net MELODY BERENDT (s
JOHN OSSA 111+ TN i s pssatdgiemedia.com BONNIE VELIKONYA cLassin & bvelikonya@igle.net HELEN DUERR it

KELLY ANTAL 04t
KEVIN GILBRIDE =07 mi s nis

HEIDI CLEVINGER ALATITISING Fair w aToR hetevinger@gie net
JODI SHIPLEY MARALT COORDINATOR shipley@gie.net

AGER htunstali@gie.net

CHRISTINA HACKEL win cone DoR chackel@gie.net

LAWN & LANDSCAPE MARKET INSIGHT COUNCIL BILL ARMAN, The Harvest Group, Cota de Caza, Calif.; ANDREW BLANCHFORD, Blanchford Landscape Contractors, Bozeman, Mont,; KURT BLAND, Bland
Landscaping, Apex, N.C.; JENNIFER BUCK, Next Level Network, Baltimore; JOE CIALONE, Industry nursery consultant, Boynton Beach, Fla.; TOMDELANEY, PLANET, Lilburn, Ga.; CHRIS ECKL, ValleyCrest Tree
Care Services, Atianta; TOMFOCHTMAN, CoCal Landscape, Denver; BENTON FORET, Chackbay Nursery & Landscaping/Foret Land and Tree, Thibodaux, La.; BOBGROVER, Pacific Landscape Management,
Hillsboro, Ore.; MARTY GRUNDER, Grunder Landscaping and Marty Grunder Inc., Miamisburg, Ohio; RICHARDHELLER, Greener by Design, Pelbam, N.Y.; TOM HEAVILAND, Heaviland Enterprises, Vista, Calif.;
JAMHUSTON, J.R. Huston Enterprises, Englewood, Colo,; JEFFREY JOHNS, Coastal Greenary, Brunswick, Ga.: BRENT MECHAM, (rrigation Association, Falls Church, Va.; DALE MICETIC, 1SS Grounds Control,
Phoenix; CHRIS & MATT NOON, Noon Landscape, Hudson, Mass.; TODD REINHART, Reinhart Grounds, Maintenance/Weed Man, Bioomington, Iil.; CHAD STERN, Mowing & More, Chevy Chase, Md.. 808
WADE. Wade Landscape and CLCA, Newport Beach, Calif.
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Some jobs require you to do the growing.

Get more done carrying crew along with cargo.

Stay ahead of the game when what you need for the job v—
rides with you. The Mercedes-Benz Sprinter Crew Van
pairs cargo and a crew of five with Best-In-Class” features
like interior standing height™up to 6'6". Prepare for
what's next by visiting MBSprinterUSA.com and vour

local dealer today.
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* Basedd on 4 comparison of Automotive News classification of full-size commercial vans.
** In base configuration
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Vila & Son seeks buyer

HOMESTEAD, Fla. — By October,
one of the largest landscape
companies in the country will
no longer exist, according to its
chief restructuring officer.
“There’s not even a question
in my mind” a sale will be done
in mid-July, said Alan Goldberg,
who joined Vila & Son in March
as its chief restructuring officer.
According to
the Lawn & Land-
scape Top 100
list, Vila & Son
posted revenue of
$62.5 million in
2008 and $53.8 V'@
million in 2009. Last year, it
ranked as the 14™ largest com-

pany in the industry.

The company was heavily reli-
ant on the construction market,
in addition to offering mainte-
nance, irrigation, tree care and
lighting services, and in 2010,
its revenue dropped to $45.9
million.

“That's tough on a company,”
said Goldberg, who also owns
Miami-based Crisis Manage-
ment, Inc. “Construction, main-
line construction, went down
and landscape construction
went down. Were there things
we could have done? ... That'’s
irrelevant,” Goldberg said.

Juan Carlos Vila, who founded
the company in 1984, still serves
as its owner and president, Gold-
berg said. The company has not
entered bankruptcy.

Goldberg said the company is
negotiating with three potential
buyers — both landscape com-
panies and private investment
firms — right now, and recently
hired an investment bank to help
manage the process.

In anticipation of a sale, in
early July Vila & Son filed a
notice with the state of Florida
that it could lay off all of its 641
employees in August.

“We're still around; we're still
alive,” Goldberg said. “Just like
many businesses, we need an
influx of cash.”

Vila & Son, headquartered in
Homestead, Fla., also has branch
offices in Miami, Orlando, Fort
Myers, Jacksonville, Tampa, Port
St. Lucie and West Palm Beach.

At one time, the company also
operated 200 acres of nurseries
and tree farms throughout the
state, as well as a retail store in
Royal Palm Beach, Fla. The retail
operation closed a few years ago.

A sister company, Vila & Son
Tree Farm, Inc., is not involved
in the company’s restructur-
ing. — Chuck Bowen

Nutri-Lawn adds U.S. franchise

SEATTLE - Nutri-Lawn has expanded its presence in the United States,
adding Utah to the list of states it services.
The lawn care company has locations in Seattle, Colorado, Texas and
nationwide in Canada. The newest franchise will service residents of Davis
and Weber counties in Utah.

4
nutri-lawn

Local franchisee Jaxon Searcy opened a Nutri-
Lawn location after deciding to move to the lawn care
industry from the refrigeration and HVAC industry.

Searcy has been servicing clients since the spring.
“After a long search for the perfect business to bring to the local market,
| discovered Nutri-Lawn and contacted them about purchasing a franchise
in lawn care,” Searcy said. “Their commitment to eco-friendly lawn care
impressed me so much that | purchased a franchise.”

8 AUGUST 2011 www
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Former Nets center Darryl Dawkins and Lawns by
Yorkshire CEO Steven Jomides celebrated the planting of
459 trees during a ceremony at a Brooklyn park.

Landscaper teams with Nets
for Threes for Trees campaign

BROOKLYN, N.Y. - Lawns by Yorkshire has agreed to
donate 459 maple trees to be planted this fall in
Brooklyn and Newark, N.]J. parks.

Why the obscure number? Well, it's the number
of three-pointers the New Jersey Nets made during
the NBA 2010-11 season.

The landscaping company and basketball team
collaborated on the green initiative Threes for
Tree, in which Lawns by Yorkshire committed
to donating a tree for every three-point field goal
made by the Nets during the season.

“The Trees for Threes Program is a fun and
innovative program that educates and promotes
environmental stewardship, and we are pleased
to collaborate with the Nets and help grow trees
in Brooklyn ,” said Lawns by Yorkshire CEO Ste-
ven Jomides. “Our cultures and green goals are
perfectly aligned.”

Jomides, members of the Nets organization and
Brooklyn elected officials celebrated the planting
during a ceremony at a Brooklyn park.

“The planting of these trees not only beautifies
our wonderful and historic parks in this great
borough, but it will also go a long way in helping
to reduce pollution in our environment,” said U.S.
Rep. Edolphus “Ed” Towns. “This signifies yet an-
other important step in our commitment to being
good stewards of the land, and securing our pre-
cious natural resources for generations to come.”

VILA & SON: LAWNS BY YORKSHIRE



It's about power. It's about profit.
It's about time.

The MF 1600-series tractors by Massey Ferguson have everything a landscape contractor
needs to do more in less time, Prep for sod installation or erosion control control is a breeze
from the intuitive, ergonomic operator area. Optional rear triple remote, along with the
optional Top-N-Tilt 3-point system, allow you to adjust grade right from the seat. When
it's time to do trenching or excavating, CB series backhoes with boom float control help

you quickly dig your way to perfection. Get 1600-series versatility at your Massey Ferguson

dealer to power your productivity—and your profit.

Contact your local Massey
Increase your tractor’s versatility,

A with optional “skid steer type” quick attach.
Material handling has never been easier.

Ferguson dealer to get

rates as low as 0% or go to

MasseyFerguson.com.

MASSEY FERGUSON

QAAGCO MASSEY FERGUSON /s & workdwide brand of AGCC

Your Agriculture Company
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DuPont’s Imprelis may cause
browning and dieback in trees

After reports of severe damage to coni-
fers and other trees from Maryland to
Minnesota, DuPont Professional Prod-
ucts is cautioning lawn care operators
not to use the new post-emergent
broadleaf weed control product in
areas where Norway spruce or white
pine trees are located.

The company released Imprelis
in early spring, giving LCOs a low-
volume option that, by all accounts,
gave solid control of a wide range of
weeds, including hard-to-eradicate
species like ground ivy and wild violet.
Imprelis controls the broadleaf weeds
with a new active ingredient — aptexor
— and a new subclass of the carboxylic
acid herbicides.

But since Memorial Day, applica-

Imprelis, DuPont's new post-emergent
broadleaf weed control, may cause browning
and dieback on trees near turf that has been
treated with the product.

tors and university researchers in the
Northeast and Midwest have been re-
porting curling needles, severe brown-
ing and dieback in trees near turf that
had been treated with Imprelis.

In a June 17 letter to Imprelis cus-
tomers, DuPont said it is investigating
the incidents, and has found them to
have the following common variables:

« A majority of the reports involve
Norway spruce or white pine.

« In most cases, Imprelis was not ap-
plied alone, but in a mixture with other
herbicides, either pre-emergent, post-
emergent and/or with a liquid fertilizer.

+ Some reports indicate there may
have been errors in use rates, mixing
practices and/or applications to exposed
roots, or the tree.

Bert Cregg, associate professor of hor-
ticulture and forestry at Michigan State
University, said it's too early to tell what
the damage means for trees’ long-term
health, but, based on the level of dieback
seen, trees could look deformed for the
foreseeable future. — L&L staff

For more coverage on this story, visit
www.lawnandlandscape.com, and
search “Imprelis.”

u ﬁ‘ou had 3 nickel

every dead

youud beRam
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Outdoor Insect Control

V',

We are actively seeking
Landscaping Professionals
to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring revenues!

1-866-485-7255
WWW.MISTRWAY.COM

INSKI

JOHN KAMI
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RANGER" DIESEL

HARDEST WORKING. SMOOTHEST RIDING?® with On-Demand
True All-Wheel Drive, legendary smooth Independent Rear Suspension,

high ground clearance, and monstrous towing capacity, Polaris® RANGERs
outwork every other vehicle in their class. Because when you make your
living as a landscaper, you need a vehicle that works as hard as you do.

Vehicles are shown with optional equipment. Wamning: For your safety, avoid operating Polaris RA¥EERS on paved surfaces or public roads. Never carry passengers unless the vehicle has been designed by the manufacturer
e
ffically for that pumose. Riding and alcohol/drugs don't mix, All passengers must be at least 12 years old and tall enough to grasp handholds and place feet firmly on the floor. Drivers must be at least 16 years old with
g ¥
& valid driver's license, Check your local taws before riding on trails. €201 Polaris Industries Inc
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Californians form turfgrass
and landscape foundation

A diverse group of turf and landscape
professionals have formed the California
Turfgrass & Landscape Foundation, a
statewide coalition with the goal of

funding and support-
ing turfgrass and land- C
scape research.

The new founda-
tion is a charitable 501(c)3 corpora-
tion that will raise funds and support
research that represents the interests of

To see the T30

800-679-8201

"JOIN THE T3000
REVOLUTION.

SO0

WWW.TURFCODIRECT.COM ¢

oracemoor:s

< DIRECT»

“The T3000 is more effective and
less physical on my staff.”

“You don't get tired, the application
rate is consistent, and it saves time.”

“Our productivity is up over 50%.”

“The labor savings are unbelievable...the
13000 is the best investment you're
going to make.”

“You get more bang for your buck.”

“It works unbelievably well...l can do a lot
more property in a little amount of time.”

More properties per day.
More money in the bank.
The T3000 will give
you something
to talk about.

n. Qo o
s O TO
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"Keeping California Green and Growing*

stakeholders throughout
the state in the areas of
turfgrass, landscape and
related water use.

“California is such a large geographic
area, and up to this point, research
support has been very regional and
fragmented” said Bruce R. Williams, a
golf course consultant who was chosen
to serve as the executive director of
the foundation. “We expect that the
California Turfgrass & Landscape Foun-
dation will change that and help unify
the industry while giving much needed
support to our research institutions.”

ValleyCrest reshapes
leadership team

CALABASAS, CALIF. — Val-
leyCrest Landscape Cos.
has made changes to its
senior leadership team,
promoting Andrew ]J.
Mandell to the newly mandell
created position of CEO

of ValleyCrest Landscape Development,
the company’s construction division.

Mandell previously served nine years
as executive vice president and chief fi-
nancial officer of ValleyCrest Landscape
Cos. Richard Wolff has been named to
succeed Mandell as executive vice presi-
dent and chief financial officer.

Mandell will team with Tom Don-
nelly, who remains president of the
development division.

In his new role, Mandell will be re-
sponsible for an operational network
that serves clients in major markets
across the United States and interna-
tionally in the United Arab Emirates,
Asia and the Caribbean.

Wolff brings nearly 25 years of senior-
level financial experience, operational
business leadership and broad CFO
capabilities to ValleyCrest. Prior to join-
ing the company, Wolff held positions at
Castle & Cooke, ITT Industries, Triton
Media Group and Sage Publications. His
new role includes overseeing all finance,
accounting, acquisitions, safety, fleet,
real estate and information systems.
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Take a picture with your mobile phone
to see the Bobcat Advantage in action!

» Take and send a picture of thisJAGTAG to see a video about the Bobcat Advantage |
¢ Verizon and AT&T customers text the picture to 524824 w |
* All others text or email the picture to bobcat@jagtag.com g W b b
« We'll send a video to your phone right away s By

Messaging and data rates may apply. For program terms and conditions, visit wwi.jagtag.com/tRc. " \

-

' For the first time ever, you can see how Bobcat® compact track loaders compete with other
brands online. Visit www.BobcatAdvantage.com/CTL5 to find out who comes out on top.

v '
i

One Tough ‘nlmal
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GOOD WORKS

Traveling assistance

Nutri-Lawn journeyed to the Dominican
Republic to help the local landscape.

or the third straight year, franchise owners and employees of

Nutri-Lawn from Canada and the U.S. went to the Dominican
Republic for a week to volunteer at a local orphanage, maintain-
ing a 30,000 sq. ft. soccer field they installed. As part of a project
called re:nourish, volunteers help the orphanage achieve its goal
of being self-sufficient in the production of its own fruits and
vegetables. Here are some photos from past trips. st

It wasn't all hard work
on the trip. A BBQ
extravaganza was set
up, which included 800
hot dogs, 800 buns,
60 bottles of pop, 300
packages of cookies,
400 suckers and all
the condiments that go
with it. The food was
purchased with money
donated by Nutri-Lawn,
Toro and Intellex, along

Good Works s an occasional feature that highlights
charitable projects our readers are working on. If you'd like
to see your company's recent good work profiled, send an

email to Associate Editor Brian Horn at bhorn@gie.net.

14 AUGUST 2011 www. lawnandiandscape.cor

with personal donations.

Locals help volunteers sort through sod to find

large, square shaped pieces, which can be a

challenge. This helps support families from a

nearby village by providing a source of income. '
Most of the poorer workers are from Haiti and '

came to the Dominican Republic in search of

steady work In the sugar cane fields. Today there is

less work due to advancements in the technology

for harvesting the sugar cane, leaving families

struggling to provide regular meals and safe

housing for their families.

After installing irrigation on the fruit orchard the
first year, volunteers learned that machetes used

to clear the field don’t mix well with the pipes. Here
one of the franchisees shows a local volunteer staff
member how to repair broken pieces. The Nutri-
Lawn volunteers leave behind all parts and tools
they take with them.

Volunteers repaired and prepared a lot where 100
fruit trees were planted last year. The fruit trees
were planted at the Don Juan Community Outreach
Center to be distributed amongst the local bateyes,
which are company towns where sugar workers live.
While some trees were in good shape, a number

of trees had died or were stolen off the property by
poor families.
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' You're on a jobsite and you have a problem you can’t identify.
’ The clock is ticking.

U KEE

The new Horizon Landscape Maintenance Guide App.

Download Horizon’s new Landscape Maintenance Guide App for your mobile device—
' and gain real-time access to a wealth of tools, reference materials and resources to help
you get done and get on to the next job faster.

Visit YouNeedHorizon.com/LandscapeApp

| ’ to download your free Landscape Maintenance
Guide App from Horizon.

No purchase necessary. Apple is neither a sponsor nor a
B ‘ o ko4 participant in this promotion

L&
Irrigation « Specialty « Landscape « Equipment Horlzon

Sales 800.PVC.TURF « Equipment 888.PLC.PART * HorizonOnline.com The Edge You Need

© 2011 Honzon Distributors, Inc. All Rights Reserved. All regiaterad trademarks are property of their respective owners,
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A FUNGUS AMONG US

[ just finished reading the
article titled Upselling fungi-
cides by Matthew Noon in the
May 2011 Edition of Lawn &
Landscape Magazine.

I am deeply disappointed
in your publication for ac-

_ Upselling fungicides

cepting an article of this poor
quality, content, and tone.
I would like to spend a day
with Mr. Noon and his lawn
technicians to see how they

go about diagnosing turf diseases, especially when he clearly
doesn’t even use the correct word when referring to more
than one fungus.

Ask any plant pathologist — turf diseases, especially root
diseases, can be difficult to identify without microscopic
examination — at the very least — and often require plating
on culture media or other laboratory techniques. Whatever

towards reduced pesticide use? Professional turf managers
can be proactive with their clients by selling IPM, rather than
unnecessary p('sricides and fertilizers.

With that said, I do enjoy reading Lawn & Landscape and
usually find the articles well-written and balanced. It allows
me to keep up with the trends and concerns of the industry
of our stakeholders.

Sharon M. Douglas Ph.D.

Plant Pathologist and Head, Department of Plant Pathology
& Ecology

The Connecticut Agricultural Experiment Station

New Haven, Conn.

In the interest of equal time, we asked Noon to respond.
Here’s what he had to say:

Unfortunately, 1 think that Sharon Douglas missed the
point of my article. My article on fungicide refers to a big-
ger challenge in our industry. That is to be proactive with
customer service. It is about engaging the customer and
bringing the lawn care experience to an entirely new level of

happened to the green in Green Industry and the move service. Clearly the reader lacks the real world experience in

Cascade Lighting, Inc. is a full-ine
wholesale stocking distributor of over
40 lines of outdoor and landscape
lighting products and accessories.

Please call for a complete list: 1-800-758-6359
Email: info@cascadelighting.com
Visit our website at: www.cascadelighting.com
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the trenches of lawn care as she resides
in her ivory tower.

[ understand that certain fungi can be
difficult to diagnose and I respect the
efforts of any pathologist to diagnose
the correct prognosis. Red thread or
snow mold can be easily recognized by
our technicians and arborists many of
whom have over 20 years of experience
in this area and can detect these issues
and diagnose the condition instantly
without laboratory analysis.

