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Want double-digit growth? 
The green roof market is exploding. 
Brush up on the basics and take 
your company to the next level. 



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 complete landscape design 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-Back Guarantee 

drafix software, inc. 

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

Discover why PRO Landscape is the most popular 
design software for landscape professionals. 

» Visit prolandscape.com 

» Call (800) 231-8574 

» Email prolandscape@drafix.com 
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Want double-digit growth? The 
green roof market is exploding. 
Brush up on the basics and take 
your company to the next level. 
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Eliminating paper files might scare 
some, but the switch kept one 
landscaper in business. 
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HOLIDAY 
LIGHTING GUIDE 

In every issue 
INTERVIEW 

2* New voice enters national dialogue ^ 
Ralph Egues and the recently formed National 
Hispanic Landscape Alliance seek to advance 
professionals and their businesses within the 
industry and community. 

FORMULA FOR SUCCESS: 
54 The big deal Q 

How low can you go? Appealing to Groupon 
subscribers means crafting a sweet promotion 
and likely losing money on the service. But is it 
worth the cost to gain new clients? 

Features 
61 Common claims 

Protect your business by avoiding these 
insurance mistakes. 

7(1 Fall fertilization — 
New questions and ideas arise about late-
season fertility. 
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Winter windfall 
Some tips on how to carve 
your holiday lighting niche. 

Selling the season ( ) 
Closing deals on holiday 
lighting involves a 
knowledgeable staff and 
the right positioning. 

On the bulb 
Learn lessons in 
organization and planning. 
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BUILT TO BE 
TRUCK OF THE DAY 

ENDED UP 
TRUCK OF THE YEAR. 



MOTOR TREND S 2011 TRUCK OF THE YEAR: 
SILVERADO HEAVY-DUTY 

~ Learn more at chevy.com/NewSilveradoHD 

STRONG-21,700 LBS. OF MAX.TOWING' STORDY- 6,635 LBS. OF PAYLOAD CAPACITY2 SECURE-CONFIDENTTRAILERING 
Shown: 2011 Chevy Silverado 3 5 0 0 H D Crew Cab with available Duramax" 6 . 6 L Turbo-Diesel V 8 engine with 21.100 lbs. max. towing and 5,122 
lbs. max. payload. I Requires fifth-wheel trailer hitch and Regular Cab model. Maximum trailer weight ratings are calculated assuming a properly equipped 
base vehicle, plus driver. See your Chevy dealer for additional details. 2 Requires a Regular Cab model and gas engine. Maximum payload capacity includes 
weight of driver, passengers, optional equipment and cargo. Allison is a registered trademark of Allison Transmission. Inc. The marks of General Motors, its 
divisions, slogans, emblems, vehicle model names, vehicle body designs and other marks appearing in this advertisement are the trademarks and/or service 
marks of General Motors, its subsidiaries, affiliates or licensors. ©2011 General Motors. All rights reserved. Buckle up. America! 



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

Lawn & Landscape — a n a u 

E-Newsletters ,Grow i , 1S Green 

Does your company do 

something better than the 

competition? Do you provide 

design/build, irrigation 

or lawn care services? If 

so, email Associate Editor 

Carolyn LaWell at clawell@ 

gie.net with your story 

and you could be featured 

in an upcoming Lawn 
& Landscape specialty 

e-newsletter. You can sign 

up for our e-newsletters by 

visiting bit.ly/llenews. 
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Check out the latest multimedia 
from Lawn & Landscape 

Develop a 
personal brand 
Judy Guido offers advice on 
positioning yourself for success 
in a world of fierce competition 
and social networking. 
bit.ly/guidobrand 

Meet PLANET'S new 
president 
Jerry Grossi offers an update on 
the association's future and how 
his own company, ArborLawn, is 
dealing with the economy. 
bit.ly/newplanetpres 

Productivity pro 
You make your money outdoors, 
but you still need to keep an 
orderly office. Laura Stack gives 
some tips on how to have a 
better performance indoors. 
bit.ly/lstack 

TOP 
TWEETS 
Some stories ourTweeps liked: 

THE NEW RULES OF BUILDING 
CUSTOMER LOYALTY 
Want your customers to stick to you 
like glue? Today it takes more than 
a punch-card or priority line. 
bit.ly/customerioyal 

FACEBOOK EXEC SAYS 
TOOLS CAN PROMOTE SMALL 
BUSINESSES 
You may be missing the 
advantages of the site, says a 
company executive. 
bit.ly/facebooktoolsb 

LANDSCAPERS FAVOR 
SURCHARGE OVER PRICE 
INCREASES 
Connecticut landscapers combat 
hike in fuel and material cost by 
adding customer surcharge. 
bit.ly/landsurcharge 



Professionals across the country who selected Dismiss" herbicides for 
their sedge control last year have been amazed by the fast visible results 
they achieved. But they're also experiencing an exciting and unexpected 
difference this season: a significant reduction in new sedge populations. 

That's because Dismiss fights yellow nutsedge, green kyllinga and purple nutsedge underground, impacting the weeds' 
reproductive structures to help reduce future generations of sedges from appearing. With Dismiss, you're getting the 
industry's fastest visible results PLUS a noticeable reduction of sedges next season, saving you time and money. To find 
out which Dismiss formulation is right foryour turf, visit www.fmcprosolutions.com or contact your FMC Market Specialist 
or local FMC Distributor. 

Scan this tag with the Microsoft Tag Reader app on your smartphone to 
view an exciting video on Dismiss herbicides. 
Need the mobile app? Get it free at http://gettag.mobi 

• f m c < g > < g > < g > 
FMC Professional Solutions D i s m i s s D i s m i s s D i s m i s s 

1-800 321-1FMC * fmcprosolut ions .com TURF HERBICIDE HERBICIDE South. 
Always read and follow label directions. FMC and Dismiss are trademarks of FMC Corporation. ©2011 FMC Corporation. All rights reserved. 

www.lawnandlandscape.com/readerservice - #11 
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EDITOR'S Insight 

You can't be - or beat - Brickman 

Michael LaPorte runs Commercial 
Scapes, and he's not happy. 

A while back, he heard from a supplier 
that his competition had been referring 
to him as a low-baller, and he took of-
fense at that. Then he emailed me. 

Turns out, LaPorte's not a low-baller; 
he just knows his numbers and can price 
aggressively to compete in the already 
hyper-competitive D.C. market. 

And while business isn't booming, 
D.C. has seen an influx of government 
spending that's helped buoy many com-
panies - if they go out and get it. 

"The housing market's bad - but it's 
not Florida, not Arizona, not Nevada," 
LaPorte told me. "A lot of guys are lazy 
and hoping the market's going to come 
back. I think it's going to be a long time, 
and I don't know if it's going to come 
back like it was." 

To sit around and complain about 
another company's prices is a waste of 
time. You can't change their prices -
you can only change your 
operation. That's what 
LaPorte did. 

"There's a lot of room in 
the market. You can't be a 
Brickman," LaPorte says. 
"There's room for a niche. Brickman is 
very good at a lot of different facets. You 
can't beat Brickman." 

What he's saying is really a version of 
the serenity prayer: God grant me the 
serenity to accept the things I cannot 
change, courage to change the things I 
can and wisdom to know the difference. 

There are very few companies that 

C 5 t See my video blog at www.lawnandlandscape.com. 

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

Read more about simple 
ways LaPorte trimmed his 
costs to stay competitive 
at our blog, From the 
Field, bit.ly/lowball. 

There's a lot 
of room in the 

market. You can't 
be a Brickman." 
- Michael LaPorte 

could realistically take on an $800 mil-
lion company with thousands of employ-
ees. At that point, it's a game of numbers 
and volume that most companies just 
can't play. 

But what they can do - what Michael 
LaPorte did - is look at where they can 
compete, and do it. He's got 50 em-
ployees in the field and brought in $6.5 
million last year. They do 95 percent 

commercial installation, 
and should grow more than 
6 percent this year. But 
these days, his crews roll 
up to parks and libraries 
and hospitals to work, not 

shopping centers. 
"We've had to scramble to keep it," 

LaPorte says of his workload. "But it is 
out there." 

He's not bidding to keep the lights 
on and cash coming in. He's got a 
handle on his costs and knows how to 
compete. That's not low-balling. That's 
smart business. - Chuck Bowen 
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The efficiency of the Mulch-On-Demand deck 

has saved us man hours. And that's the name of 

the game in this business." — Michael Currin 
Creenscape, Holly Springs, NC 

The ZTrak" PRO 900 Series 
No more time spent blowing clippings. Or putting a mulching kit on or 
off. With the Mulch-On-Demand deck, you can switch instantly from 
mulching to side-discharging, then back again, without ever leaving 
your seat. It's available only on a ZTrak PRO 900. To see how you can 
save time and money with an MOD deck, see your local John Deere 
dealer today. 

Accept Nothing Less 

J O H N DEERE 

I • O N 
IAPR 

FOR 2A 
MONTHS 

*Low-rate financing available to qualified buyers. Offer available March 1, 2011 through 
August 01, 2011 and is subject to approved credit on John Deere Credit Installment 
Plan 10% down payment required Some restrictions apply, so see your dealer for complete 
details and other financing options, including financing for consumer use. Available at 
participating dealers in the United States. Prices and models vary by dealer Offers available 
on new equipment and in the U S only 



Green industry aids 
tornado devastated areas 
From sunup until sundown, for nearly 

two weeks, Jay Hager and six crews 
removed tree after tree from house, after 
house, after house. 

Arbor Masters Tree & Landscape 
employees traveled throughout Ala-
bama from Tuscaloosa to Birmingham 
to Cullman to Huntsville, cleaning up 
the destruction and chaos strewn by 
tornados in late April. 

"The first day we were there we 
were in Tuscaloosa, and just seeing 
people and families walking around, 
apparently looking for their stuff - it's 
hard to handle, it pulls at you for sure," 
said Hager, Arbor Masters' Ocala, Fla., 
branch manager. 

It's partly the nature of the business, 
partly the nature of the people in the 
green industry, but many companies 
have stepped up to help communities 
across the country devastated by the 
natural disasters that hit this spring. 

BASF Corp., which has operations 
throughout Louisiana, Arkansas and 
Alabama, contributed $100,000 to the 
American Red Cross to help strengthen 
ongoing tornado and flood relief efforts. 

"We strongly believe that it is im-
portant to support the communities in 
which we operate, and with employees 

and contractors living in the affected 
areas, these disasters are extremely 
personal to us," Deidra Jackson, BASF 
communication manager based in Geis-
mar, La., told NBC 33 in Baton Rouge. 

HMI deployed more than a dozen tree 
crews from its Authorized Member Net-
work to assist homeowners in Alabama 
and Tennessee. Some of those crews 
were Arbor Masters. 

The Shawnee, Kan.-headquartered 
Arbor Masters is primarily a tree and 
lawn care company, but assists in debris 
hauling after large storms. In fact, while 
its Florida crews were in Alabama, the 
company's Oklahoma crews were help-
ing with efforts in their own state. 

"It's very challenging," Hager said of 
the emergency storm response work. 
"The timing is difficult because there 
are still a lot of power lines down; debris 
is all over the place. It's very difficult 
to get around certain areas driving the 
big equipment. Getting down the road 
sometimes is a big challenge and finding 
paths to the work is difficult. Obvi- I 
ously every day that you're there it gets 
better because it's being cleaned up or 
put away as the municipality is trying 
to make things safe. But in general, it's 
a challenge." - Carolyn LaWell 

Brickman enters 
LA market 
LOS ANGELES - With its recent 
acquisition of Dworsky Cos., The 
Brickman Group has entered the Los 
Angeles market hoping to become a 
more dominant player in Southern 
California. 

Since expanding to the West Coast 
more than a decade ago, Brickman 
has looked at opportunities for growth 
within the Los Angeles area and the 
state, said Mike Bogan, executive vice 
president. Brickman had a presence in 
Southern California with 11 branches 
from San Diego to Inland Empire, 
which is east of Los Angeles. But 
acquiring Dworsky Cos. was the prime 
opportunity to penetrate the central 
and northern portion of the city. 

"We've had a presence in Southern 
California since 2000, and our 
business has grown to be a dominant 
market leader," Bogan said. "We've 
looked at the adjacent market in 
Los Angeles as holding an incredible 
amount of opportunity, and we wanted 
a business that had a great footprint 
across that market. That is what 
Dworsky represented. 

"LA is probably one of the largest 
markets for landscape services in the 
entire country and holds a tremendous 

amount of potential." 
Dworsky was 

founded in 2002 
by Dave Dworsky, 
a 20-year industry 
veteran, and is 
known for its award-
winning landscapes 
at properties such 

as Hughes Center, Sun America and 
Nestle. Brickman will absorb Dworsky's 
five locations and will have about 200 
employees in the area. 

"When we do acquisitions we 
absolutely evaluate the team and that 
is a large part of what we purchase," 
Bogan said. "It's not equipment, it's not 
contracts, it's the teams that do the 
work that are the acquisition. We are 
very happy to have their team in place, 
and we couldn't do the work without 
them." 

Brickman will offer its full line of 
service in Los Angeles from landscape 

management to 
landscape construction 
to water management. 

The company, which 
is headquartered 
in Gaithersburg, 

Md., generally anticipates its local 
businesses to generate double-digit 

Bogan 
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Arbor Masters Tree & Landscape crews 
were met with destruction upon arriving 
in Alabama for storm response work. 



Thanks to the exclusive new cab-forward design on Bobcat® M-Series loaders, you can really get up close and 
personal with whatever attachment you're operating. Get a better view of the sides and tires for confident control 
in any application. With more cab space, you also get a more comfortable working environment for long hours on 
the job. Look forward to seeing more and doing more. Learn more online at www.bobcat.com/standard5 

YOUR STANDARDS ARE NOT OPTIONAL. 

One Tough Animal 

http://www.bobcat.com/standard5


LawnAmerica gets 
best in state 
Tulsa, Okla.-based LawnAmerica 
was named best lawn service for the 
second year in a row by Oklahoma 
Magazine and GTR Newspapers. What 
sets the company apart from 
the competition? LawnAmerica 
President Brad Johnson gave 
away some of his secrets 
during a March Lawn & 
Landscape interview and when 
we caught up with him at The 
Real Green Users Conference 
late last year. Visit www. 
Iawnandlandscape.com and 
search "LawnAmerica" to see 
what he said. 

organic growth on an annual 
basis, Bogan said. But he said he 
expects the Los Angeles branch to 
exceed that growth ratio because 
the company currently has such a 
small piece of the market. 

As far as competing in 
ValleyCrest Landscape Cos. 
backyard - the Calabasas, Calif.-
headquartered company is one 
notch above Brickman at No. 2 on 
Lawn & Landscape's Top 100 list -
Bogan said he doesn't think it will 
be difficult being the new company 
in town. 

"ValleyCrest is a great company 
and they have a great team and 
a great customer base, but Los 
Angeles is a huge market," Bogan 
said. "My experience has been 
where there are really strong 
competitors in a marketplace they 
raise the customers' expectation 
of what they demand out of their 
contractor and that narrows 
the playing field down to just a 
few of the best companies. I'd 
rather compete in that kind of 
environment than anything else." 
- Carolyn LaWell 

S e a r c h i n g f o r t h e BEST s p r e a d e r s p r a y e r ? 

ReDiscover 
perma^^^^ 

You'll l o v e the 2011 Tr iumph - how it handles hills, 
its gent le granular agitat ion, its reliability and, of 
course , how much more m o n e y you' l l make riding it . . . 

o r w e ' l l b u y i t b a c k ! 
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FMC launches 
Blindside herbicide 
PHILADELPHIA - A new herbicide 
offering a solution for challenging 
postemergence weeds like doveweed, 
dollarweed, buttonweed and sedges 
in warm-season turf is now available 
from FMC Professional Solutions, a 
business unit of FMC Corp. 

Blindside herbicide can be applied 
to most types of warm-season turfgrass 
- even St. Augustinegrass, as well as 
Kentucky bluegrass and tall fescue, 
providing transition zone flexibility. 

Dual-action Blindside works through 
both foliar and root uptake to deliver 
faster control of more than 70 broadleaf 
weeds and sedges. 

It is registered for use on established 
turf areas including residential, com-

B l i n d s i d e 

mercial and institution-
al lawns, athletic fields 
and golf course fairways 
and roughs. A list of 
approved states can be 
found on the product 
website, www.fmcproso-
lutions.com. 

"Blindside herbicide is 
fast, but it also features a unique mode 
of action that works underground to 
stop the reproductive structures of 
target weeds from germinating," said 
Adam Manwarren , a turf product 
manager for FMC Professional Solu-
tions. "With this extended soil activity, 
turf managers will notice a significant 
reduction in future populations of 
weeds next season, saving them time 
and money." 

An optimized combination of active 
ingredients, Blindside delivers visible 

signs of control within a week. The 
label allows for a follow-up application 
under extreme weed pressure or for 
specific weeds. 

"Blindside can also be applied in 
warmer temperatures without causing 
additional stress to turf," said Bobby 
Walls, technical manager, FMC. 

The dispersible granular formulation 
of Blindside is available in a tip-and-
measure package with a dosing cham-
ber that accurately dispenses enough 
material to treat 1,000 square feet at 
both low and high application rates. 

This packaging minimizes the mea-
surement challenges that can occur 
with some competitive products. Each 
half-pound package treats more than 
50 ,000 square feet. 

Purchases made between June 15 and 
Aug. 31 can be registered online for a 
$10-per-bottle rebate. 

Landscape 's Time & Attendance System 
PocketClock* 
Mobile Time Clock 

•Track workers on the go 
• GPS reporting validates location 
• Track entire crews on one device 
•Software runs on: ft S f 

BE m 
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The ExakTime System 

TAKE MAKE 
FOUR MORE 

Tracking your crews just got simple 

Take four minutes to get the CALL NOW TOLL-FREE: 
facts from Time and Attendance QHH Q Q 1 f l / I T R 
pros who knbw how to save you O f f . 0 9 I . U H / u 
thousands on payroll expenses. WWW.exaktime.COm/lal } 

JobClock 
Portable Time Clock 

•Rugged time clock 
•Track fixed jobsites 
• Battery-powered & weatherproof 
•Up to 1,000 cost codes 

ExakTime 
TIME TRACKING SOLUTIONS 
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Ewing unveils 
Rain Bird product 
PHOENIX - Ewing Irrigation 
has launched the Rain Bird 
High Efficiency Variable Arc 
Nozzle, a new irrigation prod-
uct designed to help achieve 
water efficiency in landscapes 
and green spaces. 

The HE-VAN, which Ew-
ing has exclusive distributing 
rights to through 
2011, offers higher 
distribution uni-
formity and a low-
er-scheduling coef-
ficient, providing 
even coverage and 
shorter run times 
when compared 
to traditional VAN 

Ewing has exclusive 
distribution rights 
through 2011. 

or other fixed arc nozzles. The 
arc nozzle is easy to adjust and 
offers flexibility. 

"It's our responsibility to 
help landscape and irrigation 
professionals grow their busi-
nesses through the adoption 
and wise use of water-efficient 
technologies," said Warren 
Gorowitz, vice president of 
sustainability and conserva-
tion for Ewing. "The HE-VAN 

represents an oppor-
tunity to offer our cus-
tomers new choices 
and flexibility when 
designing, install-
ing and maintaining 
water-efficient green 
spaces." 

During the launch, 
the HE-VAN will be 

distributed in California, Tex-
as, Florida and other parts of 
the Southeast. 

Wright Manufacturing 
initiates litigation 
FREDERICK, Md. - Com-
mercial lawn mower manu-
facturer, Wright Manufac-
turing, has filed a patent 
infringement complaint 
against The Toro Co. and 
Exmark Manufacturing Co. 

in the U.S. District Court 
for the District of Maryland. 

The infringement com-
plaint surrounds two of 
Wright's lawn mower deck 
life patents - U.S. Patent 
No. 6,438,931 and U.S. Pat-
ent No. 6,935,093. It seeks 
damages, injunctive relief 
and other compensation. 

The complaint alleges the 
infringing mowers include 
Toro's Grandstand and Ex-
mark's Vantage mowers. 

Correction The "Fighting Grubs" article that appeared in the 
May issue of Lawn & Landscape mistakenly included crabgrass 
control options rather than grub control options. Some active ingre-
dients that Weed Man finds effective for preventive control of grubs 
are: halofenozide, imidacloprid, chlorantraniliprole, thiamethoxam 
and chlothianidin. Some active ingredients that Weed Man finds 
effective for curative control includes: trichlorfon and carbaryl. 

M e r i t I i \ j cc tab lc 
The #1 tree and shrub inseetieide now 

available in a new Mieroii\jeetion Product 

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

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

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

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

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

whiteflies also get their due from Merit Injectable treatments. 

Tree Tech® 
microinjection systems 

950 SE 215th Ave. 
Morriston, FL 32668 

1-800-622-2831 
e-mail: info@treetech.net 
w w w . t r e e t e c h . n e t 

When the control of deserving tree insect 
pests demands your attention... 

mailto:info@treetech.net
http://www.treetech.net




ANLA reacts to proposed H-2B 
program changes 
WASHINGTON - The American Nursery 
and Landscape Association (ANLA) has 
taken action in response to the U.S. 
Department of Labor's (DOL) recently 

proposed changes to the H-2B 
program. 

Widely used by landscape in-
stallation and maintenance profession-
als and other seasonal employers seek-
ing a legal workforce, these proposed 
changes would increase filing require-

a n ' L A 

Doing one thing well 
for a quarter century. 

People see the commi tmen t it takes 

to only focus on specif ication-grade 

architectural and landscape luminaries. 

They appreciate that each f ixture, 

t ransformer and accessory is 

designed and manufactured in the 

United States. People rely on the 

insightful engineering, the technical suppor t 

and the hands-on training. 

People value do ing business w i th a company 

tha t ' s been do ing one th ing well for 25 years. 

I t 's the t rust and confidence. The pride, when 

the lights go on. 

M | VISTA 
PROFESSIONAL 

V * 1 OUTDOOR 
//|\\ LIGHTING 

Do one thing today. Call 800-766-VISTA 
or visit www.vistapro.com 

ments and advertising time-
lines for employers seeking 
to fill positions. Employers 

will be subject to stricter requirements 
to hire any and all available U.S. work-
ers, despite historically low interest and 
retention of these applicants, according 
to ANLA. 

"DOL's proposed changes will render 
the program unworkable for responsible 
landscape installation and maintenance 
employers seeking a legal, seasonal 
workforce," said Hadley Sosnoff, AN-
LA's director of government relations. 

Submitting comments to DOL for 
review, ANLA is pursuing a three-
pronged approach to defending the 
H-2B program: 

First, ANLA joined partners in the 
H-2B Workforce Coalition to convey 
how the changes will negatively affect 
the program and employers. Second, 
ANLA joined PLANET to submit a set 
of comments to DOL that focus on the 
specific concerns of the green industry. 

Third, ANLA joined other agents 
and associations to submit detailed 
comments researched by a legal team 
led by ANLA labor 
and employment 
law counsel Monte 
Lake, of CJ-Lake. 

"The CJ-Lake 
team painstak-
ingly researched 
the record of Con-
gress since the 
mid-1980s," said 
ANLA's Vice Presi-
dent for Govern-
ment Relations 
Craig Regelbrugge. "What they found 
is that DOL is acting in direct conflict 
with Congressional intent; essentially, 
they lack the authority to do what they 
are doing." Sosnoff said, "The ongoing 
battle promises to be tough, and the 
stakes for the green industry are espe-
cially high given the large number of 
seasonal and agricultural jobs in land-
scape and nursery businesses. Thanks to 
all who are supporting ANLA's aggres-
sive defense of the program." L&L 

Keep reading 
For more reactions to 
the H-2B programs 
proposed changes, 
see our interview on 
pg. 28 with Ralph 
Egues, executive 
director of the newly 
fromed National 
Hispanic Landscape 
Alliance. 

http://www.vistapro.com


700mm 

Visit us at: www.digcorp.com or call 
800-322-9146 for more information 

Battery Operated Controllers 
• Submersible 
• Weather sensor connection 
• New vertical mount makes for 

easier programming 

ADAPTABILITY 
Watching your operating cost more than ever? DIG's full featured 700 
Series battery operated controllers can help you stay in the green. 
Adapts to most manufacturers valves, providing substantial savings on 
installation costs and requires only one 9 volt battery. 
Available in I and 4 station models. 

www.lawnandlandscape.com/readerservice - #19 

This is how exceptional 
meets value 

http://www.digcorp.com
http://www.lawnandlandscape.com/readerservice


RESEARCH 

The Carlisle Area School District said it can 

save up to $15,000 a year by using sheep 

to tend to some of its landscaping. The 

sheep, provided by a middle school assistant 

principal, will be used to keep the grass 

near its solar panels trimmed. 