This is lawn care and not brain sur-
gery. If one goestoa doctorwith a ﬁ”g(-r
that is fractured and causing pain, a doc-
tor's observation can replace an X-ray
to diagnose the problem.

On a side note, | respect the reader’s
opinion on the science of laboratory
diagnosis, but in my opinion the article
was well written and our clients appear
to be quite satisfied with our service.

Were You
Featured In
This Issue?

LawnG-Landscae
B

TOP

i\

BEST ADVICE

AR W T BARYT SIS 1 A

Reprints enable you to reuse your
article and simply place itinto the
hands of your target audience.
Having been featured in a
well-respected publication adds the
credibility of a third-party
endorsement to your message.

Give yourself a competitive
advantage with reprints.
800-456-0707
reprints@gie.net

Rum a successil property managerment service

MEA CULPA

| have written to L&L before and wanted to bring
something to your attention pertaining to two

articles in particular in the May 2011 issue. The
article on page 122 deals with entering the property
management sector as if anyone can do it on a whim.
In Georgia, one must have a realtor broker's license
to operate property management services. To do so
without one is a crime. Perhaps other states have
similar requirements.

On page 124, the chemicals dithiopyr, prodiamine,
pendimethalin, quinclorac, and fenoxaprop-p-ethyl are
listed as grub control products. Correct me if I'm wrong, but don't those products control
weeds only? | personally would have suggested Dylox or Merit for grub control.

Benjamin Bodnar

Owner

Integrity Landscape Management
Hampton, Ga.

Editor's note: You can find
the correct list of grub control
products at www.lawnandland-

scape.com, search “grubs.” @

You need a legal workforce
E-Verify makes it easier

Fmployment Eligibility Verification

ol Wamebnd Sevwe

Depe et
LU, aamiiy and bmgamin Servieny

| SOCIAL S g,

With a few clicks, E-Verify matches your employee’s
Information to official government records.

& Verify
v fast v free
v’ simple v secure

E-Verify is a free, Internet-based system that allows you to
confirm the legal working status of employees in seconds.

Employment Verification. m Done. ﬁ
US.
M

www.dhs.gov/E-Verify S
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facebook
TURF WARS

Facebook feedback: We asked our
followers their thoughts on the growing
number of homeowners removing lawns
to save water and money.

Response: There's a balance. Take out
the lawn in tough to mow, shady areas
that don't make sense. Build your soll
and follow good watering practices -
you'll save water and money - a great
looking lawn does not have to be
expensive.

We have seen an increase this
year in lawn replacement/renovation
work. We have made the above
recommendations.

Rick Longnecker

Owner

Buds & Blades Landscape Co.
Olympia, Wash.

THOUGHTS ON PHOSPHORUS

I've been in the professional lawn busi-
ness since 1983. My first boss was in
his 80s and always said this element
was not needed in most areas of Ohio
because the soil is abundant in it.

Look at the Grand Lake in Ohio,
contaminated by P and farm run-off. P
should only by applied during summer
months, with a permit with a soil test to
prove it is required application.

Our business needs to change for
the better.

Rod Anderson

Owner

Prescribed Turf & Tree Care
Ohio

THE UNTOUCHABLES

I was reading the article about Price
Wars (October 2010), and it was talking
about more and more people getting
in to the landscaping business and
low-balling the business. In our area of
northern Indiana we have been hit by
high numbers of unemployment. I don't
mind competition, in fact I think it’s
fun to compete with others, but I don't
want to compete with someone who
gets a check from the government. I've
worked this year to get our city, county,
and state government to take a look at
this unemployment fraud, but nobody
wants to touch this issue.

Gary Parker
Owner/Operator
Parker Turf
Warsaw, Ind.

My Whole Life Changed
WhenlTookOna
Weed Man Franchise
In Louisville, Kentucky

My 4 Greatest Benefits
Getting Into the
Weed Man Organization:

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

Everything we need in a packaged

system is a true time saver,

3. The Budgeting Process

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

4. Tried and Proveén Systems

The deliberate methods in serving
customers is unequaled,

www.lawnandlandscape.com/readerservice - #22
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Steel edging creates a
clean line between
planting beds and turf to
retain mulch and stone,
and forms paths and
driveways.

The LARGEST
Manufacturer of
Steel Landscape

Edging

® Easy to install. Each piece

| *® Edging accessories and tree
interlocks and comes with stakes

rings also available

® Durable powder coat finish in

® Largest selection and
green, brown, and black

shortest lead times in the
industry

® 10’ lengths available in 14ga
thru 1/4” thickness and 4" thru
6" heights

Call for pricing 1 co I:-M éT

1-800-829-8225 www.colmet.com

sales@coimet.com
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facebook.com/cubcadet G i
§ facebook.com/cubcade Great Factory Financing Available @
g i
l @Cub_Cadet

With four-wheel steering,

It's easy to handle,

' well, an_y-.th.ing.

THE TANK"™ S ZERO-TURN RIDER. STEERING-WHEEL CONTROL MEETS DIESEL DURABILITY.
Where else can you find a zero-turn rider that delivers consistently remarkable results? With four-wheel
steering and steering-wheel control through patented Synchro Steer® technology, you enjoy unparalleled
stability on hills. Plus, a rugged 31.2 HP* Yanmar® diesel engine to easily handle the most vigorous workload.
And an innovative Select Cut System™ for incredibly precise cutting. No wonder no one else can match it.
Experience a Cub Cadet today to understand why it's a better choice.

Visit cubcadetcommercial.com/lawnandlands to find your nearest
dealer and unbeatable factory financing, including 0%**

COMMERCIAL

“as rated by engine Mmmm cubcadetcommercial.com/lawnandlands
**Not all buyers qualify. Ses dealer or cubcadet.com for detads

Cub Cadet Commetcial products are intendad tor professional use 1
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Ken Chaya and Edward Sibley ‘
Barnard spent two and a half

years detailing 19,933 trees

in New York City's Central ‘
Park. The map they created

includes 174 species and

represents about 85 percent 1
of the vegetation on the park's |
843 acres, according to The
New York Times. The two spent
$40,000 on the project, and
they are now selling map and
poster versions of their charted
work at CentralParkNature.com.

18 903

A recent survey by telecommunications company
eVoice found 72% of the small business owners
who responded believe an area code

carries more prestige than a

Four in ten small business owners never plan to retire

entirely, according to a survey by The Guardian Life desirable zip code. Even a

Insurance Business Research Institute. And less than half recognizable 800 number

of them (45%) feel they are very or even fairly financially can provide a competitive

repared for retirement. The main reason respondents Sdventamo. More than ek

Prap : P of the respondents (56%)

said they plan to continue working is making sure they said the biggest benefit

don't outlive the money needed to retire. to having an 800 phone
number is that it makes
their business appear
larger.

30.5 million people

Descendents of Mexico, Puerto Rico and Cuba remain the

2%

The Internal Revenue Service increased
the optional standard mileage rate to 55.5
the fourth largest Hispanic country-of-origin, grew by 152%, cents a mile for the last six months of the
followed by the Dominican population, which grew year. The 4.5 cents increase for business
85%, the Guatemalan population, which grew miles was made to recognize the recent rise
in gasoline prices, according to the IRS. “We
are taking the step so the reimbursement
rate will be fair to taxpayers” said IRS
Commissioner Doug Shulman.

nation’s three largest Hispanic country-of-origin groups,

but the next four Hispanic sub-groups grew faster during

the last decade, according to the 2010 U.S. Census and
Pew Hispanic Center. Hispanics of Salvadoran origin, which is

180% and the Colombian population, which grew
93%. The Mexican population, which makes up
31.8 million of the 50.5 million total U.S. Hispanic
population, grew 54% in the last decade.

DREAMSTIME. COM:; ISTOCK. COM
CENTRALPARKNATURE.COM
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HOW ABOUT/A{
RUWITHOUT

Go ahead. Rest easy this summer. You have the ammunition you need to prevent
stress in plants. ROOTS® products increase the plants ability to survive.

Use ROOTS® Transplant 1-Step™ for improved drought resistance and increased
transplant survival rate. Ah...peace of mind.

LebanonTurf

For more information about ROOTS Transplant 1-Step, please visit our website at

www.LebanonTurf.com or call 1-800-233-0628. Best of all Worlds™
www.LebanonTurf.com
1-800-233-0628
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ASK THE EXPERTS

SHOULD SPRAY
TECHNICIANS HAVE THEIR
BLOOD TESTED?

ASK THE EXPERTS is presented in partnership with PLANET's
Trailblazers On Call program. Trailblazers are industry leaders who
volunteer their time and expertise to give back to the industry.

Q. | own a growing company
which primarily provides
chemical weed control and
fertilization services. As

the company grows, | am
placing a greater emphasis
on safety. One question is In
regard to blood work for spray
technici to their
chemical exposure.

Are you familiar with this
type of testing or know of
any specific resources for
additional information?
Specifically, | am interested
in learning more about
the benefits/necessity of
such testing, under what
circumstances it becomes
important and which tests
are important and at what
frequency. | am also seeking
information regarding

AUGUST 201

appropriate policies and
procedures regarding results
of employee tests and any
legality involved.

A. A recently retired Pennsylvania
pesticide regulatory staff
member stopped by my office,
and | shared your email with
him. We had a long discussion
about the pros and cons of
blood testing for pesticide
applicators. Let me share with
you some of our thoughts and
recommendations.
One, many of the
chemicals that your

Have a
question for the

2,4-D or dicamba herbicides.
Neither of these products is a
cholinesterase inhibitor, so the
blood tests that measure the
status of cholinesterase would
not change from one month to
the next.

Cholinesterase is an enzyme
in the blood that is important for
the transmission of nerve system
messages at the nerve synapse
(there are millions of these in
the human body). This is where
nerve endings come together
and a chemical (cholinesterase)
is found between the nerve
endings that helps the messages
flow uninterrupted across the
synapse. If a cholinesterase
inhibiting pesticide (malathion,
sevin, or other carbamates or
organophosphates) has been
absorbed, ingested or inhaled
into the body, and then moves
through the bloodstream to the
central nervous system, it can
inhibit or tie-up cholinesterase.

When this happens, the
cholinesterase is not available to
help in the transmission of nerve
messages. Physical symptoms
of this inhibition of the critical
enzyme include profuse sweating,
headaches or dizziness, and
the individual may feel like he
or she is going to throw up.
Heavy doses of cholinesterase
inhibitors can also cause more
severe symptoms that may be life
threatening.

Two, essentially, there are
no blood tests that accurately
measure cholinesterase
Inhibition for technicians who
are performing weed control
on turfgrasses. In lieu of these
blood tests, we suggest that your
technicians take part in periodic
and ongoing safety training
that emphasizes the
importance of personal
protective equipment

experts? Send

personnel are applying
for weed control on
turf will not show up in
blood tests, and even if
they did, they may show false
readings. Take for example

it to llexperts
@gie.net.

(PPE). | would spend
some time and write up
a comprehensive PPE
program based on the PPE
recommendations on product
labels and MSDS.

Make the program as
interactive as possible, meaning
that you demonstrate, and then
have the employees demonstrate
their understanding and use of
the PPE while applying pesticides.
Make sure the PPE program is
formally written and is an integral
part of your safety training
program. Please make sure that
all employees who are trained on
any aspects of your written safety
program, sign-off (their signature)
on their training, with the topic,
instructor's name and date of
training clearly identified on the
documentation.

Reminder: All new employees
should be trained before they
apply any chemicals, and follow-
up training should be conducted
on a regular basis, especially
with employees who have been
observed in violation of your
company's PPE policies and
programs. Also, make sure you
have plenty of PPE in reserve
s0 your technicians can obtain
the chemical-resistant body

#5PLANET

suits, gloves, goggles, boots,
and head and eye protection
that will eliminate exposure to
pesticides while they are making
applications.

Three, in high temperature
places like Texas and during
warmer weather, please don't let
your employees cut cormners on
wearing PPE.

| would agree that some
of the PPE may be a little
warm. However, not wearing
PPE because of sweating
is not an excuse. PPE only
provides protection if it is fully
implemented for each and every
application. You can look for
cooler examples of chemical-
resistant body suits and skin
protection if this becomes an
issue with employees. L&L

I, PLANET Safety
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EXPAND

THETOOLSTODOIT \ 2V
THE RESOURCES TO SELLIT —

Fall means turf renovation, and RYAN makes it easy. With every hard working, dependable RYAN machine
you buy, we'll give you a free Business Resource Kit containing revenue generating tools that will help you market
your business. Begin growing your business today

There's 60 years of solid engineering and experience behind every piece of RYAN equipment

This fall, don’t just be ready...be RYAN ready.

AERATORS | DETHATCHERS | OVERSEEDERS | SODCUTTERS
ryanturf.com | (866) 469-1242 | Youm ryanturfrenovation

The First Name in Turf Renovation™
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NEW PRODUCTS // For more products, visit www.lawnandlandscape.com/products

Arborjet’s ACE-jet |

— ——i ACE ACsJer
The pm:h. ACE jetisa m:cro-lnjectable. |
broad spectrum insecticide used for the \
management of insects that damage ’
trees and landscape ornamentals. | =

* Eliminates leaf-chewing insects,
including caterpillars, piercing-sucking insects, including
whiteflies and mining insects, such as leafminers.

= Beneficial insects, including wasps, soldier beetles and
assassin bugs are not affected by ACE-jet since it is in-
jected directly into a tree’s trunk and only impacts insects
that are feeding directly on the tree.

* Comes in a soluble granular form to maintain maximum
potency until it is ready to be mixed with water and used.

For more information: www.arborjet.com

Aquascape’s Pond Fish Vitamin Treat

The pitch: Pond Fish Vitamin Treat comes

with a new application formula and was de- i

signed to keep pond fish looking their best. 3

* Each depression of the pump-top bottle cre-
ates a small worm-like looking treat for your
pond fish.

* Increases appetite and vitality, enhances
natural colors of the fish and stimulates
breeding.

* Includes vitamins, nutrients, lipids and garlic and has
been used as a health supplement and as a control for
internal and external parasites.

For more information: www.aquascapeinc.com

Stihl Grass Trimmers [ ;

The pitch: The new FSA 65 and FSA 85 f
grass trimmers deliver fuel savings, time sav- -’
ings and environmental benefits for gasoline-
free trimming applications.

« Both trimmers have a convenient, on-board
hanging slot that allows for easy storage, as
well as a loop handle that adjusts without
the use of tools.

*» The FSA 65 curved-shaft grass trimmer is eight times
quieter than the STIHL gasoline-powered equivalent.

= With zero exhaust emissions, the FSA 85 professional
straight-shaft grass trimmer is ideal for universities and
municipalities and is five times quieter than the STIHL
gasoline-powered equivalent.

For more information: www.stihlusa.com/trimmers

/
J
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Sno-Pro Front End Loader Plow Blades

The pitch: Curtis Industries has
introduced a line of Sno-Pro front-end =
loader plow blades.

» The blades feature a 30-degree
hydraulic angle, four heavy-duty trip
springs for added protection against
blade damage from surface obstruc-
tions, easy-adjust depth shoes and guide markers.

* Made with 11-gauge powder coated steel, an extended
4-foot push frame and a high carbon steel reversible cut-
ting edge.

« Blades are available in 5- to 8-foot models and are recom-
mended for tractors and skid-steers up to 47-hp.

For more information: www.curtisindustries.net

Bobcat Replacement Tracks

The pitch: Bobcat Co. introduces new

replacement rubber track patterns

for compact track loaders, compact

excavators and mini-track loaders.

» The H-pattern lug design features a
pyramid structure for even weight
distribution and wear.

* The tracks feature continuous cable beiting, forged heat-
treated steel links and proprietary rubber compounds
containing multiple rubber layers.

» The short-pitch technology of the EarthForce compact
excavator tracks reduces vibration and helps extend
sprocket life.

For more information: www.bobcat.com/rubbertracks

¥
{

i’

Dramm One Touch Shower & Stream
The pitch: The new One Touch ‘
Shower & Stream from Dramm 1
allows complete and total water
flow control with just one touch
of the thumb.
« Has a shower pattern, which
cascades fine water droplets
for a gentle shower that will not harm plants.
e The stream pattern is powerful enough to wash muddy
sidewalks.
 Available in red, orange, yellow, green, blue and berry.
For more information: www.dramm.com
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“Included with every
Hunter purchase

A SUPPORT SYSTEM THAT JUST WON'T QUIT. “|| |ﬁ,

When you choose Hunter, you get mare than just innovative irrigation
products. You get access to hundreds of people with decades of experience
in our industry.

In the field, at the office, or in the factory, we're here to support you and
your business every day,
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THE IRRIGATION INNOVATORS

To find out mot
information about

Hunter Industries,

simply go to

hunterindustries.com/included
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Winning advice

EDITOR'S NOTE: Every month, our columnists give their take on a common topic. Last month they tackled the topic of
government regulations. This month they share the best advice they've ever received.

Marty Grunder

hrough the years I've got-

ten a lot of advice. Eat
your vegetables, brush your
teeth, work hard-play hard,
pay cash for everything,
stop and smell the roses, timing is ev-
erything, and of course, the harder you
work, the luckier you get. But of all the
advice I've received, the words that ring
in my head daily came from my lovely
mother. Here’s what she taught me: You
get more with honey than vinegar. Orin
clear terms: be nice, it will help you get
done what you need to get done; life’s
too short to be mean.

In 1978, we had a blizzard of epic
proportion at our home in Ohio. When
there is talk of a snow storm, the local
media frequently show photos from
that storm. I've shown my kids pictures
and they are truly unbelievable. We had
snow drifts at our house more than 20
feet tall, and we were stranded in our
home for a week. The roads were closed
and it was a big problem. My father
worked for the Ohio Department of
Transportation in a leadership role. He
had influence over many things associ-
ated with highways and county roads.
26  AueUST20N  www
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He thought by making phone calls
to the local county doing our snow
removal, he could get them to get
our street open so we could go to
the store and get essentials. For
days his calls did nothing. The last
call I overheard him make was so
harsh I thought whoever drove the snow
plow better get out here or my dad, a
former tough guy from the U.S. Army
was going to make some people ‘pay.’
Despite my dad’s calls, no snow plow
came down the street. He was vinegar
for sure.

Later that day, I came up the hall-
way and heard my mom on her bed-
room phone. Being a curious 10 year
old, I listened to my mom talk very
nicely to the county garage about the
road out front and asked them if they
could please come out and clear the
roads. She said, “I know you men are
working very, very hard. We appreciate
you. But, if you could find time as soon
as you're able to clear our road, I would
be grateful. We're almost out of food,
and I have three young
children.” She thanked
them profusely for do-

ing a dangerous and
tiresome job and hung

up the phone. My mom was honey.

Two hours later, my father yelled out,
“Here comes the snow plow, I told you
they'd get this road open if they knew
what was good for them.” My mom
smiled and nodded her head, not say-
ing a word.