$ 15,000 

Is your company on 

Twitter? Twitter is now 

being used by 13% of 

online adults, which is a 

significant increase from 

the 8% of online adults 

who identified themselves 

as tweeters in November 

2010, according to the 

Pew Internet & American 

Life Project. In addition, 

Twitter use by Internet 

users ages 25-34 doubled 

since late 2010, jumping 

from 9% to 19% and those 

ages 35-44 grew from 8% 

to 14%. 

mmBBm B93 H W a 

More than 60% of homeowners are planning to 

hire a home service professional in the next year, 

according to a new research study from Kudzu. 

com. Of the list of professionals they plan to hire, 

24% are lawn care companies. "Homeowners 

understand the importance of good curb appeal," 

said Rhonda Hills, vice president and chief 

marketing officer at Kudzu.com. "Consumers know 

exterior enhancements can not only beautify their 

home, but it can also increase the home's value." 

24% 

Consumer Reports sheds light 
on the state of customer service, 
and the numbers aren't pretty. 
A recent survey found 65% 
of people are "tremendously 
annoyed" by rude salespeople. 
It also found that 71% of survey 
respondents were extremely 
irritated when they couldn't 
reach a human on the phone 
and 67% said they hung up 
the phone without getting 
their issue resolved. "There's a 
feeling on the part of Americans 
that companies are deliberately 
making it difficult for them 
by burying phone numbers, 
sidestepping calls and steering 
customers to online FAQs instead 
of live human beings," said Tod 
Marks, senior project editor. 

65% 



Knock out multiple weeds in asingle round. 
Only Solitare' takes on crabgrass, sedges and broadleaf weeds with no tank mixing required. 
When multiple weeds gang upon you, there's just one solution you need in your corner: Solitare® herbicide from FMC 
Professional Solutions. Solitare is the only all-in-one postemergence treatment designed to help you control crabgrass, 
sedges and tough broadleaf weeds all in a single, fast-acting application. 

Dual-action Solitare controls or suppresses over 60 weeds without the hassle and cost of tank mixing. Underground, 
Solitare fights seeds and tubers to reduce weed populations this season and next. For more information and to learn 
about the Solitare case purchase rebate promotion, visit fmcprosolutions.com or contact your FMC Market Specialist 
or local FMC Distributor. 

Scan this tag with the Microsoft Tag Reader app on your smartphone to 
view an exciting video featuring Solitare herbicide. 
Need the mobile app? Get it free at http://gettag.mobi 
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FMC Professional Solut ions _ m ^ ^ ^ 

Solitare 1-800-321-1FMC * fmcprosolutions.com 

Always read and follow label directions. FMC and Solitare are trademarks of FMC Corporation. ©2011 FMC Corporation. All rights reserved. 

http://gettag.mobi


ASK THE EXPERTS 

1 

PURSUING PUBLIC WORK 
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. We approached a quasi-
state-run agency about 
submitting a bid for its 
landscape operations. This 
agency currently has a four-
man seasonal crew that 
takes care of all landscape 
operations. It takes this 
four-man crew two weeks 
to complete one total mow 
and all crew members work 
40 hour weeks. I have no 
way to verify If they have 
ineff iciencies/poor machine 
choices, poor work practices, 
etc. The areas the crew covers 
are massive and complex. 
If the agency does like our 
offer , It would have to put 
it out to bid. I need some 
serious advice. I would rather 
walk away than make a 
mistake this size. 

A. To pursue public work that 
is currently being performed 
by public employees is a 
contemporary idea that has 
merit. With the increased 
pressure on many government 
agencies from squeezed budgets 
and the current anti-political 
environment, there should 
be more opportunities for 
contractors to provide better 
service at less cost. 

First, determine the following: 
What is the motivation 

for the people you are 
speaking with? What M j m 
is the decision-making Ajj|||p 
process? How much ^ • f l M 
time are you willing V W l 
to spend pursuing 
this? Is there a scope of 
work? Are there prevailing wage 
requirements such as Davis 

Bacon? Is it necessary for this 
to go out for bid? If this goes 
out for bid, is there a way to 
give yourself an edge, perhaps 
by requiring bonding or PLANET 
certifications, pesticide license, 
or other methods to minimize 
the bidding by unprofessional 
operators? What are the impacts 
to the agency if they out source? 
What happens with the personnel 
and equipment? What is the time 
line for making a decision? 

What data is available from 
the client such as site maps 
and measurements, current 
equipment and manpower, 
payroll and benefit costs and 
support cost, such as repairs 
and maintenance? Under the 
Freedom of Information Act, you 
might be surprised at how much 
information you can obtain just 
by asking. Factor in work rules 
and the inefficiencies of public 
employees compared to private 
contractors, and this makes 
outsourcing pretty attractive. 

If this is worth pursuing, you'll 
need to put together a compelling 
proposal. I suggest the following: 

Have a few of your 
knowledgeable operators 
closely inspect the work 
area(s). They can identify the 
functions that are necessary, 
such as mowing by type and 
size of mower, string trimming, 
debris removal, blowing off, 
traffic control, pruning, etc. 
Identify risks, such as dangerous 
slopes, protecting workers from 
traffic, parking and debris issues 
that will slow work. Is there 
highway debris that can become 
dangerous projectiles with string 
trimmers and rotary mowers that 
will cause insurance claims or 
worse? Are there opportunities 
to reduce labor with growth 
regulators or vegetation control? 

If possible, observe the work 
of the government employees 

^ ^ ^ and the equipment used. 
Are there efficiencies 

t t p p H M you can bring to the 
P P | H job? Are there ways you 
M R W can improve safety or 
W ^ reduce the environmental 

impact? 
Prepare an estimate. Start 

with the number of hours it will 

take to do the work plus the cost 
of equipment. Be sure to factor 
in the safety risks involved with 
working along a highway. Most 
agencies have all the information 
you need to measure the site, 
such as site plans. If not, you can 
get a rough estimate by using 
Google Earth. Focus on making a 
compelling case for outsourcing 
and save the detailed estimating 
until the client is ready for an 
exact bid. 

Provide a scope of work. Will 
the client write it, or would it be 
wise for you to volunteer to do 
so? If you do, be careful not to 
insult the client by painting its 
staff as being inept. Instead, 
emphasize how you can help 
solve the problem(s). Collect 
some articles and case studies 
showing the benefits and 
methodologies of outsourcing. 

If you aren't comfortable or 
familiar with performing projects 
of this size or type, consider 
sharing your estimate information 
with a PLANET Trail blazer or have 
another company with municipal 
maintenance experience review 
your assumptions. Be sure it is 
someone you can confide in that 
isn't a competitor. 

You may also want to look for 
people who have influence in the 
process that might even be more 
motivated to outsource such as 

A PLANET 
your mayor or state senator. Try 
to get their input and possible 
endorsement. Assuming you 
have convinced the prospect that 
outsourcing is beneficial and the 
project is defined and ready to 
price, you will undoubtedly know 
if it has to go out for bid. 

Assuming it does, this is where 
the marketplace will determine 
how much it will cost to perform 
this work. 

Advise prospects of the risks of 
open bidding and, hopefully, they 
will use criteria other than simply 
the lowest price to determine the 
contractor, L&L 

Kurt Kluznik, 
Yardmaster, Inc. 
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A s s i g n product ion rates, equipment , 
and materials to measurements 

P resent a complete 
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PROPOSAL 

Take a tour of Snow Proposal Builder today at 
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NEW PRODUCTS/// For more products, visit www.lawnandlandscape.com/products 

Systemic Animal Repellent 

The pitch: Repellex Systemic Animal Repel-
lent systemically protects plants from dam-
age caused by deer and other animals. 
• Absorbed through plant roots. 
• Ready-to-use tablet requires no mixing or 

spraying. 
• Rainproof formula. 
• One treatment lasts the entire growing 

season. 
• Plant-derived active ingredient. 
• Eliminates unpleasant scent and messy sprays. 
• Evenly distributes through plant for improved coverage 

and protection. 
Contact: www.repellex.com 

Fuel Chief Gas Caddy 

The pitch: The Fuel Chief Pro25-25-Gallon 
Steel Gas Caddy has replaced the JDI-25GC. 
• A 25-gallon steel tank. 
• Heavy-duty, UL listed, cast iron pump with 

carbon vanes with two-way operation for 
either siphoning or dispensing, moving 1 
gallon for every 12 revolutions. 

• For use with unleaded gasoline, kerosene 
and diesel fuels. 

• Heavy-duty 10-inch steel wheels. 
• Dolly handle for ease of transport. 
• Ground wire and clamp. 
• Fire-screened vent and filler neck combination 
Contact: www.johndow.com 

Wood Chipper 

The pitch: The CH4400 ECHO Bear Cat ^ ^ 
wood chipper is replacing two 4.5-inch 

5390, ^ f l j f e ^ ^ chippers, the CH45342 and CH45390, 
and provides improved productivity. 
• A double-banded belt drive cre-

ates an equal transfer of power 
from engine to chipping blade. 

• An increased disc speed will allow an operator to chip 
more material faster. 

• Has a 404-CC Overhead Cam Subaru Engine, designed 
with a cast iron cylinder liner to increase the integrity of 
the engine. 

Contact: www.bearcatproducts.com 

Walk-Behind Stainless Steel Frame 

The pitch: SnowEx introduces 
the SP-85SS walk-behind broad-
cast spreader, which comes with 
a stainless steel frame. 
• This new feature helps elimi-

nate rust issues on the frame, 
while the hopper is protected 
by corrosion-resistant polyethylene construction. 

• Offers a 160-lb. capacity and is capable of spreading 
bagged rock salt and pelletized material. 

• For enhanced material flow, the unit contains a single-
slot port design and extra wide throat opening. 

Contact: www.trynexfactory.com 

RT Series Track Loaders 

The pitch: These two Mus-
tang models, the 1750RT and 
2100RT, have new technology. 
• Features the HydraTrac 

Automatic Track Tensioning 
System, which eliminates the 
need for manually tensioning 
the tracks on the loader before operation. 

• Yanmar Tier III naturally aspirated (1750RT) and turbo-
charged (2100RT) diesel engine with 179 ft. lbs. (242.3 
Nm) and 206 ft. lbs. (279.3 Nm) torque, respectively. 

• The standard 5x5 Drive Control System offers five set-
tings that change five parameters to suit operator prefer-
ence and application requirements. 

Contact: www.mustangmfg.com 

Refillable Propane Cylinder 

The pitch: The 1-1 b. refillable cylinder 
is convenient, economical, efficient 
and environmentally friendly. 
• Commercial uses include lawn care 

equipment such as leaf blowers, 
string trimmers, generators, weed 
burners, hand torches, forklift ap-
plications and plumbing. 

• This 1-lb. cylinder is significantly smaller than any catalog 
item the company has ever built. 

• The positive shut-off valve allows the flow of propane to 
be stopped in the event of a damaged valve by turning 
the valve to its off position. 

Contact: www.mantank.com 

http://www.lawnandlandscape.com/products
http://www.repellex.com
http://www.johndow.com
http://www.bearcatproducts.com
http://www.trynexfactory.com
http://www.mustangmfg.com
http://www.mantank.com


INDUSTRY VOICES 

Government regulations 
EDITOR'S NOTE: Every month, our columnists give their take on a common topic. Last month they 
revisited predictions they made earlier this year. This month they give insight into how government 
regulations are affecting the green industry. 

Marty Grunder 
I think I'm turning into a 

grumpy old man at age 43. 
It seems we are constantly 
bogged down with every-
thing other than what we 
should be doing: selling and taking care 
of the customer. There is too much regu-
lation in our world. And the government 
has proved time and time again that it 
isn't efficient. 

Here are a few examples of how bad 
our government does things. Do the op-
posite and you'll find success. 

U.S. POSTAL SERVICE. They lost more 
than $7 billion in 2010. They lost an-
other $2.5 billion in the first quarter this 
year. That's no surprise, is it? 

Ever go to the post office and leave 
impressed? Ever see a postal worker hus-
tling? Have you ever gotten a dose of the 

classic, business-killing line "We 
can't do that" from them? I know 
I have. Oh sure, I've encountered 
many good postal employees. But 
overall, the organization is so 
rigid, so structured, so set in its 
ways, they'll never make money. 

Meanwhile, private endeavors like Fe-
dEx and UPS continue to take market 
share from them. 