My father passed away unexpectedly
over 10 years ago. I miss him. He was
a good guy, a hard worker, determined
and good at all types of things. But he
wasn't the greatest at handling prob-
lems. He was tough and not very friendly
in a lot of his dealings. My mom, on the
other hand, was the exact opposite. My
mom lives right around the corner from
me, and we are very close. She might be
the nicest person I have ever met in my
life. She never gets mad, she is nice and
gets all kinds of people to want to help
her naturally.

Her example, her way of doing things,
her constantly teaching me to be nice,
was the best advice I have ever re-
ceived. | don’talways follow it, and when
I don't follow it, I tend to get in trouble.
After all, momma’s always right.

MARTY GRUNDER is a speaker, consultant and
author; he owns Grunder Landscaping Co.
See www.martygrunder.com; mail
mgrunder@giemedia.com.

ISTOCK.COM
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Jeff Korhan

hen I searched my memory for the best advice

I've ever received, I realized two things. One, 1
should have more carefully considered the wisdom
that was shared with me over the years. And two,
even when I did recognize its merits, I was not diligent enough about
taking action on that advice.

The challenge with finding good advice is first hearing it, then
recognizing its value, and most importantly, putting it into practice.
When I started my landscape business, I was eager to grow, so I paid
careful attention to any advice my colleagues were willing to offer.

Putting their advice into practice, I was able to build a successful
landscape company. After some time, I was a veteran in this industry
and others were asking for my advice. I now look back and realize that
was probably when I unknowingly stopped listening as attentively to
my customers as | was capable of doing.

Customers can come up with suggestions that on surface seem so
ridiculous it’s easy to discount them. This is precisely why you should
give them your full consideration to really understand their point
of view. The result may be a perspective that helps you to make an
invaluable breakthrough.

That's what happened to me when I stopped by my client’s home
to pick up the final payment for a recently completed project. As he
handed me the check he asked me an important question.

“What'’s next?”

Ilooked at him a little confused and gave an honest reply. “What do
you mean what's next, we're done.”

“You don’t get it, do you?” he asked.

“I guess I don’t. Help me,” I said.

The ensuing conversation completely changed how I operated my
business. I realized that I was not proactively thinking about what I
could do next for my customers, and missing all kinds of opportuni-
ties as a result.

If you think about it, human beings are conditioned to think about
what's next. If you aren’t thinking about what's next to enhance all of
your relationships — both personal and professional — then they will
soon enough deteriorate.

Making suggestions to customers about how you can better enhance
their situation accomplishes a number of objectives. It shows them
you are on top of your game - and that elevates your role from that of
a service provider to a trusted adviser.

This is one reason I work hard at sharing my social media and
small business marketing expertise with my community via my blog,
newsletter and columns like this one. If I can be the trusted resource
that comes to mind when they have that first thought, then the
one that follows will naturally be, “Jeff Korhan will know.
I'll give him a call.”

How about you?

What can you do to be the one that comes to mind
when those in your community think about their
outdoor environment?

JEFF KORHAN is a speaker, consultant and top-ranked blogger on new media and
small business marketing at www.jeffkorhan.com; mail jkorhan@giemedia.com.

Jim Huston

of fast food,

instant messaging, overnight success and
constant contact, information overload tends
to create a clutter that clouds our personal
radar screens. This constant bombardment
of images often causes us to lose perspective.
It’s like trying to piece together the pieces of
a puzzle without having the box top to show
us what the end product looks like. Good
luck. Too much information seems to be the
norm. Whether what we see and hear is true
- an accurate depiction of reality - seems
secondary or tertiary as the modern media
rushes to splash incongruous images in front
of us 24/7. Freedom of information has been
replaced by flooding of information. The sad
and irrelevant are often replaced by the bizarre
and absurd. We are relieved to be rid of the
saga of Charlie Sheen only to have it replaced
by the tragic events of Anthony Weiner and
his demise.

I n today’s culture

MODERNITY’S LOSS OF PERSPECTIVE. One of the
tragic casualties of modernity is the loss of
perspective. Data have replaced knowledge.
Knowledge has replaced wisdom. Moderns
tell us that timeless truths are obsolete relics.
Ancient wisdom and ageless principles are
oxymorons, they say. Principles that transcend
the space-time continuum (the universe) simply
do not exist. They are man-made fabrications
from a by-gone era. All is relative, we are told.
The fact that the very statement “all is relative”

is self-contradictory and self-defeating seems to
have escaped the modern mind.

JAMES DEAN, THE ULTIMATE AMERICAN ICON.
While the pursuit of instant success of those
competing on American Idol is pushed upon
us, perhaps James Dean, actor and ultimate
American icon, perceived things a bit differ-
ently. Confused and youthful as he was — he
died at age 24 in a car accident — he was on to
an important truth. “What is essential is invis-
ible to the eye,” a quotation from
Antoine de Saint Exupery’s “The
Little Prince” was his favorite.
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INDUSTRY VOICES

John Ossa

have been fortunate to work with a lot of

wonderful and talented people in my career.
I can honestly say I have learned something

from everyone along the way. My own
shortcomings have made the totality of the advice at times
less than the sum of the individual contributions.

I worked for a contractor that gave me this piece of advice.
The context was how to approach dealing with a customer.
His advice: “Tell them what you are going to do - do it — and
then tell them you are done.” I have reflected on the wisdom in
this advice more than once. The advice has embedded in it the
obligations of awareness, duty and responsibility.

“Tell them what you are going to do,” means clarifying ex-
pectations and outcomes. To identify clearly what product or
service will be the result of your action. There is no better place
to start a business relationship than this point.

“Do it!” The fundamental requirement of
business — you have to do what you say you
will do. If you don’t take this to heart, you
will not succeed.

“Tell them you are done” is a less obvious,
yet important piece of doing business. It
speaks to a broader human need for closure,
but in business it identifies the end of a

contractual obligation. This signals the time
for a range of possible next steps — not the least of
which is getting paid.

Many of the learning moments that I have had came from
situations that did not go well. Once, I gave a vendor some good
advice after discovering what he felt was well-intentioned, only
added to difficulties I had in completing a project. I had been
promised shipment of pipe and control wire for a fast moving
project. We had much of a parking lot excavated with trenches
for irrigation main and control wire. The short version of the
story is the vendor over-promised when he could deliver the
materials to the site.

Once I had the opportunity to step back from the situation, I
told him that what I really needed from him was for himto “....
tell me what you CAN do, and then DO it.” I told him that I can
handle bad news, but what I didn’t do well with was no news,
or being told something that I “wanted to hear” instead of an
unpleasant truth. Also, baked into my follow-up conversation
with him was the acknowledgement that “... we both know
that stuff happens,” and that it was each of our responsibility
to keep the other informed of changes.

So the advice that I gave contained some of the same elements
that made such an impact on me earlier in my career. Now, if I
could only remember everything I have learned ... .

B

JOHN 088A s the national accounts director at Irrigation Water
Technologies America and owns lrrigation Essentials; mail jossa@
giemedia.com.
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Principles, he was beginning to realize, provided
the foundation upon which all else rested.

Juxtaposing some popular diverse terms may
bring this concept into sharper focus. For instance,
knowledge compared to wisdom, fame versus
success, success versus significance, image versus
substance, fad versus trend and popularity versus
character, to name a few. Fleeting superficialities
cannot compete with the longevity of character.

How it works in today’s economy. The chal-
lenges of the current economic cycle have placed
tremendous burdens upon all entrepreneurs and
their staff. The temptation is to cut corners and
lower standards in order to compete. Certainly,
adjustments can be made to better serve clients
and compete with competitors. However, lowering
standards isn’t one of them.

Contractors who are working their way through
the current economic malaise and will survive are
doing it based upon their reputation for excellent
work and customer service. Such a reputation is the
result of years of performance and dependability.
This is called character! Quick fixes, instant gratifi-
cation and popularity contests are not the stuff that
create or sustain it.

CONCLUSION. It takes about 20 years to become an
overnight success. Somewhere along the way, |
heard this maxim. It runs counter to most of the
popular thoughts that you’ll experience and hear
via today’s media. However, behind just about every
successful small business, you'll find a seasoned
entrepreneur who has weathered numerous chal-
lenges over a long period of time.

This is one of the best pieces of wisdom that I've
picked up over the years. It provides perspective —a
box top of sorts — for the puzzle that life and the
media is constantly throwing our way. It’s a tidbit
that I repeat to my three sons and clients as often
as possible. It's one that you might want to pass
along as well. wat

JIM HUSTON runs J.R. Huston Consulting, a green industry
consulting firm. See www.rhuston.biz; mail jhuston@
glemedia.com.
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IRRIGATION ASSOCIATION

By Carolyn Lawell

At the TABLE

had Forcey has been in politics since 1998, first working for
elected officials and then lobbying for the green industry.
“It's a job | couldn’t imagine giving up, and | couldn’t
imagine doing anything else,” he says.

His experience and enthusiasm has landed him the title of
state affairs director of the Irrigation Association. After six years as
director of government relations for the Pennsylvania Landscape
& Nursery Association, Forcey is now tasked with working with 1A
members and politicians to influence state irrigation regulations

across the country.

Lawn & Landscape caught up with Forcey to talk about what
industry issues keep him up at night, traveling and good movies.

What does your day-to-day sched-
ule look like?

Well, a lot of questions and
tips about legislation come
from members across the 50
states. We are tracking more
than 20 key state bills right
now and numerous small
state and local initiatives.

When I'm in the office,
I'm doing whatever I can for
us to No. 1, ascertain what
these bills are and how they
affect the irrigation trade
across the country at the state
level, and, No. 2, to help our
members get involved and
take important positions and
play important roles at the
state level.

When I'm out of the office
and on the road, which is
frequent, I'm meeting with
irrigation contractors and
manufacturers around the
country, and I'm helping
them to navigate their leg-
islators and the regulatory
process.

What are the most pressing issues
you're dealing with now?

Right now, I'm thinking a
great deal about licensing,
certification and how to pro-
mote industry professional-

ism around the country. The
method, the policy approach-
es, the political relationships
and cultures vary greatly from
state to state.

But the objective remains
the same: How can we use
our influence at the state
level to promote good li-
censing programs that help
irrigation professionals dis-
tinguish themselves, promote
and build on their Irrigation
Association certifications,
and bring that level of work-
manship across the trade up
to the level utilized by our
highly-skilled members. Our
members do a very good job.
We need to make sure that
the rest of the industry is fol-
lowing their lead.

Government is coming
after contractors right now
across the country in a cross
section of trades.

What keeps me up at night
is the danger of sitting on the
sidelines until workmanship
and skill issues prompt state
legislators to get involved and
pass licensing and regulation
bills at the expense of our
skilled members.

We need to come to the
table first.

Is that the biggest issue?

There is another key issue
that | would be remised if I
didn’t bring it up and that’s
water policy in general. This
keeps me up at night more
than the licensing question.
That is because our industry
professionals are constantly
improving the conservation
technologies - this is a good
thing — and that allows our
industry to make sure water
is available for irrigation for
future generations.

The irrigation trade and
profession have been around
for a long time. ... It has to
be protected and preserved
for the future. In order to do
that, water has to be utilized
as efficiently as possible.

Policy makers at the local,
state, federal level are asking
important questions right
now about the availability
of water for the future. This
pertains to numerous indus-
tries, not just ours, and it
also pertains to the general
public’s use of water. As they
have these discussions, are
we an important part of those
discussions? We have to be.

4 Irrigation

In five to 10 years, what will the
regulatory landscape look like?
We're going to have a lot
more states that have licens-
ing on the books.

Right now we have 10 with
licensing on the books and a
couple more that are ironing
out licensing. In five to 10
years, I wouldn't be surprised

www. lawnandiandscape.com

INTERVIEW

Forcey

if that number doubles or
triples.

There will be a lot more
regulation affecting small
business contractors in the
irrigation trade at the state
level. Also, our water quantity
problems in the West and
our water quality problems
in the East, and other parts
of the country, are going to
probably escalate.

Since you're on the road a lot, do
you have any travel tips?

I've learned travel tips from
some movies. [ saw “Meet the
Parents” with Ben Stiller and
from that movie I learned,
as Robert De Niro’s charac-
ter tells his daughter, never
check luggage. So I like my
carry-on Samsonite bag.

Are you a big movie buff? What is
your favorite movie?
Yes. My favorite movie of all
time is “Planes, Trains and
Automobiles” with Steve
Martin and John Candy.

It's funny, but it’s deeply
moving. LaL
The author is an associate editor

at Lawn & Landscape. She can be
reached at clawell@gie.net.
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he biggest companies in the industry
T didn’t reach their ranking overnight. For

some, it's taken decades. Others, genera-
tions. During those years — some good, some
bad - their dedication to the industry allowed
them to grow and now claim a spot among
the Lawn & Landscape Top 100, sponsored by
Exmark.

It isn’t an easy climb. This year, Lawn &
Landscape spoke to five leaders about what
they've learned during their years in the in-
dustry. How did they get to the top of their in-
dustry, and who helped them get there? What
mistakes have they made, what lessons have
they learned and what are the secrets behind

» By Chuck Bowen, Brian Horn, Carolyn LaWell and Matt LaWell

“It's not about how many hits you
throw out, but how many you can
take and keep on.” - Jarek Wright

AUGUST 201 www.lawnandiandscape.com

the success that got their companies on our
Top 100 list? A running theme is close families, \
tremendous focus, energetic employees and a
fervent devotion to customer service.

So, read on. Examine and take from what
others have learned to build one of the best, ’
and perhaps one of the biggest, companies in
the landscaping industry.

As always, we make every attempt to identify
and contact companies via email and phone ’
to gather the data needed to compile our an-
nual Top 100 list. If you know of a company ,‘
we missed on the list this year, please contact
Editor and Associate Publisher Chuck Bowen at
cbowen@gie.net or 330-523-5330. |

“Keep pushing back until "Work to livel”
you get the result you were = Michael
looking for.” - Jason Scott Kernaghan
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LESSONS FROM THE
BIGGEST COMPANIES
IN THE INDUSTRY.
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Sponsored by Exmark

“When you send out a $5/hour guy
who doesn’t care, it won't be fun
working with you.” - Larry Ryan

“Don’t start a job until you
know what it's going to

JON GEORGIO

Gothic Landscape, president

Gothic was the street we grew up on in the San Fernando Valley.
When it came time to incorporate one day, my brothers and
I looked outside the garage, saw the Gothic Avenue sign and
that became the name of our company. We tried to change ita
couple of times — corporate ID experts said we had to change it,
that it had horrible connotations — and both times, the experts
came back and said, “You can’t change it. There's too much
goodwill associated with your name.”

My brother Mike and | took over the company as very young men.
We were in our mid-20s, and we had some clients and some
older guys we knew who were successful, and we met with
them at least four times a year. We sought out their advice.
One became a mentor of mine. These last 25 years, I've been
meeting with him at least four to six times a year, to bounce
everything off of him. That has been a huge advantage for us,
to have that informal advisory board.

Takeadvice. The best part of advice is actually taking it. People
have been there and done that. You just don't have to make
those same mistakes if you take a few minutes to incorporate
what they say.

One of the best pieces of advice was from my brother Mike, who
passed a couple of years ago. He told me to always leave the job
with your head held high. His point was that you should never
leave a project having made money but not having made the
client happy. That really stuck with us. It's part of our culture.

Theotherreally good piece of advice I received was from a prolessor
in business school who taught me about a mission statement.
What he told me was a company needs to stand for something.
People don’t get inspired, they don’t wake up every day and
say, “I really want to go out and make a bunch of money for
this company today. I'm really motivated by that.” So our
mission statement is to create true partnerships through ex-
traordinary service. It's something people can wake up and get
excited about. I really think that’s the glue that binds our 1,100
employees together — when they wake up, they think, “How
can | create a partnership with my client?” And profits follow,

jlandscape.con AUGUST 201

“Strive to be ‘the place to work’
and everything will come easy
cost.” - Mike Lysecki after that.” - Dale Elkins
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You ask who | admire. My brother

SCOTT JAMIESON

Ron was the president of a win-
dow and door manufacturer
for 14 years in the Southeast.
He came back and joined the
company in 1998, 99, and
he's the absolute smartest guy
[ know. You don’t want to play
poker with him. He's grown
our maintenance business. He
took us from $2 million to $30
million. Just an amazing leader.

Our company is run, on a day-to-
day basis, by amazing non-family
managers. One of the favorite
parts of my day is watching
these employees who have
been with us for 15 to 20 years
blossom into industry-leading

executives.

What we're going to take away
from this recession is the contin
ual reinvention of our company.
In Las Vegas, which is the worst
market we're in on the construc-
tion side, our management

team created a situation where

85 percent of our revenue in

2010 was in product lines that
we didn’t have three years ago.
l'alk about a management team
that reinvented its business.
We didn’t do public work three
years ago. We didn't do general
contracting. They're doing na
tive restoration, public works
projects, transportation proj
ects, and they just reinvented
themselves to keep our staff

employed.

The fact that the name of our com-
panyist he street we grew up on
keeps us pretty rooted

Relationships, eveninarecession, cancarry the
day. Stay close to your clients because they
are going through the same thing.

Alotofourclients, who we were doing larger
programs with for many years — they had
to cut back. Instead of us reacting a certain
way, our primary response was “Let’s stay
close to our clients.” Let’s do what we
need to do to help them through this but
also keep them as clients. So it might be
reducing their program a little or doing a
little less. But more than anything, it was
stopping in and checking in with them.
Not just to ask for the sale, but to see how
they're doing.

There was one of those forks in the road for
me when I went to school. It was the Naval
Academy or Purdue forestry. They were two
very divergent paths. I often do wonder if I
had gone to the Naval Academy and chosen
a career in the Navy — I probably wouldn't
be working in tree care.

We're optimistic. The cautiously optimistic
thing, the “cautiously” part has gone out a
bit and we're feeling good about where our
clients are and where we're headed. We've
done a couple acquisitions. We're feeling
good about growth and expansion. I think
it is a little different though. It's not like,
“Hey, let’s go hog wild.” It’s a little more
constrained. A little more thoughtful. But
we're pretty optimistic. We've controlled
costs from early on, and I think we’re watch-
ing those and investing a little smarter.

There's no question the company is going to
continue to growand expand. I'll use Chicago
as an example, where I'm at. That's a market

Bartlett Tree Experts, vice president

the company’s been in for years but has a
tremendous upside potential to grab more
market share especially as we've seen some
consolidation of other companies in this
market. And there’s Atlanta, San Francisco,
some markets where we're at, I think we
could see tremendous growth in those
markets. There may be new ones we enter,
but when I look at Bartlett’s foot print, it's
pretty good.

I'mreally concerned for the nurseries, really con-
cerned like never have been concerned before.
Then, after that, I'm concerned for the com-
mercial landscape maintenance companies.
And we do some of that work through some
of those folks. But I've watched the compe-
tiveness — and I'd call it the commoditiza-
tion of commercial landscape maintenance
— has really gotten me concerned for the
industry. Can it ever come back? Or have
the prices and the competition and the
amount of players pushed it so low that the
property managers now go, “Now we know
what this stuff is really worth. We're only
going to pay this.” I'm concerned about that.

| love doing sports photography for my son
who plays hockey. He's a goalie for the
high school team. So I'm always the official
photographer for the team it seems like.

Trying not to be trite, but the first person that
comes to mind who | look up to is my wife. It's
because she was a career person, always was,
came out of school and was in a career and
then raised our family while I was out on the
road helping to grow a business. I've always
admired her ability to do all those things in
my absence. She’s also a ferocious volunteer
and a great friend to people.

“Go with your gut. It sounds risky and is almost a ‘gamble,” but | have always used this as
a part of any decision | have made in the past. | don’t know how many times | have looked
back and gone ‘Man, | had a feeling | should have done that.”” = Terry Shaffer
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Get the most out of your machines. And, join the crew at exmarkpride.com.
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Rank
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29
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30(t)
32

33
34
35
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430
45
45(1)
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48
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50()

* 2008 revenue 1. TruGreen's revenus includes $238,508,000 from TruGreen LandCare. 2. ValleyCrest's revenue includes $36,000,000 from LS. Lawns. 3. ISM was acquired by EMCOR in May. 4 Massey Includes all empioyees not just kawn care
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TOP

Company

TruGreen Cos.!

ValleyCrest Landscape Cos.
Brickman Group

Davey Tree Expert Co.

Scotts LawnService

Bartiett Tree Experts

Weed Man

Ambius

U.S. Lawns

Lawn Doclor

Yellowstone Landscape Group
Ruppert Landscape

OneSource Landscape and Golf Services

American Civil Constructors
SavATree

UsSMm?

Clintar Landscape Management
Vila & Son

Massey Services *

Gothic Landscape

Marina Landscape

Lipinski Outdoor Services
Jensen Corp,

Mainscape

Ferrandino and Son
Natural.awn of America

Acres Group

The Bruce Company of Wisconsin
Denison Landscaping

The Groundskeeper

Mariani Landscape
Spring-Green Lawn Care

Sierra Landscape Co.

Complete Landscaping Service
Nanak's Landscaping ®

Lucas Tree Expert Co.

ISS Grounds Control®

Choate USA

Chapel Valley Landscape
Nissho of California

Cagwin & Dorward

The Greenery, Inc.

Terracare Associates

Mission Landscape Companies
Chalet

Gothic Grounds Management
James River Grounds Management
Landscape Concepts Management

McFall and Berry Landscape Management

Greenscape
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Headquarters

Memphis, Tenn.
Calabasas, Calif.

Gaithersberg, Md.
Kent, Ohio
Marysville, Ohio
Stamford, Conn.
Mississauga, Ontario
Butfalo Grove, IIl.
Orlando, Fia.
Holmdel, N.J.

New Canaan, Conn.
Laytonsville, Md.
Tampa, Fla.
Littleton, Colo.
Bedford Hills, N.Y.
Norristown, Pa.
Markham, Ontario
Miami

Orlando, Fla.
Valencia, Calif,
Anaheim, Calif.
Marlton, N.J.

San Jose, Calif.
Fishers. Ind.
Farmingdale, N.Y.
Frederick, Md.
Wauconda, IIl.
Middleton, Wis
Fort Washington, Md.
Tucson, Ariz.

Lake Bluff, IIl.
Plainfield, Il

Palm Desert, Calit.
Bowie, Md.
Longwood, Fla.
Portiand, Maine
Phoenix

Carroliton, Texas
Woodbine, Md.
Vista, Calif,

Novato, Calif.
Hilton Head Isiand, SC
Littleton, Colo.
Irvine, Calif.
Wilmette, IIl.
Valencia, Calif.
Glen Allen, Va.
Grayslake, Il.
Annandale, Va.

East Taunton, Mass.

2010 % change

Revenue  from 2010
1,335,175,000 nfa
835,000,000 n/a
807,500,000 18
591,732,000 53
290,000,000 na
158,000,000 5
105,000,000 n/a
103,000,000 5
102,000,000 9
83,000,000 7
74,000,000 -76
65,338,681 125
60,000,000 0
57,750,000 nfa
55,098,000 15.7
48434477 n/a
46,000,000 5
45,904,062 n/a
45,196,618 1012
44 400,000 -6.5
44,000,000 0
42,756,217 15
41,000,000 -1
39,900,000 23
38,000,000 n/a
37,750,000 6.3
37,000,000 0
35,900,000 10
35,810,000 0
35,000,000 -1
35,000,000 0
34,215,000 54
32,965,000 n/a
32,650,000 0
32,000,000 na
31.500.000 n/a
30,474,000 -18
29,750,000 30
29,000,000 na
27,710,000~ n/a
27,450,000 3
25,100,000 0
25,000,000 -7
25,000,000 -4
23,800,000 -0.65
23,800,000 144
23,721,283 20
23,656,000 -10
23,400,000 n/a
23,000,000 * n/a

% expected
for 2011

n/a
n/a

7
n/a

nfa
6
5
2
8

n/a
-14
6

2
n/a
195
n/a
10

Employees -
Year round

n/a
n/a
7,000
6,723

27

370

Employees -
Seasonal

n/a
n/a
4,000
281
na
25
2,500
10

0

n/a
730
0
150
na
100
n/a
300
n/a

0

na
ogoo

S8288538xc8
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o
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2011 2010  %change % expected Employees - Employees -

Rank Company Headquarters Revenue  from 2010 for 2011 Year round Seasonal
50(t) Nutri-Lawn Mississauga, Ontario 23,000,000 5 5 nfa n/a
52 Mariposa Landscapes Inc. Irwindale, Calif. 22,822,200" n/a n/a n/a n/a
53 Scott Byron & Co. Lake Bluft, IIl, 22,814,000 -1 5 100 140
54 AAA Landscape Phoenix 22,420,000 21 22 425 45
55 Dixie Landscape Miami 22,240,000 n/a n/a n/a
56 Maldonado Nursery & Landscaping Inc. San Antonio 22,000,000 17 0 200 100
57 Moore Landscapes Northbrook, Ill. 21,000,000 nja n/a va n/a
58(t) Comerstone Dade City, Fla. 20,400,000 n/a 5 300 n/a
58 () Shearon Environmental Design Co. Plymouth Meeting, Pa. 20,400,000° n/a n/a va n/a
60 DLC Resources Phoenix 20,372,000 -42 31 300 0
61 Russell Landscape Group Dacula, Ga. 20,010,000 6.7 5 300 125
62 Sebert Landscaping Bartlett, Ill. 20,000,000 0 8 60 200
63 David J. Frank Landscape Contracting Germantown, Wis. 19,400,000 nfa 3 n/a n/a
B4(t) Senske Lawn & Tree Care Kennewick, Wash. 19,000,000 4 10 200 70
64(t) Metroplex Garden Design Landscaping Dallas 19,000,000 -25 10 150 0
66  Ecoscape Solutions Group Charlotte, N.C. 18.902,364* n/a na n/a n/a
67 Odyssey Landscaping Stockton, Calif. 18,360,000 na n/a na n/a
68 Christy Webber Landscapes Chicago 18,200,000 -15 5 250 100
69 Villa Park Landscape ' Orange, Calif. 17,928,000 na n/a na n/a
70 The Highridge Corp. Issaquah, Wash. 17,859,461"* n/a n/a n/a n/a
71 Lambert Landscape Co. Dallas 17,850,000 23 36 170 15
72 Heads Up Landscape Contractors Albuquerque, N.M 17,800,000 18 n/a 110 125-175
73 TBG Landscape Whitby, Ontario 17,718,336 35 20 65 30
74  Girard Environmental Services, Inc Sanford, Fia. 17571316 -5 5 225 100
75 Teufel Landscape Portiand, Ore. 17,500,000 -3 26 190 70
76 Ryan Lawn & Tree Overland Park, Kan. 17,300,000 19 10 160 5
77 Urban Farmer Thornton, Colo. 17,193,150 0 10 175 125
78 Gachina Landscape Management Menlo Park, Calif. 17,151,943 4 10 250 il
79 Swingle Lawn, Tree & Landscape Care Denver 17,005,000 6.1 5 170 30
80(!) Landscape Specialists Lake Forest, Calif. 17,000,000 0 0 150 165
80(t) Dora Landscaping Co. Apopka, Fla. 17,000,000 0 0 60 0
82 Dennis" 7 Dees Landscaping Portland, Ore. 16,557,660 -106 5 166 45
83 D. Schumacher Landscaping W, Bridgewater, Ma. 16,500,000 -13 20 30 150
84 Outside Unlimited Hampstead, Md. 16,000,000 n/a n/a n/a n/a
85 Gibbs Landscape Co. Smyrna, Ga. 15,950,000 9 7 229 52
86 High Tech Landscapes Branchburg, N.J. 15,878,000 n/a n/a 28 315
87 Clarence Davids & Co. Matteson, IH, 15,625,000 -13 5 70 180
88 Naturescape Muskego, Wis. 15,602,612 12.83 10 150 5
89 Hazeltine Nurseries Venice, Fla. 15,521,376 28 10 143 0
90 Countryside Industries Wauconda, Ill. 15,400,000 -194 7 50 170
91(t) Benchmark Landscape Poway, Calif. 15,000,000 15 5 230 n/a
91(1) Frank and Grossman Landscape Contractors  San Fransisco 15,000,000 0 0 m 0
93 Meadows Farms Chantilly, Va. 14,875,000* n/a n/a nfa n/a
94  Ronning Landscaping Mesa, Airz. 14,630.000* n/a n/a n/a n/a
95 Realty Landscape Group Newtown, Pa. 14,000,000 -8 5 75 60
9 (1) LMILandscapes Carroliton, Texas 13,000,000 n/a 40 145 25
96 (1) ArisTree Landscape Management and Design  Venice, Fla. 13,000,000 0 10 165 3
98 Western DuPage Landscaping® Naperville, ll. 12,600,000 n/a na na n/a
99 HighGrove Partners Austell, Ga. 11,943722 185 14 110 40
100 CoCal Landscape Denver 11,847,806 -25 13 157 130

5. Nanak's Landscaping was cquired by ValleyCrest in 2010, 6. 1SS Grounds Control's globial revenuz was $383, 474, 4000. 7. Vilta Park Landscape revenue basad on 2010 projections. 8. Western DuPage Landscaping based on 2010 projections.
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HARVEY MASSEY

.. Massey Services, chairman and CEO

Carol and | will have been mar-
ried 48 years on August 24.
We've been married a long
time. If I had married the
wrong person, it detracts the
mind and the heart from the
things you're trying to build
and create in business.

One of the things that | think
has kept us together as a family
over the years is the fact that
my wife has always insisted,
even when [ was at Orkin and
Terminix many years ago,
we would take two weeks
off every July and our family
would get together. We went
to Hilton Head for 15 years.

Middleton happened to be one
of the things that | was ex-
tremely familiar with. | had
a great deal of respect for,
and a four-year relationship
with, Chuck Steinmetz, and
Greg Clendenin is a damn
good operator. I became a
shareholder because I knew
Chuck and Clendenin. But
here was a situation with a
private company, built on
the principles of being pri-
vate, that became public.
The people involved in some
of those things became more
interested in ROI than sus-
tainability, quality growth
and employee retention.
Business wasn’t doing well,
and the stock continued to
plummet. You start to protect

“Know your
limitations.”

- TJ Pieri
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your own investments.I met
with our CFO and I met with
my son Tony. We talked and
talked and talked, and Tony
probably put it best. He said,
“Dad, you've always told
me, don't look back and say,
What if? If we don’t pursue
this, I'm afraid we're going
to look back and say, What
if? Because that company
fits with us and we could be
agreat company together. We
could be a stronger company
together.” I said, “Let’s go
for it.”

1 don’t know how big we're go-
ingtobe, I don’t know where
we're going to wind up, but it
won't be where we are. We're
going to be bigger, and we're
going to be better.

Ifyougoonlineand read our mis-
sion statement, we call it our
guiding philosophy, I wrote
that. Toughest damn thing I
ever did in my life. Once you
write it and publish it, then
you have to walk the talk.

I don't spend a lot of time look-
ingback. [ sometimes go back
to Louisiana and ponder
some of my childhood. I have
to rack my brain, from one
side to the other, to remem-
ber that stuff. I just don't
spend a lot of time looking
back. I'm always looking up
and looking forward.

Online extra:

To read the interviews in
whole, visit our website at
www.lawnandlandscape.com

and search “Top 100.”

FRANK MARIANI

:» Mariani Landscape, CEO

Might as well start with the family. That’s what it’s all about.

My grandfather on my mother's side had anursery, John Fiore.
He started that nursery in 1915. I actually grew up at that
nursery. My dad, when he came from Italy and married
my mom, he worked for my grandfather and eventually
started a little landscape maintenance business in 1958.
Unfortunately, he passed away in 1973, at the age of 45. |
was just finishing high school and, being the oldest of five

boys, I took over the range.

When you get up about 4:30 in the moming and go towork, and
you put in a long, long day, I wasn’t happy to have nine

employees and a couple of trucks. I said, “You know, if

I'm going to work this hard, I'm going to build something
that's better than anybody else.” I really thought we could
be best in class. And the only way I knew to attract good

|‘)('()plc was to continue to grow.

| didn’t want to grow just to grow. | wanted to grow so my
team would have the opportunity to grow with me, That’s
always been my motivation. We've got employees that have
been with the company longer than me. I'm very proud of
that. I think it makes my job easier, it makes our company

better, it gives our clients more expertise.

“Never put yourself in the role of taking orders. Clients want
your professional opinion. Give them options and ideas and

you will be viewed as their partner.” - Frank Mariani
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LARRY RYAN :: Ryan Lawn & Tree, president

The right people have made
all the difference in the world.
We hired our first fulltime
employee two years in, and
he’s been here since then.
Probably the thing I've done
wrong is the opposite of that,
keeping some people in our
organization too long, think-
ing that I can change them.

At the end of the year, we evalu-
ate people by asking two ques-
tions: Did you help pull us
up? Or did you pull us down?
If you pulled us down, why
are you still here? But if you
pulled us up, then we have
something to talk about,
and we can talk about how
you can become even better.

They call merelentless. This might not be a good thing, but
I'm never satisfied. I don’t mean that in a negative way,
but no matter how well we do, I think we can do a little bit
better. I hope it drives our team. I have a lot of associates

here who have the same sort of passion.

The down time is the best time to invest in your company. We
added people who may never have looked at working for
a landscape company. They came from construction or
business backgrounds, and we were able to pick 'em up.
Real gems. We built a nursery during one recession, we
built a new office during another recession, we added
property during another recession. We invest during bad
times because we know that after bad times come good

times, and we want to be Pl'(‘})dl'(‘d.

My dad gave me a great little business when times were bet-

ter for growing a business. You could make mistakes and

you weren't under a magnifying glass. 1 feel for my son
and some of the younger people in the company I know
will be future leaders. It’s so much harder now. It’s so
much harder. That drives me. | want to be there, | want
to mentor them, I want to help them. The greatest thing
that could happen to me is my son and some of the younger
people in this company take it to another level and people
say, “Vito Mariani did a great job, Frank Mariani did an
OK job, but these guys, you should see what they've done
to the company now.”

That's sort of an overview of
my philosophy. I think a large
part of running a company is
philosopy.

We have a meeting every year
where we bring all the branches
together. It's a very positive
thing, where everyone states
their goals for the previous
year and whether they hit
them or not, then they state
their goals for the coming
year and why they think they
can do better. If you do that
in front of all your peers, you
have to put a little thought
into it.

You absolutely have to learn
from mistakes and leave them
behind you. My father had a
saying. He said, “Show me
the man who doesn’t make
a mistake, and I'll show you
the man who doesn’t do any-
thing.”

We don’t want to make every
mistake, so we've learned
from other people’s mistakes,
too. If I was picking one
mistake, it would be keeping
someone who just had a bad
attitude. I don't care how
talented someone is, it's not
worth working with them if it
makes life miserable.

We grew up on a farm in central
Kansas, near Abilene, Eisen-
hower’s hometown, about
150 miles west of Kansas City.

I was fourth of 10, so I'm in
the middle.

Welearned the value of quantity
and speed. We had to finish
each job as fast as we could
and get on to the next one.
It wasn’t until I watched “In
Search of Excellence” on PBS
— [ used to play that over and
over again — that I realized
how valuable it was to do the
job right every time.

Oh, my gosh, | was fulltimeona
tractorat 9, I was working a
full day in the field at 9. We
milked cows, we fed pigs and
cattle and chickens, we har-
vested. It was about survival.

Every night, we had prayer. My
father was a World War II
veteran who married mom
at the end of the war and had
10 kids over the next 18 years.
He was afraid he wouldn’t
survive and would leave mom
with a bunch of little kids to
feed. So our focus in prayer
was that all of his sons get
through college. Back then,
you didn’t think about your
daughters, because they
would get married. Later, he
said he never meant to slight
his daughters. Well, all of his
daughters became registered
nurses and all of his sons
are driven professionals. He
taught us how to work. He
taught us the power of persis-
tence, perseverance. Lat

“Quality work is our best

marketing ool we have.”
- Larry McCallister

“Install good systems

and keep it simple.”
- Douglas Cook

Worst Advice: Make yourself as reachable
as possible... if you set that expectation be
prepared to live with it. - Jason Scott

scape.com  AuGusT20m 37




& siccess:

How do you maintain
margins and keep
customers happy with
your price structurein
a competitive market?
Three landscape firms
share their strategies.

By Kristen Hampshire
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P ricing services is a science and art. There are hard
numbers that figure into a company’s cost of doing
business, and there must be a return-on-investment for an
operation to thrive.

The emotional side of pricing is trickier: What are
customers willing to pay for the services you provide? What
are competitors offering? What does pricing say about your
reputation — can a higher price tag prompt customers to
value your services more? Or, will prospects just leave that
big, ol’ bid at the front door?

“We lose a lot of work but we gain a lot of work,” says
Jessica Neese, controller of In Bloom Landscaping in
Atlanta, of the firm'’s higher prices for design/build services
than competitors in their area. “Reputation matters
referrals are powerful.”

T'here are players who are just “throwing prices out there,”
Neese says. “I think a lot of companies are trying to cover
cash flow situations,” she reasons. “If we can’t turn a profit,
we won't even bid on it.”

This month, Lawn & Landscape spoke with three landscape
firms about how they manage to get prices that deliver
favorable margins and what adjustments they've had to make

in this economic environment to attract new business.
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Kubota defines quality equipment with features like high performance, low

Finanding available to qualified customers through Kub Corporation, USA
maintenance and everyday durability,. When your workload’s busy, Kubota For product and dealer information, call 1-88

! ¥ E > 5 or go to www.kubota.com. Optional equipment may be shown
quality pays by increasing work-day productivity. Keep moving on the job
with an all-Kubota SVL compact track loader or Kubota’s rugged, workhorse
utility vehicle. Or power up a Kubota TLB for the versatility of three tractors
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Demanding more
and paying less.