The message: Give your employees 
the freedom to get things done, take 
care of your customers and make them 
happy. It will pay off. 

VARIOUS GOVERNMENT AGENCIES. I re-
cently saw a state road crew of 12 install-
ing rip-rap stone in a ditch. Why? Who 
knows. If a private contractor were 
doing the job, there would have been 
three people doing the work. 

There seems to be no incentive for 
a state employee to work faster. Re-

cently, we had a person from the U.S. 
Department of Agriculture inspect our 
chemical records. He showed up (not 
in uniform) and spent hours looking 
through our files. 

He didn't find much, and he was 
polite; I'll give him that. But why 
couldn't he have come to see us in 
January? Why'd he wait until the busiest 
time of the year? When he showed up, 
we had to stop everything to show him 
our records. 

The message: Make sure you have a 
professional appearance and think about 
when your services, calls or other cus-
tomer contact is convenient for them. 

TSA. I travel a lot as a professional speak-
er. A few months ago, I cut my finger 
severely getting off a plane in Chicago. 
Still don't know how I did it, but I had 
blood everywhere. 

I ran straight to the TSA station with 
blood dripping from my hand and asked 
the TSA agent if she had a Band-Aid. She 
glanced at me, turned away and said, 
"No." I asked her if she knew where I 
could get one, to which she said, "No." 
I went to the gift shop and bought a 
Band-Aid. 

The message: No one in your company 
should ever say - or even think - "That's 
not my job." 

Customers view you as a resource, 
and not just for landscaping. Be there 
for them. 

It's really hard for me to see a lot the 
government does well. I see waste, I 
see arrogance and I see lack of vision in 
most governmental agencies. And that's 
the problem. 

I can't do much to change how the 
post office or TSA operate, but I can 
change how I coach my team and how I 
lead my company. 

Take a lesson from the government 
and don't over-regulate your employ-
ees. They'll take care of your customers 
better, and your company will be better 
for it. 

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

c Jeff Korhan 

Regulat ions are o n e o f those as- " M M V 
pects o f bus iness that se ldom v ^ L 

c o n c e r n us unti l w e personal ly 
feel the ir impact . T h i s is w h y 
it is essent ia l that you freely 
share your expert ise with the leaders and inf luencers 
in t h e c o m m u n i t i e s you serve. 

In late April , t h e Mary land legislature passed S B 
4 8 7 and H B 5 7 3 in to law to address t h e impact o f 
fert i l izers on t h e C h e s a p e a k e Bay. A key e l e m e n t o f 
t h e legislation is to pro tec t the Bay f rom t h e incor-
rect appl icat ion o f fert i l izers that could adversely 
af fect t h e natural ba lance . 

T h e logical and reasonable approach for a c c o m -
pl ishing this is to reduce t h e a m o u n t o f n i t rogen 
that c a n b e applied to propert ies in t h e area - both 
on a per-appl icat ion and-annual basis. T h i s works 
in theory if all products and appl icat ion m e t h o d s 
are u n i f o r m , w h i c h they aren ' t . 

Pr ior to t h e passing o f the n e w legislat ion, Ken 
Mays , pres ident o f Ba l t imore-based Sc ient i f i c Plant 
Serv ice was using a product that a l lowed h i m to use 
3 5 p e r c e n t less n i t rogen per year . However , it is 
applied in as few as o n e annual appl icat ion, w h i c h 
would have prec luded it f rom be ing used u n d e r t h e 
n e w regulat ions - even though it was technica l ly 
e n v i r o n m e n t a l l y friendly. 

A l o n g w i t h o t h e r g r e e n industry leaders , K e n 
r e a c h e d out to t h e C h e s a p e a k e Bay C o m m i s s i o n 
to e d u c a t e t h e m about Polyon. M a d e by Agr ium 
Advanced T e c h n o l o g i e s , t h e fert i l izer is des igned 
specif ical ly for s i tuat ions that t h e Mary land legisla-
ture was addressing. Polyon's proprietary technol -
ogy releases n i t rogen in a contro l led release fashion 
that is not a f fec ted by mois ture - c learly a benef i t 
for sites in proximity to wet lands . 

As a result o f this effort , an e x e m p t i o n for prod-
ucts l ike Polyon was wr i t t en in to t h e legislat ion -
specifically identifying t h e m as " e n h a n c e d eff ic iency 
fer t i l izers . " S P S c a n n o w c o n t i n u e the i r usual best 
prac t i ces - respect ing t h e e n v i r o n m e n t , whi le also 
m a x i m i z i n g profits by m i n i m i z i n g t h e n u m b e r o f 
appl icat ions necessary for t reat ing the i r propert ies . 

Dec is ions are be ing made every day by legislators, 
and those dec is ions are only as good as t h e informa-
t ion they have available to t h e m . W h i l e they are 
charged with protect ing your best interests, they can 
only do their job well if they are adequately informed 
about our industry and your business pract ices . 

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. 

Have we gone astray? Thomas Paine is credited with saying, "Government 
is best which governs least." There are those who believe that we, as a nation, 
have forgotten our roots. Government and its regulations, they say, are 
ubiquitous - creeping into and regulating every part of our lives and businesses. 
And they say it's getting worse. 

They have a point. The National Labor Relations Board won't permit Boeing 
to move portions of its production to South Carolina. The EPA's environmental 
regulations are often excessive and lacking in common sense. For example, 
in the early 1990s, homeowners in Southern California were not permitted to 
remove flammable dead brush around their homes due to its being habitat for 
the endangered kangaroo rat. Many homeowners ignored the regulation and 
removed the hazardous material. In October of 1993, a wildfire swept through 

Laguna Canyon near Laguna Beach destroying hundreds 
of homes. Many of the homeowners who ignored the 

regulation and removed the hazardous brush saved 
their homes. Unfortunately, many of those who obeyed 
the irrational regulation not only lost their homes in 

the inferno that was in no small part fueled by 
the brush, they also lost the kangaroo rats living 
therein. 

Many argue that as government grows, it's 
becoming more partisan and ineffective. 

Immigration reform is essential for American small businesses but politicians 
use it as a political football to score points with voters. Effective immigration 
reform probably won't happen for years. The financial regulations, or lack 
thereof, of the last 30 years created the recent financial-system meltdown. 
Small businesses took the brunt of this unnecessary economic disaster, while 
government gave Fortune 500 companies bailouts, loans and unprecedented 
assistance. 

The list goes on and on - regulations abound regarding: water, credit, car 
standards, OSHA, new construction, etc. Have you tried to get an SBA loan 
lately? Not that regulations are all bad, they just seem excessive and ineffective 
to boot. 

Get involved. Modern life is dynamic and often crazy. Government is simply 

" G o v e r n m e n t 
is b e s t w h i c h 

g o v e r n s 
leas t . " 

Jim Huston 
Intent of the Founders. 
"Sometimes you're the windshield. Sometimes 
you're the bug." So goes the Mary Chapin 
Carpenter song "The Bug." So it is with government. You're either the regulator 
or the regulated. 

The founders of this country were activists. They had a unique relationship 
with the government that they formed. They got together and created a unique 
nation in an unprecedented manner. Prior to the United States of America, 
no other state was ever formed by an individual or group who first drew up a 
constitution by which it would be ruled and regulated. They established rules for 
both the regulators and the regulated. This was unprecedented. 

It seems fair to say that the founders desired for the citizenry to take an 
active part in the government. Individual members of the state were encouraged 
to participate in the "rough and tumble" debate of ideas in the public square. 
They were not to be subservient "subjects." They were to be active "citizens." 
There's a big difference. Subjects were what they were under the king. Citizens 
were what they were to become under the Constitution. 

http://www.jeffkorhan.com
mailto:jkorhan@giemedia.com
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the agency by which men and women come together to enact public policy so that we can all 
live together as harmoniously as possible, given all the tumult, change and chaos of it all. 

Governmental regulations affect the green industry perhaps more than any other. Issues 
concerning such topics as: immigration, water usage, the environment, contractor licensing, 
safety, finance, credit, insurances, ad infinitum appear endless. 

Our system of government not only encourages us to get involved in the process of 
governing, it requires it. Due to the complexity of modern life, no elite body of bureaucrats 
can effectively run things from the top down. Top-down management doesn't work. 
Grassroots, bottom-up input is what is needed if regulations are to be effective and realistic. 
You may disagree with it, but the Tea Party did not even exist four years ago. Today this 
bottom-up organization is having a huge impact on the very direction of our government. 

There are two types of citizens: Those who regulate and those who are regulated. The 
choice is yours. Get involved. Start with your local community and associations. Make a 
difference. If you don't like being the one who is always regulated, become a regulator. Bugs 
have no choice in their destiny. You do. Take advantage of it. 

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

John Ossa 
In this era of environ-

mental concerns, water 
shortages and grow-
ing populations, 
federal, state and 
local governments 
feel compelled to mandate change. 

In California, a well-intentioned Assembly 
Bill (AB1881) provides the basis for The 
Model Water Efficient Landscape Ordinance 
(MWELO). Most new and rehabilitated 
landscapes are subject to a water efficient 
landscape ordinance. Public landscapes 
and private development projects, including 
developer-installed single-family and multi-
family residential landscapes with at least 
2,500 sq. ft. of landscape area, are subject 
to the MWELO. 

The provision in the statute that ensures 
a landscape is allowed sufficient water is a 
water budget. There are two water budgets 
in the Model Ordinance. The Maximum 
Applied Water Allowance (MAWA) and 
the Estimated Total Water Use (ETWU). 
The MAWA is the water budget used 
for compliance and is an annual water 
allowance based on landscape area, local 
evapotranspiration and an ET Adjustment 
Factor of 0.7. The ETWU is annual water use 
estimation for design purposes and is based 
on the water needs of the plants actually 
chosen for a given landscape. The ETWU 
may not exceed the MAWA. 

Many people agree that some 
mechanism to set a water allowance is 
fair and necessary. In some areas, local 
municipalities take the budget concept 
further and add layers of prescriptive 
requirements on top of the basic budget 
concept in an attempt to determine an 
outcome for every eventuality. This is where 
many of the problems originate. 

It may be a far better approach to simply 
define the desired outcome (X amount of 
water per sq. ft.), and let the free market 
economy solve the different problems that 

may arise. Instead of legislating against 
certain types of plants or irrigation hardware, 
allow the creativity and innovation in the 
market to create solutions. The green 
industry has rapidly accelerated its ability 
to create ecological solutions over the past 
few years. There is every reason to believe 
that landscapes can become far more 
resource efficient and truly sustainable 
without prescriptive intervention from local 
government agencies. 

A consequence of overzealous 
regulations and permitting requirements 
is the requirements for plan checking and 
interpretation of required documentation has 
overtaxed existing municipal staff. Not only 
is the subject matter expertise often lacking, 
the manpower may not even exist to make 
plan-compliance decisions. 
This dysfunction has 
created a dynamic where 
the very contractors who 
have taken the time to 
become licensed and 
certified are penalized 
the most by virtue of the 
fact local municipal agencies cannot enforce 
the overly complicated regulations they 
promulgated. The outcome of not adequately 
introducing, supporting and enforcing 
regulations has driven a significant amount 
of business to the underground economy. 

Even this level of dysfunction could 
be overcome if the pricing of water was 
congruent with its true cost and value. 
However, the price of water is suppressed 
- and this fact, as much as any other, 
undermines the desired outcomes and 
devalues the many hard working and skilled 
professionals that are in the best position to 
drive the change our society requires, L&L 

JOHN OSSA is the national accounts director 
at Irrigation Water Technologies America 
and owns Irrigation Essentials; mail jossa@ 
giemedia.com. 

Save more than 40% on 
list price with proven 

Rain Bird performance. 

* 

\ 

Rain Bird* 1804 Sprays: 
Save nearly 35% over 
Hunter* PRQS-04 Sprays .* 

u > i r n v e LII« r n 

$215 S32 

Rain Bird* 1812 Sprays: 
Save nearly 25% over 
Hunter* PROS-12 Sprays* 

List Price 
$ H 3 5 $147 

Rain Bird* MPR 
and VAN Nozzles: 
Save more than 25% 
over Hunter* Fixed Arc 
and VAN Nozzles * 

Rain Bird I Hunter 
List Price List Price 

$*|19 $160 

Rain Bird* 5004 Rotors: 
Save more than 40% over 
Hunter* PGP-ADJ* Rotors * 

List Price 

$ 1 0 3 5 $18° 

Rain Bird* JTV Valves: 
Save nearly 25% over 
Hunter* PGV-100-JTG Valves* 

u x r n i « Li,t n m 
$19$o $25* 

O S 

Rain Bird* ESP-SMT 
Indoor Controller: 
Save more than 5% 
over Hunter* Pro-C plus 
Solar Sync * 

Rain Bird I Hunter 
List Price List Price 

$26000 s27900 

•Based on 2011 U.S. Rain Bird* and Hunter* List Pricing 
effective January 1,2011 

Rain^BIRD 

mailto:jhuston@giemedia.com


INTERVIEW BY CAROLYN LAWELL 

Back in early March, 
a group of Hispanic 
green industry profes-

sionals gathered in Washing-
ton. Some were there to see a 
years-long dream of unifying 
within the industry come 
true. Others made the trip 
with hopes of influencing 
policy in a way that would 
better their business. 