That’s intelligent.
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Smarter pricing through
strategic partnerships

Commercial Scapes

Michae! LaPorte, president LOCATION Bristow, Va. ESTABLISHED 1990 EMPLOYEES 60 2010
REVENUES $6.8 million CUSTOMERS 100% commercial SERVICES Irrigation and landscape
installation, rain gardens, bio-retention systems

he jobs Commercial Scapes bids

for projects today — mainly in the
government and municipal sectors —
are priced about 25-35 percent less
than they were about five years ago.
The decrease is steep. But Michael
LaPorte says the industry in his area
has followed suit.

So LaPorte had to figure out a way to
cut costs inside to produce lower prices
because the feedback at the bidding
table was, his numbers were too high.
“We were getting feedback on our bid-
ding, and we found out we were out of
the ballpark,” says LaPorte, president
of Commercial Scapes in Bristow, Va.
Specifically, he was told the prices he
proposed were 10-25 percent above
what commercial customers wanted to
pay in his Washington market, which
LaPorte says is strong and competitive.

“We quickly tried to adjust pricing
on plant material and brainstormed
how we could self-perform other
services,” he says, listing irrigation,
hydroseeding and light excavation.

Before 2007-08, when the housing
market began its swift decline, LaPorte
won about 15 percent of commercial
landscape bids - the company places
bids daily. “When we saw we were be-
ing out-priced, we were getting about
5-6 percent of the jobs,” he says. Today,
Commercial Scapes’ success rate is
12-15 percent. “Owners are happy to
see the lower prices,” he says simply.

But LaPorte is no low-baller. “We
have always priced with profit, never
at breakeven, and we always know our
break-even point,” he says. The way
LaPorte can cut prices is by “looking

www.lawnandlandscape.com

inward instead of outward,” he says.
There are efficiencies his company
realizes through better business prac-
tices. For instance, crews report to
work at 5 a.m. so they can beat the log-
jam D.C.-area traffic. Trucks are loaded
the night before. Email is used for job
schedules, change orders, submittals
and other communications — there
isn't a lot of time for run-around on
today’s expedited job schedules.
Beyond the basic tightening of the
belt, LaPorte has explored creative
ways of working with suppliers to re-
duce his expenses, so he can pass the
cost savings on to commercial clients.
For one, the company partnered with a
sod farm that was having tough times.
LaPorte bought into the farm and
Commercial Scapes harvests the sod.

Negotiate with suppliers. Talk to vendors
about ways to work a better deal on pricing,
such as buying in greater volume or picking
up materials rather than getting delivery.
Also consider what strategic relationship
can be built with suppliers.

Look inside. What areas of your operation
could run more efficiently? Every business
has room for improvement. “There are a lot
of efficiencies that can be gained through
better business practices, and the way |
see the market, companies are going to
have to (get leaner),” LaPorte says.

Listen to the people. Potential clients were
giving LaPorte feedback that his prices
were higher than bidding competitors,

so he found a way to lower his cost of
delivering service. You may not like what
the customer has to say about pricing,

but If you ignore It you might lose out on
promising business.
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and negot\atp with
suppliers.

Michael | aPorte

“That was a gain in market share for
us because we can offer better prices,
knocking about 25-30 percent off of sod
services,” he says.

Two years ago, Commercial Scapes
began working with a topsoil processing
plant, taking landscape waste from trash
companies to the processor to produce

compost. “Now, we are actually getting

paid to use our own product,” LaPorte
says, figuring an annual savings of about
$180,000. “By [using our own topsoil],
we were able to actually lower prices and
increase income.”

Also, Commercial Scapes purchased
four dump trucks this year so the com-
pany can deliver its own sod and trees
rather than subcontracting the work.
“By self-performing these services, we
don't have to pay trucking companies
or topsoil providers, which helps us to
pay down our own overhead and gives
us better margins in these products,”
LaPorte says.

No company can afford to operate in
today’s market without slimming down
expenses, LaPorte says. “If you are going
to win and be successful, you have to
look inward and trim the fat out of your
operation and negotiate with suppliers,”
LaPorte says. “There are always deals
that can be made out there.”
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ORANGE COUNTY CONVENTION CEN
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Holding fast,
running lean

Valley Landscape Service

Jim Webb, president LOCATION Jackson,
Wyo. ESTABLISHED 1987 EMPLOYEES 25
2010 REVENUES $1.35 million CUSTOMERS
80% residential; 20% commercial SERVICES
full-service landscape maintenance, some
light installation

im Webb remembers when only five

landscape maintenance companies
served the Jackson, Wyo., area. Now,
there are more than 100 operations and a
good lot of them are one-truck wonders.
“There is so much more competition
" says Webb, president of Valley
Landscape Service. “Guys who used to
pound nails now have a walker mower

now,

and a trailer and they are all coming out
of the woodwork.”

That doesn’t mean Webb is actually
competing with these outfits to keep
existing clients. But he knows when he
gets a “no” on a bid, it's because of price
and not quality of service. The fact is,
most customers don’t talk about price
to Webb. “I usually turn in a bid, and
rarely do I get called back and asked
any questions,” he says. “It’s either they
call back and hire me or we don't hear
from them.”

Over the years, Webb has maintained
steady prices. With only a handful of
exceptions has he adjusted his price
to please a client. In one instance, a
longtime client got a maintenance bid
for $20 less per week. “I said, ‘I can't
match what the other company will
offer, but if it means keeping you, I'll
meet you halfway,” Webb says, knowing
that he'd make $10 less per week on the
job, but he'd hold on to a loyal customer
and still make a profit. “If it had been
someone new, [ don’t know if I would
have done that.”

Webb knows how much he can nego-
tiate prices because he tracks expenses
carefully. For the last six years, he has
worked with an industry “bottom-line
expert” to crunch the numbers. He has
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Here's one from the Quali-Pro request line.
We pride ourselves in being willing and
able to meet customers’ wants and needs.
With many customers expressing a
preference for liquid Prodiamine, we
turned to our formulation guru, Allan Las,
and now Prodiamine 4 L is another great
success story. It blooms well in water
and provides excellent pre-emergent
control of crabgrass, goose grass, Poa
annua and other small-seeded broadleaf
weeds. We're proud of our 65 WDG
formulation, too, with its renowned rapid
and complete dispersal. Formulation
technology has been one of our strengths
since day one — and helps keep our
promise of “Greater Than Or Equal To”
for all our customers.

Comments or questions?
Feel free to email JerryC@Quali-Pro.com.

ALl

Quality Turf & Ornamental Products

C2011 Qual-Pro. Quall-Pro is a registered trademark of MANA.
Awinys read and follow label drections.
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spreadsheets that outline costs: equipment, labor, etc. He knows exactly how
much each man-hour costs him. And he prices accordingly.

But Webb takes other measures to keep prices competitive. This year, he hired
four more employees so he can control overtime. “That will kill you,” he says
of a budget line item he can now avoid. He is also managing payroll. “I haven't
lowered anyone’s salary, but I haven’t given any raises,” he says.

Fuel prices are a bear. “But we're trying to be efficient with routing,” Webb
says. “I've had a few people request days for their mowing and we try to fit them
in to make them happy, but we also need to keep a nice, tight route where we
aren’t wasting fuel.”

Webb expects a 15-20 percent profit margin, “which is high,” he admits. “But
I'm in a high-end market. On lawn care services, he gains a 40-50 percent profit.

When a customer asks Webb to lower his price, he holds firm. “I tell people,
I know what my overhead is. I suggest that they ask the competitor for his proof
of insurance and licensing. I can show mine.”

The result of finding ways to keep his operation running leaner: steady perfor-
mance. Valley Landscape Service's revenues were down just $40,000 last year
over 2009. “Considering the state of the economy, I think that's really good,”
Webb says. “Some were down 50 and 60 percent, and some are out of business.”

Consult with an expert. Consider hiring a professional to help you develop a strong budget
system for recording expenses and pricing structure.

Stick to your guns, Don't compromise your profit margin to gain business from customers
who simply want a deal. “You have to stick to your prices, otherwise you are working for free,”
Webb says.

Watch overtime. Paying people in your business can drive up the cost of service if you don't
manage man-hours. Avoid overtime at all costs. Webb hired additional employees, which will
cost him less than dishing out overtime dollars.

Pricing with a personal touch

| n Bloom Landscaping takes a show-

and-tell approach to prove to poten-

tial clients that their service is worth | Jessica Neese, controller; Seiby Neese,

a higher price than the competition. | Pfesident LOCATION Atianta ESTABLISHED

“We invite any of our leads to come to 156 ATV 25 NG B, 5 £5
million CUSTOMERS 99% residential; 1%

our home garden,” says Jessica Neese,  commercial SERVICES design/build and

controller of the Atlanta-based firm. ' maintenance

“We are big gardeners. It's our business,

but we live it.”

This personal touch gives people the confidence they seem to be looking for,
and the knowledge they are willing to invest in. “Landscaping is very foreign to
a lot of people,” Neese says. “They don’t know how to evaluate it. They don’t
know what the plants are. A lot of it is built on trust, so when they can actually
see what you do and they like it, I guess people are willing to pay more.”

By “more,” Neese says In Bloom’s prices are never the lowest, and on jobs less
than $100,000, the company shoots for a profit margin of 15 percent. On larger
projects, a 10 percent margin is good. “There is no chance we can win a (big)
job unless we are a 10-12 percent profit margin.”

in Bloom Landscaping

44 AUGUST 2011 www.lawnandlandscape com
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In Bloom started recognizing this push
for lower prices in 2009 when revenues
gradually began to drop. “Sales in general
were dropping everywhere,” she says of the
market. “But we just started losing more jobs than winning, and
there were more people bidding on projects.” People started
shopping their services.

“We had to be super-aware of what our costs were,” she says.
And In Bloom knows exactly what expenses go into each job
before preparing a bid. Neese crunches the numbers, figuring
overhead and labor costs - and the time it will take to com-
plete a job so she can figure a break-even point. Each year, she
builds a budget by figuring out the total hours crews will work
in the field and all overhead costs, breaking them down into
a per-hour overhead cost. The same is done for labor. “Labor
is easily figured out by figuring out your burdens and your
actual — what you pay for your people,” says Neese, who has a
business background. “You work backward by adding materials
and subcontractor costs and add your mark-up.”

In Bloom has been able to stay competitive in the market
while maintaining margins by bringing all of its work in-house
and investing in people, Neese says. All workers are cross-
trained. As a result, employee turnover is low at In Bloom;
workers have been on board for five and eight years.

“To maintain my people and help them learn, we pay them
well,” Neese says, noting that their knowledge is what clients
are willing to pay more for. Plus, customers like that there are
no subcontractors on the job. “That is another selling point,”
she says.

Meanwhile, pricing pressure is letting up slightly in Atlanta,
Neese notices. People are still cautious, and they still want
several bids for their installation projects. “It’s still really com-
petitive but we are seeing a little bit of a shift from everyone
going for the lowest price,” she says. “1 feel like people have
tried it that way and are not getting the quality they want.” LaL

The author is a frequent contributor to Lawn & Landscape

Get personal. To show potential clients that quality is more important
than price, In Bloom owners bring leads to their home garden, where
they give a tour and talk about their passion for gardening. This bullds
a trust from the start.

Crunch the numbers. By knowing the break-even point on every job,
In Bloom can be sure it recovers all costs and then some (at least a
10-percent profit margin).

Reel in your costs. Rather than hiring subcontractors to perform tasks
like installing irrigation systems or lighting, In Bloom has trained its
employees to manage these jobs. That way, the company can earn

a profit on the work. “Over the years, we have trained ourselves and
brought everything in-house to diversify - especially in this economy,”
she says. “The more we can do ourselves, the better it is for leads and
generating more revenue.”
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BUSINESS BOOKSHELF

‘] EDITOR’S NOTE:
"~ To help out busy contractors,
each month throughout 2011,
Lawn & Landscape will run a
review and synopsis of a business
book - either from the accepted
literary canon or a more modern
classic. The eighth instaliment is
S.L. Parker's “212° the extra
degree.” The rest of the year's

reading list includes:

7 Habits of Highly Effective
People
Stephen Covey

The Prince
Niccolo Machiavelli

Marketing Warfare
Al Ries and Jack Trout

See You at the Top
Zig Ziglar

The E-Myth Revisited ‘/
Michael Gerber

Good to Great
Jim Collins /

The Essential Drucker /
Peter Drucker

Getting Things Done
David Allen

Outliers
Malcolm Gladwell /

Linchpin: Are You
Indispensible /
Seth Godin

How To Win Friends
and Influence People
Dale Carnegie
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212°
THE EXTRA
DEGREE

By Matt Lawell

ike so many business and motivational
writers before him, S.L. Parker turns
often to a swath of quotes intended to
spur the reader into action. In the middle
of his slim book, “212° the extra degree,”
he pulls wisdom from Lucretius, a Roman
philosopher who lived and thought a couple
of millennia ago. “The drops of rain make a
hole in the stone not by violence,” Lucretius
said, “but by oft falling.” Parker quotes
Elbert Hubbard, too. an American writer who
flourished his pen in the late 19" and early
20" centuries. “The line between failure and
success is so fine,” Hubbard said, “that we
are often on the line and do not know it.”

But perhaps the most familiar name, If not
the most familiar quote, to appear in the 84
pages of Parker's straightforward meditation
on action is Lawrence Peter Berra. You know
him better as Yogi.

“You give 100 percent in the first half
of the game,” said Berra. “And If that isn't
enough, in the second half, you give what's
left.”

All of which is to say that Parker, who
is more known for his work in developing
online resources for business and
marketing leaders than he is for his writing,
wants to show there are no shortcuts to
accomplishment, no easy outs on the way to
big finishes. You have to work, and you have
to work hard.

To illustrate that point, Parker drills the
same phrase into the reader three times
during the course of the book, almost like a
mantra. "At 211 degrees, water is hot,” he
starts. “At 212 degrees, it boils. And with
bolling water, comes steam. And with steam,
you can power a train.” The idea is similar to
the central argument of “The Tipping Point,”
that little steps can make all the difference.
But Parker doesn't include any cute stories
about “Sesame Street” or Hush Puppies
or Paul Revere. Think of him as Malcolm
Gladwell Lite.

Start reading today. Order your copy at
www.lawnandlandscape.com/businessbookshelf.

the extra degree”

s.l. parker

how 1o achieve results beyond your wildest expectations
it 2t laa B et s’ hotbil it Brte et Bt o eaaad

the way !0 think « the way o act

There are plenty of other great lessons to
pull from such a short book. Here are a few of
the better ones:

Put in the hours. Remember the “8 Minute
Abs” video? All you had to do was pop it in the
DVD player (or the VCR, if you ordered it in the
'90s) and work out eight minutes every day.
End result? Washboard abs. Believe it or not,
that program actually worked. A lot of newer
products - for your abs. for your home, for the
simplification of your life - are not quite as
trustworthy. “Advertising messages continually
promote methods of achieving end results with
little or no effort,” Parker writes. “And these
messages are so effective that people will work
harder to avoid the extra effort than actually
applying the extra effort that will produce the
originally desired outcome.”

Look in the mirror. Where would your
business be if you failed to keep accurate
records? If your accounting department was

in shambles, or just nonexistent? You might
not have a business. So why would you not
take the time to evaluate yourself in the same
way? “Unless someone engages in frequent
self-review or a source like a friend, a book, a
manager, a spouse or a parent,” Parker writes,
“a person will continue throughout their lives
making very small improvements, if any at all.”

Just do It. Years ago, in the middle of all of his
scoring titles and Stanley Cup championships,
Wayne Gretzky turned inte a philosopher, at
least for a minute. “You miss 100 percent of
the shots you don't take,” he said. Maybe he
meant literal shots on the ice, but the same
thought applies to business and life, too. “You
may not always be able to turn up the heat
and hit the boiling point,” Parker writes, “but
that doesn’t mean you shouldn’'t make the
attempt.” So take the shot. LaL

The author Is a freelance writer based in Cleveland.
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. gh profile case of heat stroke was
: !hat of Korey Stringer, a 27-year-old

IN THE FIELD

- of the Minnesota Vikings foot-
.On Aug. 1,2001, he collapsed

" after two and a half hours of practice

in 90 degree heat. At the hospital, his
core body temperature was recorded at
108 degrees. He died shortly thereafter
of major organ failure. Many were
shocked at how sudden and serious the
consequences of heat exposure can be,
but his tragic story brought to light a
serious workplace hazard that concerns
thousands of workers every year.

According to OSHA, the combination
of heat and humidity can be a serious
health threat during summer months.

Here are several precautions to take:

* Drink small amounts of water
frequently. When working in the heat,
you should drink 5 to 7 ounces of water
every half hour.

+ Wear light colored, loose fitting,
breathable clothing — cotton is good.

~+ Take frequent short breaks in cool,

|

s is usually appears on
the neck and upper chest. The best

treatment for heat rash is to provide a

cooler, less humid work environment.

Heat cramps are muscle pains usu-
ally caused by physical labor. Heat
cramps are caused by the loss of body
salts and fluid during sweating. Work-
ers with heat cramps should replace
fluid loss by drinking water or sports
drinks every 15 to 20 minutes.

Heat exhaustion signs and symp-
toms include: headache, nausea, dizzi-
ness, weakness, irritability, confusion,
thirst, heavy sweating and a body tem-
perature greater than 100.4 degrees.
Workers with heat exhaustion should
be removed from the hot areaand given
liquids to drink. Remove unnecessary
clothing including shoes and socks.

Cool the worker with cold compresses
to the head, neck and face. Encourage
frequent sips of cool water. Workers
with signs or symptoms of heat exhaus-
tion should be taken to a clinic or emer-
gency room for medical evaluation and
treatment. Stay with the worker until
help arrives. If symptoms worsen, call
911 and get help immediately.

wettowe s or ice all over the. body or

soak the worker's clothing with cold
water.

HEAT-ILLNESS REGULATIONS. California
became the first state to adopt heat
illness prevention regulations. These
regulations were in response to a partic-
ularly tragic summer in 2005 where 13
workers died from heat-related illness
in that state. The regulations require
that outdoor employees have access to
one quart of water per hour for the en-
tire shift, that employees have the right
to take a break in the shade for at least
five minutes when they feel they need
one, and that employers receive special
training. Fines of up to $25,000 per
violation may be assessed on employers.

At the hospital, his core body temperature was
recorded at 108 degrees.

All employees should be made aware
of the signs of heat-related health prob-
lems. I would also recommend making
water and drinking cups available to
workers, especially employees whao
perform lawn and termite work. wat
The author is the loss control manager at Capital

Risk Underwriters. He can be reached at vimorris@
giemedia.com,




Advanced chemistry that leaves caterpillars speechless.

DuPont™ Provaunt® insecticide has earned high praise for its outstanding performance
against turf and ornamental pests, including gypsy moth caterpillars and tent caterpillars
Even with its low application rates, Provaunt® is the ideal choice for protection of oaks,
crabapples, flowering chermes and a wide range of additional trees and shrubs. What's more,
the active ingredient in Provaunt® has a favorable environmental profile. Learn more by calling
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RENTAL EQUIPMENT

Leasing lessons

How to get the most out of your rental equipment.

By Lee Chilcote

M any lawn and landscape companies
spend upwards of $10,000 per

year on rental equipment. Whether
they're digging a trench, cutting sod
or just looking for an extra truck for a
job, these business owners need good,
reliable equipment delivered on time.
There’s nothing more aggravating than
renting a skid-steer that breaks down
hours after it’s been unloaded - leav-
ing workers stranded and idle until a
replacement arrives.

“*When we first started renting
equipment, it was a nightmare,” says
Tom Rowand, Jr. of R & D Landscape

& Irrigation in Jacksonville,
Fla., who spends an estimated
$15,000-$20,000 annually on equip-
ment rentals. “We rented three
pieces of equipment and they all
broke down on the job. Everyone
was frustrated.”

Yet rentals are essential to lawn
and landscape companies’ busi-
ness, especially at busy peak times,
Rowand says.

It doesn’t make sense to buy costly
equipment you don't use all of the
time. Renting by the day, week or even
month allows them to take on addi-

WORKWERR: REDEFINED

Since 1915, BERNE Apparel has been redefining workwear as
rugged, yet comfortable; durable, yet affordable; hardworking,
yet attractive. Our shorts and tees, sweatshirts and jeans, coats,
coveralls and bibs are up fo the challange. BERNE is building
better workwear for those who are building a better tomorrow.
Save today, buy factory direct at

FREE HENLEY TEE

with $25 online, direct purchase.”
Coupon Code- LAWNLAND
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All NEW Little Wonder Optimax blowers put you in control. With the new Remote Deflector Control located at your finger-
tips, you'll control the patented split air-stream discharge. Now move leaves and debris with unmatched air power more.
easily, without stopping. New steel housing design and self-propelled options, steel transport bracket for easy hauling,
and larger discharge opening make this the only blower to consider.
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RENTAL EQUIPMENT

tional work without breaking the bank.

The keys to getting the most out of

rentals, contractors say, is to develop a
good relationship with your dealer, have
systems in place to ensure that the rental
equipment works well and is there when
you need it and only rent equipment af-

ter }"()U‘\'C (‘xhduSlL‘d
other options.

Companies that adhere to these
guidelines can survive the ups-and-
downs of today’s economy by flexibly
expanding their capacity, while also
growing their bottom line.

Global Power

Around the world, contractors choose our large pneumatic blowers

tc ftly spread large quantiti

>f soil mixes, co

wposts, mulches, and

aggregates for green roofs, erosion control, landscapes, and Terraseeding.”

Purchase only the most reliabl

Call us today.

and powerful blower equip

800—285-7227
expressblower.com
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BUILDING RELATIONSHIPS.
Landscapers that purchase

a substantial volume of equipment
rentals can often negotiate the terms
and pricing with their dealership and
save big.

“Especially with the construction in-
dustry being as slow as it is, rental yards
are open to negotiation, so we've taken
advantage of that,” says Tom Heaviland,
owner of Heaviland Enterprises in
Southern California. “In this economy,
if you're not negotiating with your ven-
dors like your customers are negotiating
with you, then you're crazy.”

“We have a fixed contract, but we still
try to negotiate, and most of the time
we're pretty successful,” Rowand says.
“We'll call them and say, ‘We've only
got $200 in our budget, can you rent it
to us for that price?” Most of the time
they'll say yes.

“You can also get a good deal when
you rent for a longer period of time,”
he adds.

Building long-term, mutual rela-
tionships with rental companies can
also help circumvent problems such
as broken equipment, late delivery or
hidden fees.

“We've been doing business with
our rental yard for 35 years, and have a
great relationship,” Heaviland says. “I
know we can count on them to deliver
and pick up equipment on time, it will
be in good condition and won't break
down on us.”

To Heaviland, this reliability is worth
its weight in gold. “It's rental stuff and
gets the heck beat out of it,” he quips.
“You don’t want it to break down and
hold up your progress — but if it does,
you need them to respond promptly and
deliver another one.”

While Rowand’s relationship with
his rental company isn't perfect, he
continues to work with them because
they have the largest inventory and
deliver on time.

“We work with what you might call
the Wal-Mart of rental companies, and
although we usually give them a week's
notice, sometimes I call the day of and
they have what I need,” he says.

THINKST(
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THERE WHEN YOUNEEDIT. R & D employ-
ees ensure that their equipment arrives
in good working condition by personally
picking it up and using a rental checklist
before it leaves the yard.

“If they deliver it to you, then you're
at their mercy,” Rowand says. “So we

Like a war battalion with a tank,
crews love having equipment on

inspect it, note any
damage, check the oil
level and fuel level and test it to make
sure it's running properly. That system
has helped us out immensely over the
years.

“Probably 60 percent of the time,
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site, just in case something comes up.

there is something wrong with the
equipment when we go to pick it up. The
equipment is not checked out properly.”

Because Rowand has an established
relationship with his dealer, they've
come to expect the extra scrutiny. “They
understand our process, and don’t just
think we're difficult.”

Heaviland has even negotiated with
his dealer to allow him to keep equip-
ment on site for free when he’s not using
it. “We'll keep it for five days, but they’ll
only charge us for three days, if we call it
off during the days that we’re not using
it,” he says.

Gary Mallory, CEO of Heads Up
Landscape Contractors in Albuquer-
que, N.M., says it's important to have
a company culture of using equipment
efficiently. “Like a war battalion with a
tank, crews love having equipment on
site, just in case something comes up,”
he says with a laugh. “Foster a culture
of returning equipment immediately.
If you have four to five pieces of equip-
ment out and you don’t need them, in
this economy it can bite you.”

Mallory also tries to rent a single,
multipurpose piece of equipment rather
than three separate pieces, and warns
landscapers to beware of extra fees.
“Watch out for hidden costs like delivery
charges, environmental fees and wear
and tear costs.”

DECIDING WHEN TO RENT. Timing is ev-
erything when it comes to equipment
rentals. By maximizing use of rental
equipment, you can cut overall costs.

“If we rent a sod cutter, then we'll ar-
range for a supervisor to take it to more
than one crew, so it's not just being used
for three hours and sitting on a job,”
says Rowand.

Timing your rentals well can help you
to maximize efficiency, Mallory adds.
“We don’t want equipment sitting on
site that we only need one day a week,”
he says. “Sometimes it's better to rent
an item for three single days, rather than
three weeks.”

Doing the math can be tricky, he says,
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but it's an essential part of bidding a job
right and managing your costs effec-
tively. “It can go the opposite way, too,”
he says. “If a job takes longer, you could
end up paying the higher daily rate.”

To avoid needless rentals, Mallory
sometimes barters with other contrac-
tors. “If we're doing re-vegetative seed-
ing, we have to rip up the ground,” he
says. “Yet if another contractor is on
site creating a parking lot, they can rip
it up for us using equipment they have.
And vice versa, we'll also sometimes dig
trenches for electricians.”

Zuccaro preps his crews to do as
much as they can by hand before they
rent equipment. “Be smart — only rent
when you need it,” he says. “

RENTING VS. OWNING. Renting equip-
ment can actually be more cost-effective
for lawn and landscape companies than

buying it — even if it's something they
already own.

“Ironically, most of the stuff that we
rent are pieces of equipment we already
have, like sod cutters,” Rowand says.
“For instance, if we have three crews
that are doing sod cuts on a busy day and
we only have one sod cutter, we'll rent
two.” When deciding to buy instead of
rent, make sure the equipment isn’t just
going to sit.

“A lot of people in our industry love
seeing steel in their yard, but they really
have to look at purchasing equipment
unemotionally,” Mallory says. “I know
people that own 12 skid
loaders, but only need  soemsototyoumms
them for three months
out of the year. That’s

not wise, b

“The truth is that

many ('Ul]lpdlll’('S own

FRL

too much equipment, and don’t rent
often enough.”

On the other hand, Mallory says
companies should also make sure they
maintain their equipment so it doesn'’t
go down unexpectedly, resulting in an
unplanned rental. “If you’re not able
to invest in your equipment, you could
end up being forced to rent,” he says.

Owners should also treat rentals on
a case-by-case basis. “You can have
minimal downtime if you rent, but the
landscaper has to be smart enough to
know when to use it,” says Zuccaro. LaL

The author is a freelance writer based Ir

Cleveland
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For more on how to get the most out

of your rental equipment, visit www.,

lawnandlandscape.com. Search
“rental equipment.’
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AUTHORIZED CONTRACTOR

AT BELGARD, WE'RE DEDICATED to helping you succeed by providing the best business solutions and
professional tools in the industry. Why? Because our suceess truly depends on yours.

Visit www.belgard biz to learn. more about our Contractor Resources designed to help you succeed.
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Here’s what you need | il ealthy sqil is a vital- compohent of a syccessful landscape

maintenance program: 'Still, many landscapers overlook the

to know to ensure your importange of improving their, clients’ soil = even though ig
N

may beaffecting their bottom line. It’s also a disservice to the customer

customers have rich considering most soils in the United States are poor for growing top-

quality lawns, A’ simple soil test can tell landscapers what the soil needs

SO|l and healthy lawns' in order to let a lush lawn and its ornamentals thrive. lixiplcnwming

a soil testing program can add value to the services you already offer

your clients. Many clients will appreciate the extra effort they just ‘

By Lindsey Getz neeffto be educated on why it’s important and how it benefits them. /)
In order to help you better understand what it takes to test and

improve soil - and why it's so important to do — we explored some of

the most common questions landscapers pose on the topic.

SLANDOPT

Growing Life in the Green Industry

LandOpt Business Systems help independent
landscape contractors increase revenue,
profitability and long-term growth

Visit LandOpt.com
Or call us at: 412-567-4345

LY ANDOPT 28
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When the control of deserving
tree insect pests demands
your, attention...

- Meritinjéctable.
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Merit Injectable
The <1 tree and shrub insecticide now
available in a new Microinjection Product.

Tree Tech® Merit Injoctable, the latest addition to the Merit insecticide family. Injected diectly it
root flarce timsue, Merit lnjectable offer

Towgh-o-control insect pests such as Asian
meet thetr match with Mertt Injectable. Othe nce fmsect pests such a5 apbids, ar
becthes, lace bugs, leaf beetles, kafhoppers, mealybegs, psylhids, th s, tip moths and wh

from Merit Injectable treatments.

950 SE 215th Ave.
®  Morriston, FL 32668
Tree Tech :
microinjection systems 1-800-622-2831

e-mail: info@treetech.net
www.treetech.net
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Makes Buying Efficient

As the industry’s premier event, GIE+EXPO grants you access
to the full marketplace. See 600 exhibits indoors. Try before
you buy in the world-famous outdoor demo area. And, the
New Products Arena is back in a BIG way!

During the 2010 show | found new equipment that will make jobs
easier. The co-location of HNA creates a one-stop shop to fulfill all
of our needs and help diversify our offerings.

Matthew Barbour
The Yard Barbours (2010 Pros in Excellence)
Elizabethtown, IN
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The 14th largest tradeshow in the USA!
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THE DIRT ON DIRT

Little(IANT

What are some of the more common soil problems and what
can | do about them? The soil problems faced by landscapers
vary greatly depending on region, but some of the most com-
mon problems you hear about are nutrient or pH problems
and poor drainage. All of these can have a detrimental effect
on the success of your lawn care maintenance program. For
the latter concern, there are several potential solutions. “For
turf, aerations work well,” says Bill Leuenberger, Soil and Turf
Management Department, Chalet Nursery. “Gypsum (a natu-
/ rally occurring mineral with the chemical formula of calcium
sulfate) can help, though it takes a long time to see results.”
For the former, the only way to know for certain whether a
. lawn is too acidic or too alkaline is to perform a soil test, says
Chuck Darrah, president and consulting landscape agronomist
for CLC Labs. Nutrient deficiencies in general are also a prob-

Beginning late 2011 lem and different areas of the country have their own specific
select CARgpGiB products deficiencies, Darrah says. Many soils in parts of the Midwest
will 1 in the ﬁmsiﬁon / and Mid-South are low in phosphorus. On the other hand, soils

0 low in potassium are more common in much of the Northeast,
Southeast and Northwest. “A good soil testing lab can give you

into Little Giant.

Get the same outdoor o the correct recommendations so that you're adding just the right
living products you know g amount of the right nutrient back into the soil,” Darrah says.
from an industry brand S o

you trust, / o

Step-by-step sampling

If you're new to soll testing, there are a few key things to keep in mind.
Chuck Darrah, president and consulting landscape agronomist for CLC
Labs, offers the following tips on running a successful soil test.

WHEN to sample. Make sure to take the soil sample as part of

an already-scheduled stop In order to maximize cost efficiency of
am. For new clients, the sample can be taken

anytime during the first year of service to provide a b ne. It's

an agronomic best management practice to soll test every three

to five years, adds Darrah. Just always be sure to test before an

application for an accurate reading.

WHERE to sample. Darrah recommends removing turf and thatch
for a more accurate soil test. However, for efficiency, turf, thatch,
and three inches of soil can be included. If you include turf and
thatch in the first sample, for consistency purposes you should
always include them.

HOW to sample. Technicians should always keep a soil probe and

: g > sample bags in their vehicle in order to be prepared for a sampling.
A minimum of 10 to 12 cores are needed for a representative soil
Y sample on a typical 6,000-square-foot lawn. Darrah says lawn soil
i samples should be taken to a 3 to 4 inch depth while tree/shrub
For more information on Cal Pump and and garden samples should be taken to a 5 to 6 inch depth. “Walk
Little Giant products, please visit the lawn in a zig-zag pattern pulling 10 to 12 cores and place them

into the sample bag,” says Darrah. “Secure the ties on the bag and
place the bag Into a box on the truck. Once back at the facility, all
of the sample bags can be placed into a larger ‘sample collection’
box, and then sent to the lab along with the completed sample
information sheet.”

www.lgoutdoor.com
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Introducing New Edgeless’ Liquid Turf Growth Regulator.

Edgeless integrates patented turf growth regulator technology to control the growth of grass and reduce string trimming
requirements of both warm- and cool-season turfgrass. Edgeless is applied as a banded application wherever string trimming
or edging of turfgrass is required. Edgeless can be applied to reduce the frequency of string trimming along fence lines
and around trees, gravestones, posts and poles and mailboxes. Edgeless can also be used to reduce the need
for edging along the perimeter of lawns, landscape beds, sidewalks, curbs, parking lots and driveways.
Proper application of Edgeless can result in up to 8 weeks of growth control greatly reducing the need for
trimming, resulting in improved profitability for professional landscapers by reducing labor and fuel costs.

For more information about Edgeless, contact your SePRO Technical Specialist

or call 1-800-419-7779. Visit sepro.com/edgeless.
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But is healthy soil really that important
to grass and ornamentals that it's worth
the time and effort of testing? Yes. Poor
soils can literally kill your bottom line,
says Darrah. For instance, in acidic soil
regions, acidity is a huge problem that

Healthy

“As the acidity of the soil
increases, the efficient use
of nutrients decreases,” Dar-
rah says. “The pH of an acidic
soil can be raised by incorporat-
ing the right amount of lime. But

Healthy

can lead to a waste of fertilizer dollars. the only way to truly know what the

Customer Preferred

Nearly 70% of HydroSeeders® purchased today are FINN.
We did not become the market leader by chance, but through
hard work, innovation, and focusing on our customers’ needs.

Find out why the best companies count on FINN.
Call us today.

FINNcorp.com / 800.543.7166
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soil needs is to perform
a soil test.”

Lawn grasses in general
have an optimum pH range
and a minimum nutrient re-

quirement below which a quality
lawn simply cannot be achieved, adds
Darrah. “Although nitrogen alone can
produce a dark green lawn, long-term
plant health cannot be assured unless
other nutrients are present in the cor-
rect amount and the soil pH is in the
preferred range.”

“Healthy earth, healthy turf’ is not
just a rhyme — it’s a fact,” Leuenberger
says. “Soils that are living, healthy and
thriving root zones provide plants with
the opportunity to flourish. Healthy soils
have tiny microbes which help (plants)
to develop strong root systems. Because
the earth is always changing, the nutri-
ents we supply are either taken up by
microbes in the soil, plants or, in some
cases, leached out of the soil. But great
soils allow your plants to take all of its
nutrients.”

Why aren’t the regular fertilizer applica-
tions I'm already doing enough to solve
these problems? They might be, but
you often won't know until you do the
soil test. In some cases, you may even
be over-fertilizing. But because there
are so many variables factoring into the
health of the turf, often fertilizers alone
aren’t enough, says Leuenberger.

In addition, there's an environmen-
tal responsibility factor in play as
well. LCOs know that there's a lot of
“anti-phosphorous hysteria” out there
resulting in more and more fertilizer
bans, says Stuart Z. Cohen, president of
Environmental & Turf Services. “Testing
the soil lets you know just how much
fertilizer needs to be applied,” he adds.
“There’s actually a danger in under-
fertilizing, If LCOs under-fertilize and
there’s patchy grass cover, they'll not
only get fired by the client, but they’ll
add to environmental pollution because
it will lead to more phosphorous-bound
sediment running off and into the
waterways. Good healthy turf helps
reduce sediment run-off. It may not be
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well-known, but in many cases, using
the right amount of fertilizer is better for
the environment than using none atall.”

How do | successfully sell a soil test-
ing service? Many landscape services
have an almost immediate result that
clients can see. A once-barren yard is
made colorful with plantings or with
well-maintained, lush green grass. Soil
testing is part of that maintenance suc-
cess, but the client needs to be educat-
ed on its benefits. Much of it will come
down to trust, says Leuenberger. “You
need to be credible in everything you
tell your customers,” he says. “Building
trust is vital. Results from the use of a
soil test, or any amendments you apply,
may never be seen by the customer. It
helps to remind your customer that the
service is preventative.”

It also helps to position a soil testing

service as added value to your client.
Tell the client that soil testing helps you
individualize the service for their lawn,
suggests Darrah. Talk in terms of mon-
etary value. If you find a low nutrient
level or the need for lime, a corrective
application can be made. This way, the
client gets more bang for their buck.

In addition, part of educating the
client on why soil testing is important
means explaining what it is. Use lan-
guage they understand. “Explain that a

soil test is a series of tests done to see if

everything is OK with the soil,” Darrah
says. “A soil test is like a *physical exam’
for your lawn. It shows us if there are
any ‘hidden hungers' and how much and
what to use if a corrective application is
needed.”