No m a t t e r what the 
thoughts were going in, at 
the end of the two-day meet-
ing, one vision emerged in 
the form of the National 
Hispanic Landscape Alliance. 
The organization's goals: 
Give Hispanic-Americans 
working in the landscaping 
industry a voice on the issues 
that most concern them and 
communicate the benefits 
of the industry to the U.S. 
Hispanic community. 

"With approximately half 
a mil l ion U.S . Hispanic 
households depending on the 
landscape industry for their 
livelihood, there should 
be no doubt that 
the c o n c e r n s 
of the land-

A new voice enters 
national dialogue 

scape industry are concerns 
of Hispanic-Americans 
across the country," 
says Ralph Egiies, the 
executive director of 
NHLA. "We see our associa-
tion as uniquely able to con-
nect the dots and make this 
fact clear." 

Hispanics make up 65-80 
percent of the landscaping in-
dustry, according to NHLA. 
Here Egiies talks to us about 
what NHLA hopes to accom-
plish in terms of educating 
landscapers and the com-
munity, influencing policy 
and increasing membership. 

Why form the alliance? 
The Nat iona l H i s p a n i c 

Landscape Alliance was 
formed out of a real-

ization of three key 
factors. 

First of all, that 
we're not suffi-
ciently engaged 
in the important 

Ralph Egiies 
is executive 
director of NHLA. 

policy discus-
sions that impact 

our livelihood. And 
to the extent that we're 

not, others dictate our future. 
Secondly, while huge atten-
tion is being paid by both 
political parties in Washing-
ton to Hispanic issues, the 
concerns of the landscaping 
industry have not been iden-
tified as among those. Third 
is the simple fact that there 
has been tremendous growth 
in the number of Hispanics 
working in a wide range of 
capacities and settings within 
the landscaping industry. 

I suppose that these fac-
tors can best be described as 
an awakening of needs and 
opportunities that were expe-
rienced by a diverse group of 
Hispanic industry profession-
als across the country. 

What industry concerns do 
you mean, specifically? 
The concerns that we have 
are concerns that many in 
the industry have. In terms of 
what we hope to accomplish, 
I think, first and foremost, 
we need to do all we can 
with and for our members 
to maximize future business 
opportunity for them. 

We see two aspects to this: 
First of all, engagement with 
policy leaders, and sec-
ondly, education of the 
Hispanic community. 

How do you plan to accom-
plish these goals? 
With respect to the former, 
a big part of our effort is 
connecting with those most 
concerned about Hispanic 
issues and making the con-
nection with them about the 
importance of this industry 
to our community, and the 
impact of the unintended 
consequences of some poli-
cies that have been adopted 
without sufficient consider-
ation to the environmental 
and human health benefits 
of our work. Ours is the 
original green industry. We 
don't just care about the 
environment, we care for 
it. But frankly, the environ-
mental dialogue has been 
hijacked by others, and we 
need to take it back. 

With respect to the latter, 
we need to recognize the 
importance of educating the 
public and helping to form 
public opinion. A simple 
example of an increasingly 
popular myth is that turf in-
creases the carbon footprint 
because it's maintained by 
power equipment. When 
the truth is that a well-
managed lawn can capture 
four times the carbon that is 
produced by the equipment 
that maintains it. 

The National Hispanic 
Landscape Alliance especial-
ly sees its role as getting the 



The National Hispanic Landscape Alliance was formed in March and will work on 
policy and educational issues specific to Hispanic-Americans in the industry. 

truth out, certainly with His-
panic communities around 
the country. We understand 
the contribution that well 
design, installed, managed 
landscapes can make in ad-
dressing clean water ambi-
tions and insuring efficient 
water utilization in appropri-
ate input use, improving the 
physical and mental health 
of those in the community 
that we serve. It's time that 
we make sure others know 
that, too. All these benefits 
and our livelihoods are at risk 
if we don't. 

As for other member ser-
vices, one key is understand-
ing what members need. We 
intend to do that through 
a series of meetings that 
we'll be conducting around 
the country. Fortunately, 
we formed a really great 
relationship with PLANET. 
We look to leverage certain 
appropriate programming 
that PLANET has already 
offered and perhaps wrap 
around it additional program-
ming that we will develop to 
meet specific needs of NHLA 
members. 

We also look to partner 
with other Hispanic associa-
tions. One thing that is very 
key to who we are is that we 
don't want to be duplicating 
the efforts of others. 

What policies does the alli-
ance hope to influence? 
I think it's fair to say that 
we're already accomplishing 
quite a bit. After meeting 
with us, U.S. Sen. Marco Ru-
bio (R-FL) agreed to write the 
EPA Administrator Lisa Jack-
son regarding his concerns 
that the EPA WaterSense 40 

percent turf requirement has 
failed to meet the goals of the 
WaterSense program, was in-
consistent with the approach 
taken on building interiors, it 
failed to consider the benefits 
of turf and climatic variances 
across the country, and it 
put hundreds of thousands 
of landscaping companies 
across the country at risk. 

That's not the only area 
we've been active in. 

What other areas has NHLA 
tried to influence? 
We've also been highly en-
gaged in raising concerns 
about proposed changes to 
the H-2B regulations with 
elected officials in both par-
ties and with the Depart-
ment of Labor directly. 

In these conversations, we 
have pointed out how im-
portant the H-2B program 
is for many of our members 
and the important role the 
program has played in cre-
ating career advancement 
opportunities for Hispanic 
Americans, who, by virtue of 
their linguistic and cultural 
competencies, are especially 

well suited to assume the 
supervisory, managerial and 
mechanic roles which re-
quire close interaction with 
H-2B workers. 

We've explained that the 
predictable labor pool that 
the H-2B program provides 
makes possible year-over-
year growth by reputable 
companies - growth that also 
requires the employment of 
additional staff in sales, in 
support roles, including hu-
man resources, accounting 
and estimating. 

• J P i National 
Hispanic 
Landscape 

m m w M Alliance 

During many of our meet-
ings, we have been told that 
our explanation that the jobs 
that H-2B workers make 
possible are jobs that the 
American workforce wants 
to fill is frankly one that oth-
ers hadn't heard. Of course, 
we're preparing a formal 
response to the proposed 
rules and the wage increase 
schedule that goes into effect 
in January 2012. 

But we believe in consul-
tation. We think it's impor-
tant to understand what oth-
ers are thinking, and share 
our thoughts and try to find 
ways to accommodate those 
things that are important to 
our industry. 

How does NHLA plan to 
build its membership? 
This is really grass roots. Our 
members are talking with 
others that they know, their 
colleagues in their commu-
nities, others that they know 
from their past associations. 

Obviously association 
staff is supporting these 
efforts, but the key is really 
member-to-prospect con-
tact. The excitement of our 
members is really the most 
effective way to reach out 
to others. 

I think the reasons folks 
are joining is this is a very 
proactive organization. It's 
an organization that is mak-
ing the most out of a very 
real opportunity that exists 
- the heightened aware-
ness of the growth of the 
Hispanic portion of the 
U.S. population, and with 
those increased numbers, 
the concentration of politi-
cal influence. 

It's very important that 
our industry, which employ-
ees up to 500,000 Hispanic 
-Americans, be recognized 
as important to the Hispanic 
community and that our 
issues are key to the liveli-
hood of 500 ,000 Hispanic 
families in the U.S. - that's 
a lot of people, L&L 

The author is an associate editor 
at Lawn & Landscape. She can be 
reached at clawell@gie.net. 
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Surely it sounds peculiar, but one of 
the hottest trends in landscaping is 
taking place in urban centers. 

Cities are looking to control storm-
water runoff, increase air quality and 
reduce the urban heat island effect. 
Companies and property managers are 
looking to save on energy costs, increase 
the value of their property and provide 
green space for workers and residents. 

Through green roofs, landscapers can 
capitalize on those needs in big ways. 

"There is no other type of building 
technology that provides the same scale 
and scope of benefits as does a green 
roof system," says Steven Peck, founder 
and president of the organization Green 
Roofs for Healthy Cities (GRHC). 

A growing number of consumers 
are buying into that theory. The North 
American green roof industry grew 28.5 
percent in 2010, after seeing 16 percent 
growth in 2009, according to GRHC's 
annual survey. More than 700 projects 
that represented 4.3 million square feet 
of installed green roof space were listed 
in 2010. 

And the growth isn't expected to stop 
anytime soon. 

"I think the industry is poised for some 
significant growth without a doubt, be-
cause we have a tremendous need to use 
roof space, to have our roof space help 
clean the air, and manage stormwater, 
and provide green space and grow food 
in our cities," Peck says. "These roofs 
can do a lot for us and there is just a ton 
of roof space available. But it has to be 
done by professionals." 

DESIGNING LANDSCAPES FOR A ROOF. 
The idea of working with a blank slate 
might sound intriguing. But remember, 
everything changes 10 stories in the air. 

WIDE OPEN 
SPACES 
Want double-digit growth? The green roof 
market is exploding. Brush up on the basics 
and take your company to the next level. 
By Carolyn LaWell 



The North American green roof 
industry grew 28.5 percent in 2010, 
according to Green Roofs for Healthy 
Cities annual survey. The extensive 
green roof (above) on the Vancouver 
Convention Centre won a 2010 
Award of Excellence from GRHC. 

ONLINE EXTRA 
For more on entering 
the market, visit www. 
Iawnandlandscape.com 
and search "green roofs." 

You'll find extra features 
on selling and marketing 
green roofs and education 
and training. 

There are two factors that need to be considered before 
the design process begins. "No. 1, we have to know what 
the structural load capacity is for the rooftop. That is going 
to tell us how much additional weight we can put on that 
roof, if any," says George Irwin, president of manufacturer 
Green Living Technologies International, which is head-
quartered in Rochester, N.Y. A structural engineer will 
need to be consulted and should provide a signed letter 
with the precise weight limit allowed. 

"No. 2, there's no reason to go into a lengthy, costly 
design process with the client until we know what we're 
designing for," says Irwin, who taught a green roof course 
at the GIE+EXPO in 2010. 

Green roofs are popular because they provide extra 
amenity space and an aesthetic to buildings. They also 
offer economic savings, as well as environmental benefits. 

Economically speaking, green roofs protect the roof 
membrane, which results in an estimated lifespan of two 
times longer, and depending on the type of green roof they 
can significantly reduce heating and cooling costs. GRHC 
cites a field experiment in Canada that found a 6-inch-deep 
extensive green roof reduced heat gains by 95 percent and 
heat losses by 26 percent. 

Environmentally speaking, buildings are the worst 
emitters of carbon dioxide, says Irwin, who started as a 
landscaper and grew his green roof company into a one-
stop shop as a designer, installer, maintainer and manu-
facturer. Green roofs can reduce the amount of carbon 

dioxide and can be used as a retainer 
for stormwater runoff. 

One of the first conversations with 
the client should entail what they 
hope to get out of the space. 

Depending on how the client wants 
to use the space, how they want it 
to perform and how much weight 
the roof can hold, the green roof 
can take on different forms. There 
are two main types of green roofs -

intensive and extensive - the difference being the soil 
profile, plants and how the systems are installed. In 2010, 
3.1 million square feet of extensive green roof space was 
installed compared to 172,000 square feet of intensive 
and 312,000 of semi-intensive/mixed, according to the 
GRHC's annual survey. 

"Anywhere from 3-6 inches (of soil) is a typical exten-
sive system," says Alex Fransen, landscape development 
manager of Steele Blades Lawn & Landscaping Services in 
Louisville, Ky. "Then anything from about 6 inches up is 
going to be an intensive system. Typically on your inten-

f ( There are a lot 
• • of rules and 
regulations and there 
are more coming out 
every day it seems 
like." -Alex Fransen 
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sive systems you're going to 
see your normal landscaping 
plants like shrubs and trees." 