The whole soil testing effort comes
back to a marketing plan. “Establish
how you want to position soil testing

# ¢ Partof educating the

-

™ client on why soil testing
is important means explaining
what it is. Use language they

understand. gy,

within your various customer seg-
ments,” says Darrah. “Soil testing has
a high-perceived value among users of
lawn care services. Newspaper articles
on lawn care and gardening magazine
articles always advise homeowners to
soil test — as does every university. This
makes it an important tool in customer
acquisition and retention that not only
individualizes the service you provide,
but positions your company as both
professional and environmentally re-
sponsible.” Lat

The author is a frequent contributor to Lawn &

Landscape
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HOWTO:

Break into government work

W ith many families and businesses
cutting expenses, landscaping and lawn
care are sometimes part of those cutbacks.
But, there's another way green industry
professionals can find jobs - government
work. Local, state and federal government
buildings need landscaping too, and there
are government dollars available for certain

1

First, you want to look at
the U.S. General Services
Administration schedule
to see if it fits your
organization. “It doesn't
fit for everybody, but we
have found that being

on the GSA schedule

has opened doors for

us for governmental
work. It's essentially a
pre-qualification.” While it
1t shows you meet certain

63 AUGUST 2011
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2

Create a target list. “Who
do you want to work for?
What sort of agencies or
projects might be in your
area? Sometimes that
means just going and
knocking on doors, others
it might be scanning the
Internet for a bid offering.”

E]
r.’

www lawnandiandscape.com

 players involved.”

3

What better way to get a
foot in the door than to
work with someone who
is already in the room?
If you are a landscaper,
create a business
relationship with a
company that provides
another service, like tree
care, on government

are large in scope and
Mﬁgma numhaug

projects, says Scott Jamieson, executive vice
president of Bartlett Tree Experts. “If priced
right, this work can and must be profitable,”
he says.

Sure, it might not give you the satisfaction
of designing and building a beautiful backyard
on a high-end residential property, but it will
keep you busy and heip pay the bills. And,

Y

you can use some of the same practices
to find government work that you'd use to
find commercial or residential work — being

personable with the decision makers.

“There's the relationship piece of getting
to know these folks,” he says. Here's some
things to think about before entering the fray

for government work.- Brian Horn

4

Keep an eye out for
seminars or workshops
that teach you or

instruct you on how to

do governmental work.
Through the GSA program,
Jamieson gets tons of
emails from people who
put on specific seminars
for government jobs.

5

Those offering
government jobs are
people too. “They
are bound by certain
regulations and laws and
contract requirements,
but at the end of the day,
it'’s a person on the other
end of that phone or
that desk that is going to
choose your company.”
You may not get that job,
but you've put yourself
in a good position fo(.ttp"
one. o

S ed Yy

Illustration by Vic Kulihin
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PLANT DISEASE PROFILE

Rust

Cultural practices can prevent turfgrass from turning orange.

By Carolyn LaWell

hile some turfgrass

diseases are impos-
sible to identify with the
naked eye, rust is not one of
them. Walking through an
infected area will often leave
an orange residue on shoes,
hinting that the discoloration
is a rust problem.

“From a distance, the
disease can sometimes be
mistaken for other diseases.
However in a closer look,
symptoms and signs of the

disease are unique,” says Al-
fredo Martinez, University of
Georgia associate professor/
extension plant pathologist.
Rust, which occurs in most
turfgrass species and is espe-
cially problematic on Ken-
tucky bluegrass, ryegrass,
tall fescue and zoysiagrass,
isn’t one of the more harmful
plant diseases, but it can have
large outbreaks and it can be
unsightly. Lawn & Landscape
asked Martinez how to iden-

tify, prevent and control rust
diseases in turfgrass.

How does rust form? Rust is a
disease caused by a variety
of related fungi, specifically
by fungi belonging to the
genus Puccinia and/or Uro-
myces. Rust infections occur
on slow-growing turfgrass,
particularly those areas with
low nitrogen levels, imbal-
anced soil fertility, plant wa-
ter stress, shaded-low lighted

) MARTINEZ
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areas and soil compaction.
Rust, as a whole, causes rela-
tively minor turfgrass stand
losses. However, the disease
has the potential to cause
severe outbreaks in stressed,
weakened turfgrass areas.

How can LCOs identify rust?
From a distance, rust-infect-
ed turf appears to have a yel-
low-green, orange cast. As the
disease progresses, symptoms
occur in a diffuse, irregular,
yellow-reddish pattern.
Because of the amount of
spores produced on turfgrass
leaves, shoes and clothes
of lawn care operators are
stained with an orange tinge
while walking through in-
fected areas. One easy way

for lawn care operators to
detect rust is by rubbing their
fingers along the leaf blades.
A yellow, orange and pow-
dery material adheres to the
fingers. This material is made
of bright colored spores.

How can it be prevented and
controlled? Rust thrives on
stressed turfgrass areas.
Mainly in areas with an im-
balanced soil fertility, com-
paction and low nitrogen;
therefore, rust severity can
be greatly reduced by main-
taining a healthy, vigorous
turf stand. Maintain recom-
mended soil fertility and soil
pH levels. Following nitrogen
fertility recommendations is
acritical factor in controlling
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rust in warm season grasses.

Follow proper irrigation
practices, avoiding irrigation
during early evening will
limit the spread of the disease
by diminishing the chance
of extended dew periods.
Proper mowing heights and
removal of clippings can help
to reduce inoculums levels.
Improve air circulation and
light penetration on shaded,
closed areas.

Fungicides are rarely sug-
gested on home lawns or
landscape turfgrass areas for
rust control. In rare cases,
fungicides are warranted.
Fungicides should only be
consider as remedial treat-
ments when cultural practic-
es fail to prevent an outbreak.

In the few instances that fungi-
cidesarewarranted, what active
ingredientsareeffective? There
are avariety of fungicides that
are effective against turfgrass
rust diseases. Their use varies
depending on the geographi-
cal region and state to state,
so always follow the label
directions for use.

The fungicide families/
groups named demethylation
inhibitors (DMI’s) fungi-
cides, the Qol (strobilurins)
fungicides, or the benzimid-
azole fungicides, to name a
few, are very effective against
rust. | strongly suggest focus-
ing on cultural practices. at
The author is an associate editor

at Lawn & Landscape. She can be
reached at clawell@gie.net
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PEST PROFILE

Termites

Look closely at these pests because they
can be mistaken for ants. By Brian Hom

While Subterranean and agricul-
tural termites are commonly found
throughout the Western and Southern
U.S, and Drywood termites are mainly
in Western and Coastal Southern
states, they aren’t limited to only
those areas.

“With shipping and transportation
today, they are probably everywhere,”
says Roger Gold, professor and en-
dowed chair in the department of
Entomology at Texas A&M University.

There are two types of termites that
are most common in lawns: Subterra-
nean (Rhinotermitidae) or agricultural

(Termitidae). Both termite types have
“workers” that cause the damage, and
“soldiers” that defended the colony.
The reproductive castes are known as
“queen” and “kings” and swarm during
the spring and summer months.

A third type of termite is known as
Drywood and essentially lives in the
plants themselves, like in trees where
they eat wood. Subterranean and
agricultural termites live in the soil,
where they tunnel through and attack
cellulose either on the roots of plants,
or above ground.

The agricultural termites prefer to
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PEST PROFILE

eat decomposing grasses,
but in times of drought, they
will attack growing ground
COVers.

IDENTIFICATION. Subterra-
nean termites will have mud
tubes the size of a small
pencil that they use to pro-
tect themselves when they
emerge from the ground.
These tubes are diagnostic
of subterraneans.

A drywood termite can
be identified in the solider
caste by having teeth on the
mandibles. “The mandibles
are out in front of the face
on the termites and they are
used for the defense of the
colony. The worker caste also
has mandibles, but they are

very small compared to the
soldier,” Gold says. There are
also characteristics on the
soldier’s head or the wings
of the swarmers that give
it away.

“The soldiers of subterra-
nean termites have smooth
mandibles, while both ag-
ricultural and drywood
termites have at least one
prominent tooth on the man-
dible,” Gold says.

Drywood and subterra-
nean termites can be, and
often times are, misidenti-
fied as ants. “After termites
swarm, they quickly lose
their wings, and have the
general appearance of ants,”
Gold says.

However they are broadly

The Turf Professional’s Free
On-line Source for Weed ID and
IPM Control Recommendations

* Weed ID Photos + Regional Alerts

* Control Options

TEST YOUR WEED 1Q!
WEEKLY CONTEST-

* Turf School Links

jointed between the thorax
and the abdomen, while
ants have a narrow segment
known as a pedicle.

TREATMENT. Gold says, gen-
erally, it is not economically
justified to attempt to con-
trol agricultural termites, as
the cost of control exceeds
the value of the grass or twigs
the termites eat.

These specific termites do
not eat trees or bushes, and
feed primarily on dead grass
and small pieces of wood
around shrubs or bushes.

“As far as lawns go, the
damage from agricultural
termites usually become
apparent when the lawn or

pasture is stressed and is dry-

ing or thinning out,” he says.

Normally, lawn care op-
erators would irrigate lawns,
and a growing turf can out-
grow the damage caused by
these specific termites.

“If subterranean or dry-
wood termites are destroy ing
a tree, then control would be
justified,” Gold says.

Look for products that
contain the active ingredi-
ents imidacloprid, fipronil
or bifenthrin.

Always read pesticide la-
bel directions, Gold says,
because the site or pest must
be on the label to legally use
the product. wa
The author is an associate editor

at Lawn & Landscape. He can be
reached at bhorn@gie.net
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Prejudice acts can cost your company in fines and reputation.

By Steven Cesare, Ph.D.

This is the tenth in a series of the top 10 most serious HR mistakes landscape contractors make.
To read previous installments, visit www.lawnandlandscape.com and search “Cesare.”

llegal discrimination is the most seri-

ous human resources mistake a com-
pany can make. The potential financial
costs to a company are significant, broad
and possibly fatal. While legal fees, back
pay, benefits and punitive damages are
often exorbitant, damaged morale, nega-
tive public relations and industry-wide
exposure can all impact the company in
very traumatic ways.

Employee discrimination claims
filed with the Equal Employment Op-
portunity Commission (EEOC) rose
significantly during the past year. For
2010, the top five most prevalent EEOC
claims were: retaliation, race, gender,
disability and age discrimination. This
marks the first time since 1965 that
race discrimination was not the most
frequently-filed EEOC claim.

These findings illustrate that discrimi-
nation claims are more popular than
ever, and more diverse than commonly
conceived.

PENALTIES. Penalties associated with
illegal discrimination typically fall into
one of three categories: fines, litigation
and lost company revenue. Fines are
levied by the federal and/or state govern-
ment defending the employee alleging
discrimination by the company. These
often sizable financial fines are intended
to punish the company, which has com-
mitted the employment discrimination,
to such an extent that the company will

www.lawnandiandscape.com

not repeat the same action in the future.

Litigation expenses are all costs re-
lated to a court hearing in which the
company defends itself against an em-
ployee’s claim of illegal
discrimination. Lost
company revenue is the
third type of penalty a
company can experi-
ence when confronted
with an illegal discrimi-
nation claim. Though
difficult to quantify, this penalty is the
direct result of negative publicity due
to the company’s illegal employment
practices.

Cesare

COMMON VENUES. Illegal discrimination
can take many forms, obvious as well
as subtle, and thus employers must
constantly be proactive in eliminating
discrimination from their business prac-
tices. Here is a list of common venues
in which landscapers may demonstrate
discrimination.

1. Illegal interview questions: Despite
the fact that they know better, many
landscapers typically ask illegal ques-
tions during job interviews. These illegal
questions may bias the interviewer’s
judgment thereby preventing a qualified
protected class applicant from getting a
job with the company.

2. Sexual harassment: Unfortunately,
employees still make sexist comments
or demonstrate behaviors that convey

AUGUST2010 7D

- Exclusively designed low profile

oot

riser and open drum slot allow
smooth, even hose wraps &
NO HUMP!!

- One piece all welded steel "A”"
frame with a full flow, machined
Motorized models feature a

direct drive - NO CHAIN!!

- State of the art CNC robotically
spun discs & backed by the

industrys most comprehensive
2-year warranty

BEST...

and largest selection of high
quality, professional grade
hose and safety reels for
air & water in the industry.

EZcouL (28)
p—

URPORTY
L
29-7335
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HUMAN RESOURCES

sexual harassment. Such comments,
undertones or behaviors are discrimi-
natory even if their intent is not to dis-
criminate or harass another employee.

3. Inappropriate comments: Landscape
employees who make comments about
another employee’s age, ethnic group,

national origin or disability status, even
asa “joke,” put the company in jeopardy
of being sued for illegal discrimination.

4. Poor recruitment practices: While
likely unintentional, many landscaping
companies direct their recruitment
efforts in a very selective manner,

SO SMOOTH,
YOU’LL FORGET
IT'S AN AERATOR.

TURNAER'
XTS5

AERATION HAS
NEVER BEEN
THIS EASY,
COMFORTABLE
OR PROFITABLE.

More lawns per day

- Easier on the operator
Smoother, quieter operation

- Easier to service

- Better hill-holding ability
All for a great price

Call today to see what
the XTS5 can do for you.

DIRECT

WWW.TURFCODIRECT.COM

www.lawnandlandscape.com/readerservice - #71
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frequently targeting certain types of
job applicants. This narrow focus can
be perceived as being discriminatory
against other protected class members.

BEST-IN-CLASS PRACTICES. These prac-
tices can help landscapers minimize
exposure to employment discrimination
practices and minimize its costly conse-
quences to their bottom line.

1. EEO policy. Best-in-class employers
have a very strong EEO policy declar-
ing a staunch commitment against all
forms of discrimination. This policy is
highly visible throughout the company
culture (e.g., employee handbook, new
employee orientation, employee selec-
tion process) and is consistently role
modeled by all company executives.

2. Human resources audit. Best-in-
class companies conduct a rigorous
audit each year examining all of their
human resources practices (e.g., selec-
tion, training, compensation) to ensure
they are free from any hint of illegal
discrimination.

3. Employment practices liability in-
surance. Best-in-class employers have
comprehensive employment practices
liability insurance to help protect them
legally and financially against any claim
of illegal discrimination.

4. Arbitration agreements. As part of
their employee handbook, best-in-class
employers require each employee to
sign an arbitration agreement bypassing
a costly court trial in favor of presenting
a case to an arbitrator, when alleging a
claim of illegal discrimination.

SUMMARY. The issue of illegal discrimi-
nation is very serious, injuring the em-
ployee while damaging the employer.
Landscapers must be very sensitive to
all protected groups, eliminate any form
of illegal discrimination throughout
their business operations and treat all
employees with fairness and respect at
all times. Then, and only then, will the
threat of illegal discrimination cease to
have a costly impact on them. st

The author is an industrial psychologist with The
Harvest Group, a landscape consulting group. Send
him questions at scesare@giemedia.com.
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Maximize your

advertising dollars WANTED TO PURCHASE
Chemical lawn & tree care companies,
any area, any size business reply in strict

confidence. Contact Green Venture Group:

greenventuregroup1@gmail.com

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
at800/456-0707 x5322

or bvelikonya@gie.net.
www.lawnandlandscape.com

SELL LANDSCAPES «\ J()BS

I’ruht C cnu rs
Revenue Streams
Customer Bases
- NO Payments/Interest
* A Simple, Easy Add-On Service
* Buy Manufacturer Direct

1-800-334-9005

NO PAYMENTS, NO INTEREST
FOR DAYS

We Your Installs
www.allprogreens.com/training

SELI
N A8iR4

LANDSCAPES & JOBS

Profit Centers
Revenue Streams
Customer Bases

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

* Buy Manufacturer Direct

1-800-334-9005

* Two
* Two

NO PAYMENTS, NO INTEREST
FOR DAYS
We Your Installs
www.allprogreens.com/training

BUSINESS WANTED BUSINESS WANTED

WANTED:
Looking to purchase a Fort Worth, TX
based Commercial Grounds Mainte-
nance Company, IMMorlessinrevenue
with good operational structure, man-
agement opportunities.

Please direct inquires to our representative:
Jason Cupp, Landscape Industry
Consultant, 913.735.7011
or jason@jasoncupp.com.

100% Confidentiality Guaranteed.

BUSINESS OPPORTUNITIES

SELLING YOUR BUSINESS?

FREE
APPRAISAL

NO BROKER
FEES

Professional Business Consultants
\3us|ness c,

0 ﬁo
$F/
& v
S e

Merger & Acquisition Specialists

;‘uc\\

Professional Business Consultants can obtain purchase
ofters from qu.(hﬁcJ buyers without disclosing your
identity. Consultants’ fees are paid by the buyer

CALL

708-744-6715

FAX: 508-252-4447
pbemello1@aol.com

BE YOUR OWN BOSS

Self employment lawn fertilizing
business opportunity
Be your own boss
Set your own schedule
Determine your own income
Small investment with significant
income potential
Use a high quality slow release liquid fertilizer =
Less applications
Make more $S$ per hour
NO FRANCHISE FEES
We will train you.
Call 717-940-0172

email: totallawncare@dejazzd.com

BUSINESS FOR SALE

LANDSCAPING & NURSERY
Mundelein, IL
10 Acres with pond, apartment, 2 offices,
2 heated garages with overhead
doors, water, floor drains.
Attached greenhouses; separate hoop
houses. Two wells, Lots of parking.
CALL 847-949-5292

-
i
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BUSINESS FOR SALE BOOKS FOR SALE

OPPORTUNITY IN FLORIDA
Treasure Coast Nursery, Palms & Tropical’s
20 acres 2 houses $1.5M inventory
Turn Key Operation asking $1.75M
Call John Brogan Acquisition Experts, LLC
772-220-4455 or
john@acquisitionexperts.net

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 @ 806-681-3070

MERGERS & ACQUISITIONS

ATTENTION OWNERS
Thinking of buying or selling your
Commercial Real Estate and/or Business?
Specialize in:

« Mergers & Acquisitions
«Vacant Land
« Nurseries/Garden Centers
Call
Eddy A. Dingman
COLDWELL BANKER
COMMERCIAL NRT LLC
(847) 313-4633
email: edingman@cbcworldwide.com
WE HANDLE TRANSACTIONS
NATIONWIDE

Lawn Dawg is the leading independent lawn care company

in the Northeast with eight branch locations in four states.

We are seeking i y add-on with
mudnhmmdsmmmnmmh

and
and Mid- Ml.mtk states.

We are also looking for d, highly d
care ptolmtofnh to join che Lawn Dawn |um and open
new b in our ever

i you've built a successful lawn care company and are
ready for an exciting next step, please give me a call
(603) 879-9833 or email jimplawndawg.com.

All Inquiries will be in strict confids
Jim Campanelia, President.