As the vision for the green 
roof takes shape, it's impor-
tant to understand the codes 
and regulations that need to 
be included in the design. 

"There are a lot of rules 
and regulations and there are 
more coming out every day 
it seems like," Fransen says. 
"There is a lot of fire safety 
stuff now that you have to be 
aware of - a lot of roofs they 
want irrigation systems on 
per code for fire suppression 
also." 

Steele Blades entered the 

green roof market about 
three and a half years ago, 
and Fransen's experience 
has taught him to constantly 
look for regulation updates 
on GRHC's website and for 
information on local and na-
tional codes. The big concern 
last year, he says, was cut-
ting back on plant material 
that could easily dry or die 
and would be susceptible to 
burning, whether because of 
cigarette ash or solar activity. 

Picking the right plant 
material is essential for the 
green roofs success and it's 
one of the biggest mistakes 
designers make. 

The plants growing on 
the roof will face wind, tem-
perature and growing condi-
tions unseen on the ground. 
Recommended vegetation 
will vary based on location, 
but native, drought tolerant, 
hardy plants that can with-
stand thin soil work best. 

"The traditional Europe-
an sedum varieties - that's 
where green roofs started -
there's no reason to abandon 
them, they're made for green 
roofs," says Roger Grothe, 
president of Aloha Landscap-
ing, headquartered near Min-
neapolis. "They're drought 
tolerant, very hardy, color-

ful, and there's probably 40 
varieties." 

Grothe, who has been 
working with green roofs for 
eight years and is getting his 
Ph.D. in environmental sci-
ence and green roofs at the 
Finnish University of Hel-
sinki, is researching green 
roof plant varieties. "Each 
area, whether it's Guam, 
whether it's Minnesota, 
Georgia, there's just a little 
trial and error and each roof 
is a little different." 

As the design process 
takes place, that's the best 
time to create a mainte-
nance plan. 

The layers of a GREEN ROOF 
Green roofs are multifaceted, to say the least. Here is a breakdown of the basic 
components, based on a study by the National Research Council Canada. 

Plants 
The vegetation used 
will vary based on 
geography and the 
type of green roof, i.e. 
extensive or intensive. 

Growing 
medium 
The composition 
and depth depends 
on the type of plants 
selected to grow. 

Filter 
membrane 
A filter is installed 
to prevent fine 
particles in the 
growing medium 
from clogging the 
drainage layer. ROOF 

The specific layers of the green roof, such as the 
type of plants and amount of growing medium used, 

will vary based on the roof's total load capacity. 

Drainage layer 
The drainage layer 
removes excess water 
from the growing 
medium and can vary 
in form. For example, 
it can be used as 
a water retainer to 
later irrigate plants 
between rainfalls. 

Waterproofing 
membrane 
The most important 
component of a 
roofing system, 
the waterproofing 
membrane prevents 
water from penetrating 
the building. 
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A perk for landscapers installing 
green roofs is the additional revenue of 
then maintaining the system. "The best 
practice for maintenance is to have a 
five-year maintenance plan, not a one-
year-maintenance plan or a two-year," 
Peck says. 

U You have to evaluate each situation, then try to 
design a system that is going to work." - Roger Grothe 
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shouldn't be. A reliable waterproofing 
membrane will make or break a green 
roof. And most say laying that layer is 
a job better left to those who special-
ize in that area, roof or waterproofing 
contractors. 

"Unless you have someone who has 
several years in that industry and knows 
what they're doing, I would suggest not 
trying to do that," Fransen says. "It's 
another beast, and it's nothing we want 
to get involved with, we have our hands 
full as it is." 

Once the roof is properly water-
proofed and tested for leaks, the remain-
ing components of the green roof can be 
installed. Still, it's not as easy as creating 
a landscape on the ground. 

When it comes to putting people and 
products on the roof, safety is a huge is-
sue - not only for the people on the roof 
but those on the ground. "Working on 
the roof is much different because No. 
1, you're elevated and there are elements 
on the roof top that don't particularly ap-
ply to ground-level landscaping," Irwin 
says. "One is wind and environmental 
conditions. It's much different when 
you're four stories in the air because 
even a single piece of plastic that flies 
off the roof can be detrimental." 

Also, if an error is made during the in-
stallation process, it could puncture the 
waterproofing membrane, essentially 
killing the project before it's completed. 

Proper training and planning goes a 
long way. The project should outline 
variables such as the materials that are 
going to be installed on the roof and their 
weight, how they're going to get on the 
roof, who is going to be involved in the 
process and what specifically will each 
person be doing. 

"Most roofs now are under very close 
scrutiny by OS HA because there have 
been so many problems," Grothe says. 
"A lot of roofs you have to have what they 
call a pick plan, where you specifically 
outline all of the weights and all of the 
angles and the certification of whoever is 
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INSTALLING A GREEN ROOF. The most 
important aspect of a green roof isn't 
installed by a landscaper - at least, it 
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TalkirY 
m T e c h 
with Jerry Corbett 
Quali-Pro Technical Services & Product Manager 

Seems we skipped spring 

and jumped right into a 

r hot summer. I'm seeing 

crobgrass infestations 

in turf plots with no pre-

Ouinclorac emergent herbicides, 
75DF.~ . . . 

sedges are popping, too. 

Good reasons to know 

Quali-Pro Quinclorac 75 DF is labeled 

and ready for your crabgrass control 

program. Absorbed by foliage, shoots 

and roots, Quinclorac disrupts cellulose 

biosynthesis in grosses and its auxin-like 

action controls broadleaf weeds. Our 

co-pack of Quinclorac and Gowan's 

SedgeHommer, a Sulfonylurea 

unequalled for sedge control, offers 

flexibility and sure-fire results for your 

lawn and landscaping applications. 

Both Quali-Pro Quinclorac and 

SedgeHommer post-emergent herbicides 

have excellent selectivity on major cool 

and worm season turf species — and can 

be applied as a spot treatment when 

broadcast application is unnecessary. 

Comments or questions? 

Feel free to email JerryC@Quali-Pro.com 

with any question on any Quali-Pro 

product. Jerry responds quickly unless he's 

evaluating turf plots, or his own lawn. 

mm 
Quality Turf& Ornamental Products 
C2011 Qualt-Pro Quali-Pro is a registered trademark of MANA. 
SedgeHammer is registered trademark of Gowan Company. 
Always read and follow label directions. 
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Incentives to GROW 
The installation of green roofs 
has taken off in certain cities -
Chicago, Washington and New 
York City lead the pack. The 
strong growth in these areas is 
directly linked to government 
policy and incentives. 

Those incentives include: The 
building owner pays fewer taxes 
or fewer stormwater fees an 
developers are able to add floor 
space to a project in exchange 
for a green roof. Grants can also 

be awarded to those hoping to 
fund a green roof. 

In 2010, these 10 
metropolitan regions installed 
the most green roof space, 
according to Green Roofs for 
Healthy Cities 2011 Annual 
Green Roof Survey. 

Chicago was No. 1 with more 
than 500,000 square feet of 
green roofs installed. Cincinnati 
ranked No. 10 with about 
50,000 square feet installed. 

• 9 Seattle/Tacoma 

6 Milwaukee • 3 New York City 
1 Chicago • 4 Philadelphia 

• 7 Baltimore 
10 Cincinnati 2 Washington 

5 Norfolk, Va. 

• 8 Atlanta 

operating that crane. It's not something 
you can just call up and say, 'Yeah, put 

| this up on the roof and haul up this soil.' 
You really need to understand how all 
of that is changing." 

The green roof is going to involve a 
drainage system, a filter layer, an irriga-
tion system and some form of growing 
media along with the vegetation - and 
all of it is built, not dug. This is where 
understanding the products on the 
market and how green roofs work 
comes into play. 

Green roofs aren't a rubber stamp sit-
uation, Grothe says. Different products 
might be better and easier to install on 
different roofs. "You have to evaluate 
each situation, understand what's going 
on, and then try to design a system that 
is going to work," he says. 

Green roofs can be built tradition-
ally by bringing in each component 
and building a system. Or there is also 
a modular or tray system, which can 

best be described as putting together 
a puzzle. The layers of the green roof 
are compacted into the modular system 
and then placed side by side on the roof. 
An ideal situation for a modular system 
would be installing a green roof on a 
20-story building that has elevators, 
but no access for cranes. 

Grothe estimates 70 percent of the 
green roofs installed in the U.S. are 
traditional and 30 percent are trays. 

"Understand what the different 
systems are and how they go on," 
Peck says. "The green roof industry 
is complicated, there is a lot of com-
plexity there and it's really important 
that people take the time and make an 
investment - it's a relatively modest 
investment - in getting the proper 
training, otherwise they can cost them-
selves a lot of hardship and potentially 
damage the industry." 

The author is an associate editor at Lawn & 
Landscape. She can be reached at clawell@gie.net. 
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Quinclorac 
75 DF - L Herbicide 

Kills Weeds. Not Turf. 
Get serious, turf-safe weed and grass control for all kinds of lawn and landscape apps immediately 

before or after seeding. A single application of Quali-Pro Quinclorac 75 DF is the solution to summer 

infestations of crabgrass, clover, dandelion, speedwell and more for weeks on end. Got sedge? 

The Quinclorac/Sedgehammer co-pak is the combination that takes out crabgrass, yellow and purple 

nutsedge without compromising turf safety. To learn more, call 800-979-8994 or visit quali-pro.com. 
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Paperless TRAIL 
Eliminating paper files might scare some, but . 
the switch kept one landscaper in business. I * * 
By Brian Horn 
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From the sounds of it, 
going paperless was 
a good move for John 

Newlin and his company, 
Quality Sprinkling Systems 
Services. In fact, that's prob-
ably an understatement. 

"I'm probably not too far 
off by saying that's the rea-
son we're still in business," 
Newlin says. 

It's a bold statement, but 
with paper work not being 
turned in on time, and parts 
not being charged out, going 
paperless made the company 
more efficient. 

The biggest challenge was 
convincing himself, the boss, 
that it was the right thing 
to do. He finally commit-
ted after having to read one 
too many reports where the 
handwriting was illegible. 
Newlin says one of his work-

ers took notes on cardboard. 
Even though they were de-
tailed, good luck deciphering 
that back at the office. 

"The nature of the beast 
is, the fellas are hands-on 
people," Newlin says. "They 
don't like to write." 

Now, everyone has a lap-
top. The office manager 
schedules all the work on 
her computer and everybody 
synchs daily with her com-
puter and uploads the current 
jobs. Completed jobs are also 
downloaded with the parts 
they've used and any other 
pertinent information, such 
as assessments that were 
done on site. 

"What this program did 
was took it to the next level 
for us as far as being able to 
capture our production, be-
ing able to capture the parts 

being charged. That was 
huge," says Newlin, who uses 
the software, HindSite. 

Jim True, VP of business 
development for Cabinet NG, 
a document management 
software company, says if you 
are thinking about going pa-
perless, find your pain point 
and start with that. 

Every business has an 
area where they are dealing 
with paper that becomes 
problematic like managing 
contracts with 
outside vendors 
or keeping track 
of accounts pay-
able and receiv-
able activities. 

"Pick the area 
that's generating the most 
heartburn for you because 
that is going to produce the 
most benefit immediately for 

you," he says. 
True says to then imple-

ment it in incremental steps, 
instead of trying to do it all 
at once. 

"The people we see that 
are most successful tack-
le the big problem first ... 
and they learn a little bit 
more about the software 
and as they implement it in 
other areas it's probably a 
little more streamlined and 
quicker for them," he says. 

Newlin says one of the 
most important steps he 
took was showing employ-
ees he believed in making 
the switch. 

"Employees will see it's 
a half-hearted effort and 
they'll half-heartedly go 
about it," Newlin says. "It's 
one of those things you've 
got to jump in on it with 
both feet." 

Newlin says to go com-
pletely paperless, you'll 
spend about $350 each on 
the laptops, and the software 
he uses is $100 a month for 
two licenses, so if you had 
six employees, you'd need 
three licenses. He spends 
about $50 every two years 
to have his information 
backed-up. 

Newlin says that the li-
censes can be cancelled in 
the off-season. 

After making the switch 
six years ago, he went from 
having two and a half people 
doing office work, to only 
one in the office. 

And, while some business 
owners need an actual paper 
trail to feel comfortable do-
ing business, Newlin says 
that isn't the case with him. 

"When we had the pa-
perwork, we couldn't find 
it," Newlin says. "So, it's so 

(continued on page 52) 
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Supplying high quality lights and decorations to 
the Professional Christmas Installation Industry 

Energy Efficient 
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Wide angle Conical LEDs 
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Winter windfall 
Holiday lighting can boost 
offseason profits. CONTENTS 

Stories by Peter Chakerian, a freelance 
writer based in Bay Vil lage, Ohio . 

Selling the season 
Closing deals on holiday lighting 
takes a knowledgeable staff and 
the right positioning. 

On the bulb 
Learn lessons in organization 
and planning from year-round 
holiday lighting companies. 

A Hol iday Decorat ing Franchise from Chr is tmas 

D e c o r can turn the " o f f - s e a s o n " into your most 

prof i table b u s i n e s s c a t e g o r y . C a l l us today to 

discover the great opportunities in your market. 
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A Industry Software 

£ Custom Sales & Marketing Plan 

£ In-Depth Training 
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Holiday lighting is a great way 
for landscape and lawn care 
companies to boost their cash 
flow and maintain high vis-

ibility during the winter months - all while 
keeping their crews working and offering 
their customers another valuable service. 

Not every company can make a holi-
day lighting business work. In fact, some 
seasoned professionals will tell you not 
to - at least not without the necessary 
research and training, anyway. 

The appeal is understandable, but as 
with all niche businesses, proprietors can 
face unique challenges. 

In the case of holiday lighting, adding 
it as a service could push activity levels 
to a point at odds with the holiday spirit, 
good cheer and visual joy of "decking 
the halls" at best. At worst, it can disrupt 
the solvency and economic viability of a 
longstanding company unprepared for 
the workload and demands. 

Still, there's plenty to attract landscap-
e s , irrigators, pest control specialists, 
outdoor lighting specialists, pool/spa 
technicians and electricians to add 
holiday dbcor to their working reper-
toire. With increasing numbers of 
double-income families having less 
spare time and more discretion-
ary income, new holiday-based 
prospects exist for many service 
industries. 

If the approach to the new busi-
ness is thoughtful and well-executed, it 
can be tantamount to a "Christmas in 
July" feeling most of those companies 
have during booming, warm-weather 
months. 

A holiday Hallelujah! 
During the past several years, landscape 
contractors have begun adding holiday 
light installation and decorative work 
as a "bring us out of the red" revenue 
stream. To hear some principals tell it, 
holiday work felt like a natural and easy 
business to enter into. 

"As a teenager, I used to decorate my 
parents house as a hobby," says Brad 
Finkle, principal of Creative Decorat-
ing in Omaha, Neb. "My folks always 
took us out on Christmas Eve to look at 
other homes, and the more I saw homes 
decorated, the more I wanted to do ours. 
It grew into a tradition so big that neigh-
bors finally came by asking to help them 
and started paying. I thought, 'Hmmm, 
get paid for a hobby? I kinda like this.'" 

For most contractors, adding holiday 
lighting service isn't always a predes-
tined flight of fancy or family tradition 
disguised as intuition. To these people, 
"adding holiday lighting was more of a 
sound financial decision," says Scott 
Fleese of Holiday Bright Lights, Omaha, 
Neb. "The demand from customers for 
the service is what pulled me in. I real-
ized that the more work I did, and the 
more tinkering I did with a light set, there 
was a niche for a different product line -
so we eventually started manufacturing 
our own." 

Michael List of Christmas Dbcor of 
Northern Kentucky in Lexington, Ky., has 
a similar sentiment, "We were asked by 

some of our customers if we 
could hang their Christ-

mas lights. Two years later, we were busy 
enough that we decided we would buy a 
Christmas D§cor franchise and operate 
as a way to generate income and keep 
our people busy. 

"We're in an area of the country where 
you cannot depend on snow," List says. 
"So it was a way of retaining our guys 
and keeping them busy 11 months out 
of the year." 

An evergreen business. 
To wit, many parts of the country see 
winter without the "snowplow eyes" that 
contractors in the Midwest and Northeast 
do. What they do see is a really slow 
time - where the dormant lawns and 
foliage put a dent in work flow, which 
inevitably leads to layoffs and starts a 
seasonal cycle. 

Overhead, rent and equipment pay-
ments - unlike nature - never sleep. 

"Ftoliday lighting definitely helps you 
retain good workers," List says. "It really 
takes the seasonal nature and removes it 
from your business model. And that can 
change everything." 

Beyond employee retention and 
expanding the skills of your existing 

of the (tinsel) trade 

Once a contractor has made the decision to move into the holiday lighting 
business, thoughts usually turn to preparedness. To that end, we have a 

tongue-in-cheek Top 5 List of tools a contractor will need but might not already 
have. Add these to the list and fortify your preparedness: 

While most lawn and landscape contractors consider gloves second nature, 
it can get awfully cold out there. Think hard about sporting a hat. scarf, and 
handwarmers if your winters get cold enough. And certainly, if you're going 
to be working with electricity, consider insulated boots (with rubber soles) to 
prevent electrocution. 

Finally, keep something with you that evokes the spirit of the season You 
may not feel like wearing a Santa hat while installing holiday lights, but should 
tensions run high during a cold-weather installation, it might be enough to break 
the tension with your clients and co-workers. 

In other words, we'd like to think no one would attack a Santa. 
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workforce, holiday lighting work can offer 
an amazing ROI and a profit margin that 
can push "as high as 60 or 70 percent," 
Heese says. "It's a solid profit-generating 
business with a short season that fits well 
into many companies' schedules." 

How it fits into the financial scheme of 
things on the front end can be another 
story altogether. 

With little in the way of front-end cash 
to spend on a new endeavor, many holi-
day lighting businesses fail because of 
the quality of products and the training 
of existing employees - who are often 
asked to don the Santa hat after Labor 
Day is over but may not know how to 
"drive the sled," so to speak. 

And yet, due to economic factors, 
new holiday lighting service providers 
are more likely to cross-train existing 
crews for this line of work than hire new 
ones. So, in essence, one's mowing and 
spray techs end up switching gears and 
hanging lights. But what if they're not the 
outdoor lighting-certified type? 

Allow our experts to translate: existing 
employees get overworked, and with 
little in the way of direction, product 
knowledge or design chutzpah, end up 
doing a disservice to the company they 
work for - sloppy jobs, sorry customers, 
serious problems and maintenance calls 
that are anything but joyous. 

Feliz franchisee. 
Some companies will go so far as to 
franchise with a large supply and design 
company to avoid these pitfalls. It can be 
expensive for a contractor or company 
just entering the holiday lighting busi-
ness, but Finkle says that training and 
materials often make that franchising 
worth the time, money and effort. 

"Some people are just looking for a 
side business, and they don't want to 
spend a large amount of money to start," 
Finkle says. "But sometimes working 
with a franchise or becoming one makes 
sense. Franchises can be expensive, but 
they do offer more support, consistency 
in product and in the background train-

ing, seminar videos and classes - but it 
might not be an option when your invest-
ment money is at a premium. 

"It really comes down to how far (you) 
want to take the business venture," he 
added. "As with anything else you do in 
life, it makes sense to do a lot of research 
and get as much information as you can 
before making a decision." 

So how does one choose a holiday 
lighting supplier? 

manpower." 
Beyond that, List says it all comes 

down to details. 
"We have over 450 companies that we 

service and they make decisions based 
on who can offer (franchise) members 
the most for the dollar spent," Heese 
says. "In realizing that, we went out there 
and designed our own software program 
and means to 'map out' the product 
lines as they would appear on a home 

Holiday lighting can boost a landscaper's bottom line, but proper 
training is a must to succeed. 

"Going with recommendations and 
quality of product makes the most 
sense," says Paul Sessel of Creative 
Displays in Stilwell, Mo. "A lot of people 
will find us on the Internet after some 
word of mouth has happened." 

Christmas Dbcor was a franchise op-
portunity for List's company. 

"They had it all down pat with the 
products we could buy, and the quality 
level was there," he says. 

"When you go with a higher quality, it's 
a lot like it is in life: you may pay more 
up front, but have less to pay down the 
road in terms of additional expenses, 
replacements, maintenance hours and 

or business. And we have an estimator 
program, which helps a lot of customers 
understand how the project breaks down 
for them, financially. 

"For a lot of people, this is an add-on 
business, and what a franchise can do 
is make their transition easier - which 
really can help identify the profit margin 
on it - and can offer support, help with 
sales, give members their own website, 
and adequate training for superior prod-
ucts. That beats getting something out of | 
a box and trying to fake it," Heese says. § 
"That approach is not likely to win too 2 
many companies a second look - or at § 
least not a flattering one." I 
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THE 
Using your exisiting 

customer base is a 
great way to get a 

start in the holiday 
lighting industry. It's 

inexpensive and saves 
you time. 

Closing deals 
on holiday 

lighting takes a 
knowledgeable 

staff and the right 
positioning. 

ou've made the jump into the 
holiday lighting business, 
trained your employees, found 
a great supplier, or integrated 

with the talent and resources that a 
franchise situation offers. 

Now it's time for that moment of truth 
that every contractor in every line of 
work knows: the sale. 

The old adage is that holiday light-
ing services are easy to sell to the right 
customer, but there's a lot that goes into 
a successful sale. Brad Finkle, principal 
of Creative Decorating in Omaha, Neb., 
says that the successful sale - like any 
successful installation - starts and ends 
with people. 

"It's very cyclical," Finkle says. "The 
more information and better items your 
people have, and the better they are 

trained, the better the work and the 
designs will look. And that is critical in 
starting the word-of-mouth ball rolling for 
your business." 

Closing the deals. 
You have the sophisticated lighting tech-
niques and knowledge of the products 
down pat. 

You're producing great work and your 
first few customers are happy. What 
happens now? And whom should you 
target - existing customers or new ones? 

Paul Sessel of Creative Displays in 
Stilwell, Mo., had great success with his 
existing customer base as a "jumping off 
point" for holiday lighting jobs. 

"That will be your cheapest source for 
customers and work up word of mouth," 
he says. "From there, you can expand 



to direct mailing, door hangers and so 
on to expand your customer base. My 
opinion has always been, 'dance with 
who brung ya.'" 

Once you've started down that road 
with your clientele, go after your cus-
tomer's friends and family and "build up 
that level of trust with them," Finkle says. 

Another suggestion, "hit a couple high-
end parts of town with flyers, brochures 
and get a couple jobs under your belt in 
those areas," he says. 

Instead of driving all over town trying 
to market yourself, start working one 
neighborhood, Finkle says. 

When you land a gig there, your truck 
will be there for a few days and that kind 
of exposure to the neighbors will build 
the word-of-mouth following you need 
to be successful. 

"Your existing customers are certainly 
a marketing base, but we have con-
sistently found that existing customers 
from our ( landscaping) division only 
represents about 10 percent of our cli-
ent base on the holiday lighting side," 
says Michael List of Christmas D6cor 
of Northern Kentucky in Lexington, Ky. 

"We marketed outside of our client 
base and rely heavily outside of the base. 
It's a good place to start, but we have 
found going outside the base is where 
most customers come from." 

Image and positioning. 
Some contractors begin marketing 
and estimating in August or Septem-
ber, and begin installing in October -
knowing that residential customers are 
going to make decisions fairly quickly 
because of the convenience factor. 

John Trimble, national sales direc-
tor for Brite Ideas in Omaha, Neb., 
suggested that presenting an image 
that is consistent with the quality of 
your work is the most important thing 
any holiday lighting startup could do 
and helps speed the decision making 
along. 

"There's a lot to inking a sale once 

you start talking about high-end 
residential," Trimble says. "It's not just 
positioning yourself as the holiday 
lighting expert in your town. 

"You need to find a way to work 
within a budget with somebody, and 
appreciate the value they place on 
image. The average clientele you're 
aiming for is driving a BMW no older 
than three years old." 

Trimble adds that products such as 
those offered by Brite Ideas "might 
not match the quality you're offering if 
you're a small mom-and-pop opera-
tion," Trimble says. 

"We qualify a lot of our companies. 
A product like mine might not be the 
best for a mom and pop. If you're 
branding yourself as the holiday 
lighting business, your products and 
results have to match the quality and 
appearance you put forth," he says. 

"High-end clients don't want to be 
surrounded by people they perceive to 
be 'eight-buck-an-hour' employees. If 
you can't put forth the right image - or 
you don't appear the way you need 
to in order to sell it - you won't close 
those deals. People who are desper-
ate to get above the red don't always 
think in those terms, but they should." 