W LawnDawg

Mo £ | W 95) DAWE (1300

ESTIMATING

Simplify Your Entire Bidding Process

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

Fully Integrates Estimating, Job Costing & More
Links with QuickBooks

Learn more at www.jrhuston.biz
Free on-line demo e-mail: jhuston@jrhuston.biz
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Need to calculate the value fora
Green Industry Company?

From the Green Industry’s Leading
Management Consultant!

Obtain a written evaluation for your business
or a business that you're thinking about buying.
Cost to you $3,500.00
Email Jim Huston for details at:
jhuston@jrhuston.biz
Or call: 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

LAWN MAINTENANCE AND
LANDSCAPING FORMS
Order online and save. Invoices, Proposals, Work
Orders, Door Hangers, Promotional Products and
more. ShortysPrinting.com. 1-800-746-7897.

@ ()" vep dreseat

Self-Propelled Top Dresser

Innovative - Versatile - Quality
equipment in a GROWING MARKET

Organic lawn care is a fast-growing
segment of the Green Industry

The Ecolawn serves this market
perfectiy!

Distributors :
Tidewater; B0D-825-4300 / Serving: VA, WV, DE, MD, NC, SC
Roberts Supply: 800-373-5542 / Serving: FL, AL, GA
Emmett Equipment: 800-659-5520 / Serving: OH
L&M Distributing: 1202670241 / Serving: MN, 1A, ND, SO, WI
Douglas Equipment: 503-663-2053 / Serving: OR, WA
Bill Chounet: 775-463-5599 / Serving: CA, AZ, NV
Keith Schuler: 630-202-8438 / Serving: 1L, IN, MO, Ml
Lawn Ranger Inc: 800-265-7729 / Serving TX, OK, KS

www.ecolawnapplicator.com

www.lawnandlandscape.com/readerservice - #300

% LANDSCAPE DESIGN KIT 3
48 rubber stamp symbois of trees, shrubs,
plants & more. 1/8’ scale,
Stamp sizes from 1/4" o 1 34
PRICE $128 CALL NOW TO ORDER

Price subject 10 changs without

p« AMERICAN STAMP CO
CALL NOW 877-687-7102 TOLL FREE
of 916 - 687-7102 Local Calls
www.americanstampeo com  M-F 8-4:30 Paciic Time or lsave & message
CALL TO ORDER or for YOUR FREE BROCHURE

FRESH BALED PINE STRAW
From North Florida
@ Wholesale Prices
Semi Loads Delivered
UNITED PINE STRAW INC.
850-528-0086
brian.a.reese@embargmail.com

NEED PLOW PARTS?

www.plowpartsdirect.com

The name says it all.
Western, Snoway, Meyer

SNOW EQUIPMENT FOR SALE

Arctic-Sectional and Scoopdogg Pushers
Pushers used starting at $900
Pushers new starting at $1400
14 Salt Spreader V Boxes Used

All sizes all 1 year old starting at $3000
Call or text Chad 513-678-1597

Discount
Small Engines & Parts
Small engines & parts

from Briggs & Stratton, Kohler,
Tecumseh, Robin and more.

www.smallenginesuppliers.com

Also, look up your own parts
and buy online at
www.smallenginepartssuppliers.com

LAWN SPRAY TRUCK
1995 Diesel Isuzu NPR, auto, a/c,
radio, new tires, excellent, 600G main
tank, 200G drop tank, 11hp Honda/
Udor pump, 300' 1/2" spray hose,
30G storage tank, 14G weeder tank

$13,500
321-508-2803 or 321-728-1533
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HELP WANTED HELP WANTED 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-mall info@greensearch.com

Bilingual
Commercial Landscape
Project Manager

Award winning commercial
landscape maintenance company

located in Austin, Texas
www.landscaperesources.us
is interviewing candidates for the
position of Landscape Project
Manager. Qualifications include:
minimum three years experience
in commercial landscape mainte-
nance, must be bilingual, profes-
sional certifications (i.e. irrigation,
pesticide applicators license, etc.),
clean driving record/criminal
history, positive attitude, team
player, ability to work indepen-
dently, service/client oriented,
excellent communication skills,
computer proficient, and must be
willing to relocate to Austin. Re-
sponsible for crew management,
project quality control, com-
munication with client, problem
solving, color rotations, project
time management, preparation
of upgrade proposals and rout-
ing. We are the leader in our field
and have a consistent reputation
for quality and prompt courteous
service. Successful candidate will
be provided all the tools necessary
to excel with unlimited growth po-
tential. Salary commensurate with

skill set and experience.

Please email resume to
werrick@landscaperesources.us

BRICKMAN

Enhancing the American Landscape Since 1939

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

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

CUSTOMER SERVICE POSITION
Customer service rep needed for
our company. Applicants must speak
English and French fluently, must have
good typing skills and will earn $3200
monthly. Plus wagesand allowance. email
leescott9800@gmail.com if interested.

Start growing your career at:

brickmangroup.com

KEY EMPLOYEE SEARCHES
Florasearch, Inc. in our third decade of
performing confidential key employee
searches for the landscape industry and
allied trades worldwide.
Retained basis only.
Candidate contact welcome, confidential
and always free.
Florasearch Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771.

Phone 407-320-8177,

Fax 407-320-8083.

E-mail: search@florasearch.com
Web site: www.florasearch.com

is @ 44-year-old company specializing in
Industrial Weed Control. We are looking for a
Qualified Regional Manager in Western, PA,
The successful candidate must be self-motivated,
organized and have experience in sales and
service scheduling. Complete compensation
package includes excellent base salary, bonus,

TRUGREEN LandCare

LANDSCAPE INFORMATION

Since 1998
donnan.com

Landscaping & Lawn Information

LANDSCAPE EQUIPMENT

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695
JASPER ENTERPRISES, INC.

We ship nationwide.

Web site: www.jasper-inc.com

$40°°/month

£°SmallBiz

855-976-5884 P
www.JustBizSolutions.com i
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PLANTS, SEEDS & TREES INSURANCE

TREES & SHRUBS

4'-10’ Grafted Blue Spruce
3'-8' upright Jap. Maple
24"-48" wpg Jap. Maple
1-1/2"-3" cal. Shade Trees

WE OFFER the broadest coverages available to the
industry including: stand alone pollution liability
products for special risks, over the road spill clean
up and on site liability for operations.

BUREN4

INSURANCE

WE INSURE

4'-8' Emerald Green Arbs * Applicators * Consultants
3'-5'Schip Laurel * Design/Build e l»)c.sign Firms
18”"-30" Otto Luyvken (Formerly M.EPR Insurance Agency, Inc.) * Install * Franchisees
" " d y& * Irrigation * Franchisors
18”-36" Boxwoods & more (:q l L 800_886_2398 * Lighting * Golf Course Contractors
Silverton, OR 503-873-3501 Mkt cootia witkin 48 Hous * Mowing/Maintenance * Righr of Way Contractors
* Snow Removal
NATIVE SEEDS www.burcnmsuranccgroup.com All programs comply with regulatory agency licensing insurance
2 3 3 ~ . - - 'C\lll”\‘“lk‘lll\. HHLIHIIH'IH “J\'")l‘l“ vlann n ‘llj ff\fil"\k( o
Largest distributor of native Serving The Green Industry e ekl (Bpane SIS O st Moeaig Aispoet
Seed east of the MISSISSlppl, from For Over 25 Years regulated states, knowledgable claim support

Canada to Florida! We specialize in
upland to wetland sites, including
bioengineering for riparian sites. See MARKETING
what a difference natives can make!
www.ernstseed.com - 800/873-3321

Winter Profits PROMOTIONAL s _
" CONSERVATION - P POSTING SIGNS &

Large selection of Plugs, Perennials, SIG N
Grasses, Natives & Conservation. Marketing, Design & Print

CHIEF MOUNTAIN FARMS View Hundreds of
Ph 443-350-3894 Promotional Ideas, Layouts
fax 410-658-7333 & Exclusive Images Online!

:

Toll Free 866-530-8902 RNDsigns.com « 800.328.4009
www.chiefmountainfarms.com Call Us Today For Posting Signs * Door Hangers
YOLVR FREE h‘iarket Brochures « Mailers More
GROUNDCOVERS Analysis!
Over 150 varieties — constant supply 1.800.687.9551 SOFTWARE

Ajuga, Daylillies, Euonymus, Ferns,
Hostas, Ivies, Jasmine, Liriope, Mondo,
Pachysandra, Sedum, Vinca

LIRIOPE
World’s Largest Supplier -
Over 15 Varieties

Powerful Customer and
Job Management Software

ArborGold Software is designed specificall
DECORATIONS FOR THE PROFESSIONAL for Tree, Lawn and Landscgpe bu%inessesY
It will help you work smarter, more efficiently
and helps you cut overhead costs!

Over 750 Premium Products
Call 1-800-933-1955 for info or

Heavy field grown divisions! Best Wh()'eSﬂle pﬂﬂng visit arborgold.com for Free Demo
THE HOME OF SUDDEN SERVICE : - s
Free FullColor Catlog Full line of LED lighting WEB DESIGNERS
CLASSIC GROUNDCOVERS INC. erﬂths, Trees and Garlands Web Design, Brochures, Logos, Lettering
405 Belmont Rd., Athens, GA 30605 . and Printing Services for Landscapers.
Toll Free: 1-800-248-8424 Interior PfoduCtS Your single source for marketing your
Fax: 706-369-9844 . . landscape business.
www.classic-groundcovers.com Custom Built DUP'“V‘ Samples online:
Consulting Services Available WUWRCISCAPe T (g St
or call 888-28-DSIGN.
LAWN & LANDSCAPE IS ALSO ON: PRy Visit us at
www.Mltter.cor‘n/iawnlandscaDe giz'?h} (hrutmaspmdum365tom View classifieds at
Cwitker www.lawnandlandscape.com
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AD INDEX

Advertiser Website Page # RS # Advertiser Website Page # RS #
Andersons Lawn W AndBrons Tt oo 46 36 Land-Opt www.landopt.com 60 49
Products

Lebanon Turf Products  www.lebanonturf.com 21 25
Ariens/Gravely www.gravely.com 83 67

. - www.littlegiantpumpproducts.

Armada Technologies  www.armadatech.com 74 62 Ktie Glank Pump com 62 52
Belgard www.belgard.biz 59 48 Little Wonder www.littlewonder.com 53 41
Berne Apparel www.bernedirect.com 52 40 Massey-Ferguson www.masseyferguson,com 9 13
Bobcat Co. www.bobcat.com 13 17 LML%rcedos-Benz USA, www.MBSprint eom . 12
Brite Ideas www.briteidea.com 49 38

MistAway Systems www.mistaway.com 10 14
Cascade Lighting www.cascadelighting.com 16 19
S MTD PRO m.cubcedetcommemial. 19 24

|

Brokerage www.cwbrokerage.com 57* 46

Neely Coble Co. www.neelycoble.com 57+ 45
CLC Labs www.clclabs.com 69 21

PBI/Gordon Corp www.pbigordon.com 74 61
Collier Metal
Specialties Ltd Vol Calrmer. oo 18 23 Permaloc Corporation  www.permaloc.com 56 44
Coxreels www.coxreels.com 75 66 www.landcarenetwork.org/

PLANET greatescape 65 74
Department of -
Homeland Security  ""W.dhs.gov/E-Verify & 2 polaris www.polarisindustries.com 11 15
DuPont Professional www.proproducts.dupont. Primera Turf www.primeraturf.com 55 43
P 51+ 39,68

roducts com

Pro Landscape/Drafix  www.drafix.com 2 10
EFCO Power Equipment www.efcopower.com 58 a7

Quali-Pro www.quali-pro.com 44,45 34,35
Exmark www.exmark.com 33 28

e ity 40,41, 30,31,

Express Blower www.expressblower.com 54 42 Raln Sasinbit.oorn 67* 55
FINN www.finncorp.com/TITAN 64 53 Real Green Systems www.realgreen.com 7 57
Florida Nursery, Ryan www.ryanturf.com 23 26
Growers, and www.fngla.org 42 32
Landscape Association Safari Ads www.safariAds.com/SA 69 65
GIE+EXPO www.gie-expo.com 61 51 SePRO WWW.SEpro.com 63 70
GMC Truck WWW.EMC.com 84 STEC www.stec.com 72 58
Go iLawn www.goilawn.com a7 37 The Fountainhead www.thefountainheadgroup. 73 60

Group com
Ground Logic www.grondlogicinc.com 69 64

The Hulse Group www.justhizsolutions.com 69 63
Horizon www.horizononline.com 15 18

Tree Tech www.treetech.net 60 50
Hunter Industries www.hunterindustries.com 25 27

TruGreen www.trugreen.com 73 59
JJ. Mauget www.mauget.com 43 33

Turfco Manufacturing ~ www,turfco.com 12,76 16,71
John Deere www.johndeere.com 5 11

U.S. Lawns www.uslawns.com 66 54
K&M Manufacturing www.tractorseats.com 70 56

Weed Man USA www.weedmanusa.com 18 22
Kubota Tractor Corp www.kubota.com 39 29

* denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape advertisers.

www.lawnandlandscape.com  AuGusT20m 81


http://www.AndersonsTurf.com
http://www.gravely.com
http://www.armadatech.com
http://www.belgard.biz
http://www.bobcat.com
http://www.briteidea.com
http://www.cascadelighting.com
http://www.cwbrokerage.com
http://www.clclabs.com
http://www.colmet.com
http://www.coxreels.com
http://www.dhs.gov/E-Verify
http://www.proproducts.dupont
http://www.efcopower.com
http://www.exmark.com
http://www.expressblower.com
http://www.finncorp.com/TITAN
http://www.fngla.org
http://www.gie-expo.com
http://www.gmc.com
http://www.goilawn.com
http://www.grondlogicinc.com
http://www.horizononline.com
http://www.hunterindustries.com
http://www.mauget.com
http://www.johndeere.com
http://www.tractorseats.com
http://www.kubota.com
http://www.landopt.com
http://www.lebanonturf.com
http://www.littlegiantpumpproducts
http://www.littlewonder.com
http://www.masseyferguson.com
http://www.MBSprinterusa.com
http://www.mistaway.com
http://www.cubcadetcommercial
http://www.neelycoble.com
http://www.pbigordon.com
http://www.permaloc.com
http://www.landcarenetwork.org/
http://www.polarisindustries.com
http://www.primeraturf.com
http://www.drafix.com
http://www.quali-pro.com
http://www.rainbird.com
http://www.realgreen.com
http://www.ryanturf.com
http://www.safariAds.com/SA
http://www.sepro.com
http://www.stec.com
http://www.thefountainheadgroup
http://www.turfco.com
http://www.weedmanusa.com

LEADERSHIP |}

LESSONS B

Sandy
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Munley

What have you been up to since
you won the award in 2009?
Pretty much the same thing.
Enjoying life and trying
to keep the association on
track. It's been good.

How have assoclations like the
Ohio Landscape Association
faired in the last two years?
Well, we get the trickle down
from what the contractors
are experiencing. Member-
ship has been a little tougher.
As far as member numbers,
they had been down. But ac-
tually, this year we are trend-
ing up, which is a very excit-
ing thing because I think that
shows that there is recovery
in our industry.

But throughout, our edu-
cation has actually gotten
stronger. More of the con-
tractors are attending edu-
cational events and sending
their employees. So I think
that is another really good
sign that our industry is on
the right track.

Are you offering more
educational programs because
of the increasing attendance?
Yes, we have actually. That
was our strategy. When
we saw the economy going
down, we felt that the con-
tractors would need some
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extra help, so we increased
the offerings that we had and
have had quite a number of
new educational events. And
as | said, they've been very
well attended and very well
received.

How have you seen the industry
change In just the last two
years?

Well, the economy has been
tough and it has been very
tough on our industry. I've
seen a lot of companies get
a lot leaner, and they’re very
cautious with their spending
so that they’re ensuring that,
in the future, they’ll con-
tinue to operate in a strong
fashion. It's been interesting
to see the changes — there
have been a few companies
unfortunately that haven’t
survived and many compa-
nies have grown stronger
because of it.

What do you think will be the
biggest issues the industry and
OLA will face in the next five to
10 years?

[ think it continues to be the
same old story. I think the
most difficult thing that we
face, and have faced
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find Americans that want to
do labor jobs.

It's becoming increasing-
ly difficult to use the legal
programs that are in place,
because of regulations and
such, and to import labor
from other countries. So |
think labor continues to be
the biggest challenge.

What is the eventual solution to
that problem, then?

[ think we need to continue
supporting these schools
that teach horticulture and
landscape contracting, work
on getting young people
involved in the industry
and excited about working
outdoors and realizing that
our industry is a great career.

What is your typical day like
running OLA?
I don’t have a typical day.
Every day is so different.
We do have a small staff, so
one day I can be helping with
a mailing that has to get out
~ kind of all hands on deck to
put it together — and the next
day I can be in Washington
D.C. speaking with a senator.
So, every day is different,

and I love that there is a lot of

variety in the different things
that I do.

| guess you've learned to be
flexible?

Yes, very flexible, very
flexible. But as I said, I enjoy
the variety that there is no
typical day.

What has been your favorite

part about working in the green
Industry?

Oh, the people. There are
just great people in this in-
dustry, really down-to-Earth,
friendly people.

And I think people are
happier in this industry.
They get to work outdoors
and make our environment
more beautiful for everyone
to enjoy.

What is the best advice you've
ever received?
That is a tough one. But I
guess | would have to say
be honest, because then you
never need to keep track of
your Sl()r‘,'.

You always know what you
said and to whom because it
never changes. Lat

for years, is finding a
labor force.
It's very difficult to

Read more from Munley, including here 2009 leadership profile,
at www.lawnandlandscape.com, search “Munley.”
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By using propane mowers - You could be saving money and
the environment.

The Gravely® Pro Master 260H LP XDZ, a
propane powered zero-turn mower, runs
lean, runs clean, and delivers the kind of
productivity that get a lot more done in
less time.

Liquefied Petroleum (LP) gas is a cleaner
burning fuel source, which reduces
emissions and lowers engine maintenance.

Save money as LP is typically 5%-15% less
per gallon compared to gasoline. Reduce
your carbon footprint and visit your local
Gravely dealer today to learn more about
how you can Go Green.

www.gravely.com
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BUILT TO BE

AN TRUCK OF THE DAY,
ENDED UP
= TRUCK OF THE YEAR.
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. | Requires f qmbm and Regular Cab model. Maximum frailer
duht lor nal detalls, 2 Requires a lear Cab model and !

! 21,1 lt’-u.mm;msuzzmmu payload.
minp are calculaud aunmm(‘t'pwpom equipped base vehicle, plus driver. See your Chevy
) Maximum uylud capacity includes weight of driver, passengers. optional equipment and cargo. The

es, vehicle body designs and other marks appearing in this advertisement are the trademarks and/or
Bu!nl,ﬂonm All rights reserved. Buckle up, America!