List says that it is important to under-
stand the difference in selling residen-
tial and commercial holiday lighting. 

"Christmas is an emotional sell, 
especially when you're talking residen-

Putting forth the 
right image will 
help you add 
high-end clients 
to your holiday 
lighting service. 

tial. Christmas is different, people are 
visual and so enthusiasm is a neces-
sity," he says. 

Begin with residential. 
Companies might give you more volume, 
but establishing yourself in residential 
first will help build the confidence to sell 
those smaller commercial jobs. 

"Start out residential for at least the 
first year or two," Finkle says. "Com-
mercial is time consuming, and it can 
become expensive figuring out the 
'how' making clients happy. 

"For commercial cl ients, hol iday 
lighting is a 'need' for their business 
in attracting their customers, where 
residential is more of a 'want' and an 
emotional sell and the spirit of the sale 
is different. In residential, you're just 
dealing with one person." 

When getting into commercial ac-
counts, you could be dealing with a 
board of multiple people, Finkle says. 

"The timeframes are far different and 
everyone has their own opinion on what 
they want in a commercial scenario," 
he says. 

"Of course, the pay is better, but you 
also work harder to sell. Commercial 
clients may take months to dec ide 
and usually don't want (lights) up until 
after Thanksgiving," Finkle continues. 
"Where a residential client usually 
wants to flip the switch on them after 
that night." d 
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ONTHE 
A lesson in organization and planning from 
year-round holiday lighting companies. 

any lawn and landscape 
contractors a d d hol iday 
lighting as an offseason 
endeavor, but what do the 

small percentage of companies who 
concentrate on the holidays most of the 
time do? What does their off-time look 
like? Do they pick up gigs mowing and 
spreading? 

Not exact ly . Compan ies like Paul 
Sessel's Creative Displays of Stilwell, 
Mo., don't see much of an offseason, 
given that holiday lighting constitutes 
100 percent of what his company does. 

"There really is a lot of marketing and 
planning involved and, come Jan. 1, 
we take on a big preorder sale for our 
customers," Sessel says. "At that time, 
we give the biggest discounts of the year 
to those who preorder their holiday items 
and place (our) delivery for summer." 

To Sessel's way of thinking, that gives 
his company a heads-up for what items 
they'll need to focus on in the coming 
year. He says it even has helped his 
company see LEDs emerging as a cus-
tomer favorite. 

"The first three months of the year, 

we're into cataloging, repricing our 
website, working on marketing collat-
eral and the general planning for the 
season - all of which is informed by our 
previous year. Then after that we start 
receiving product, we take stock and 
get organized," Sessel says. "By June 
we've received most of our product and 
the warehouse is packed and we're start-
ing to deliver." 

Apart from hanging lights, a holiday 
lighting contractor "has a lot to do during 
downtime - especially when it comes to 
offseason marketing, customer feedback 

Here's who we talked to 

COMPANY 
NAME 

PRINCIPAL LOCATION 
YEAR 

FOUNDED 
ANNUAL 
REVENUE 

EMPLOYEES 
CUSTOMER 

BREAKDOWN 
SERVICES OFFERED 

Creative Paul Sessel Stilwell/ 1959 (he has n/a 3 40% residential; Imports and sells throughout 
Displays Kansas owned since 60% commercial the country and Canada 

City, Mo. 1994) 

Creative Brad Finkle Omaha, 1980 $400,000 6 70% residential; Holiday lighting, full decorating 
Decorating Neb. 30% commercial for special events, parties, full 

line of training materials for 
start-up businesess 

Brite Ideas Travis 
Freeman 

Omaha, 
Neb. 

1990 More than 
$1 million 

30 full time 75% residential; 
25% commercial 

Holiday, one-stop shop for 
interior and exterior design, 
commercial specific products 

Holiday 
Bright 
Lights 

Scott Heese Omaha, 
Neb. 

2003 n/a 23 80% residential; 
20% commercial 

Holiday lights sales, supply and 
support year-round 

Christmas 
Decor of 
Northern 
Kentucky 

Michael List Lexington, 
Ky. 

1999 grounds; 
2001 holiday 

n/a 11 full time 50% residential; 
50% commercial 

Grounds maintenance, holiday 
decor 



Holiday lighting is hard work, even when snow isn't on the ground. 

and storage," says Michael List of Christ-
mas D6cor of Northern Kentucky. 

"And actually, the storage is part of 
the attractiveness to having profession-
als decorate," he says. "There's big 
appeal for commercial and residential 
clients alike in that. You need a facility of 
some type - be it a garage, warehouse, 
or whatever - and remember that heat 
and dust are the biggest enemies of 
Christmas decorations and lights. With 
all that heat and dust, the glue starts to 
come undone, the contacts get dirty and 
other troubles come along, so being an 
active caregiver in the offseason for your 
decorations is important and a valuable 
use of your time." 

List also says that customer feedback 
is an important endeavor for offseason 
time. 

"You need to take that time to con-
nect with your customers right after the 
holidays while you're still fresh in their 
minds," List says of his customers. "In 
January, you're just trying to get things 
down and done. But in those first six 
weeks after the New Year, getting your 
client a survey, following up with a call - a 
friendly voice - means a lot." As would be 
expected, handling that follow-up with a 
commercial/corporate client is handled a 
bit differently - at least according to List. 

"Most residents are generally not 
accustomed to having a lot of market-
ing material for Christmas 
in July or August," he says 
with a laugh. "But with big 
box stores gearing up for the 
holidays earlier and earlier all 
the time, tagging them with 
some marketing collateral is 
becoming more prevalent." 

In the end, List says the 
off-peak time is all about 
organization and planning. 

"You have to have support staff, get 
your next round of training in order if 
need be and help gear up your techs 
and staff to be prepared to work 70 
hours a week during peak season, but 
your office personnel and staff need a 
game plan to get everything geared up. 

"When the time comes to pull that 
trigger, you're not scrambling trying to 
figure the finer details," he says. "It's 
the key to the holiday business, and to 
have someone who can orchestrate a 
symphony of workers." 

The biggest thing in the holiday 
lighting business is being organized 
because of the timeframe, says Brad 
Finkle, principal of Creative Decorating 
in Omaha, Neb. 

"There's such a limited window of 
opportunity with the holidays, and 

it can be even more 
crunched if the weather 
turns bad. More orga-
nized and prepared you 
and your company is for 
any potential situation, 
the more homes you'll 
be able to do properly 
in a month. 

"Right now, we're al-
ready refurbishing trees and wreaths 
for the upcoming season," Finkle says. 
"This way, we're not scrambling ... we 
will have everything ready for install on 
Oct. 1 for all our customers." 

Finkle also says that this kind of plan-
ning is not exclusive to holiday-only 
companies and actually benefits com-

panies where holidays are a secondary 
or tertiary income stream even more. 

"When you have another business, if 
you're in a climate where weather hasn't 
changed - and yet you have landscap-
ing and Christmas at the same time -
there's so much work you can't handle 
if you're not prepared. And that can be 
damaging to your credibility if you can't 
handle it," he says. 

John Trimble, national sales director 
of Brite Ideas in Omaha, Neb., says 
holiday lighting comes down to one 
thing: Planning. 

"Holiday lighting can be an immensely 
valuable part of your business, but if 
you're just trying to shore up numbers 
and get out of red and into the black with 
adding holiday lighting, that's the wrong 
thing to do without proper preparation," 
he says. 

"You can do your business a great dis-
service - or even ruin your business - by 
spreading yourself thin. If you're looking 
for holiday lighting to be a savior for your 
bottom line, whether it's your primary 
or secondary focus, if you're not will-
ing to put the time, effort, research and 
engagement into it, that can only make g 
things worse when you're trying to make g 
things better." ( | 

"Holiday 
lighting can be 
an immensely 
valuable part of 
your business." 
- J o h n Trimble 
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SUSTAINABILITY REPORT 

COVERSTORY (continued from page 38) 

much more efficient. I can 
find files." 

True says that going paper-
less actually is more secure 
than using paper. 

"With a paperless system 
you're able to keep track of 
all of your documents, you're 
able to control who has access 
to them, you're able to track 
what users have done with 
it," he says. 

True says if you don't want 
to delete a specific docu-
ment, you can buy a reten-
tion policy, which makes the 
document permanent. 

And as far as the time it 
will take to scan your old 
documents into the computer 

system, Newlin says it was a 
gradual process. He held on 
to most documents for about 
five years, and anything that 
wasn't scanned was later 
shredded. 

While going paperless can 
help with efficiencies, True 
says you can also use it as 
marketing tool for a landscap-
ing company. 

"It's always a good message 
when you can make the claim 
that not only is our landscap-
ing earth-friendly, our entire 
business is run with the en-
vironment in mind," he says. 

The author is an associate editor 
with Lawn & Landscape. He can be 
reached at bhorn@gie.net 

Reclaimed 
WATERS 
Using wastewater can be a 
solution for areas hit by droughts. By Frank s. Rossi 

The recurrent droughts experienced through the United 
States each year have given the turf industry pause. 
Watershed commissions that cross state lines, water 

management districts that determine water needs and mu-
nicipal water suppliers continue to question the use of potable 
water for recreational (read: non-essential) use. 

The Northeast Climate Center reported that 2010 in the 
Northeastern U.S. was the driest in recorded history. The 
Southeast U.S. is in the throws of the most significant drought 
in the last 100 years. The Florida turf industry may soon be 
facing phased-in restrictions that will allow watering of lawns 
once per week or not at all. 

(continued on page 80) 
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Hunter purchase 

When you choose Hunter, you get more 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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information about 
Hunter Industries, 
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GROUPON 

THE BIG 
DEAL 

How low can you go? Appealing to 
Groupon subscribers means crafting a 
sweet promotion and likely losing money 
on the service. But is it worth the cost to 
gain new clients? By Kristen Hampshire 

Customers are going ga-ga over Groupon and 
similar group buying coupon sites like Living-

Social. Who wouldn't want to find a down and 
dirty deal in their email inbox every day? We're 
talking restaurant meals valued at $50 for $15, 
$100 massages for $25 - and now, $55 weed con-
trol applications for $30 or even an $873 spring 
planting deal for $249. 

"It's something a little different than relying 
on your website and the old search engine on 
the Internet, or word-of-mouth marketing," says 
Christopher Greer, vice president/designer at 
John's Landscaping in San Antonio. 

The sheer demographics of Groupon's member-
ship turned Greer and other landscape profes-
sionals on to the daily coupon service. Why not 
give it a try? For instance, Greer estimates that 35 
percent of the approximate half-million people in 
San Antonio subscribe to Groupon. 

Groupon is in 500 markets and has 70-million 
subscribers. Its staff is 1,500 strong and the com-
pany famously rejected Google's offer to buy the 
fast-growing site for $6 billion. 

Groupon is a big deal. 
And that's exactly why the professionals Lawn & 

Landscape spoke with this month decided to give 
the coupon giant a shot. Read on to find out what 
sort of deals your peers are offering on sites like 
Groupon, and the pros and cons of marketing via 
a "daily deal." 

Attracting new clients 
Christopher Greer was looking for an out-of-the-box tactic to 

advertise John's Landscaping's services to fresh prospects. 
Rather than spending thousands on TV commercials or radio 
ads, he turned to his email inbox for inspiration. 

Greer is a Groupon member, but he bucks the trend of 
Groupon's typical demographic: "Most of them are single 
women ages 25 to 40 , " he says. His target market is generally 
married couples ages 35 to 55. 

Christopher Greer, vice-
president/designer LOCATION 
San Antonio ESTABLISHED 
1991 EMPLOYEES 16 2010 
REVENUES $900,000 
CUSTOMERS 80% residential; 
20% commercial SERVICES 
maintenance, design/build 

John's Landscaping's Groupon 
experience was so successful it ran 
a second deal three months later. 

Running a deal on Groupon wasn't 
exactly hitting the company's sweet 
spot, but it was something new. So 
John's Landscaping ran its first Grou-
pon in December, the day after Christ-

mas. Takers could cash in on a design consultation, four flats 
of annuals and four yards of mulch for $249 - a value of $873. 

"For being such a high price point and being the day after 
Christmas, Groupon told us they would be happy if we sold 16," 
Greer says. 

The first day of the promotion, 63 Groupon members bought 
John's Landscaping's deal. By the third day, that number had 
climbed to 107 purchases from brand-new customers. "Basically, 
we got 107 new clients who didn't know us or anything about us 
before Christmas," Greer says. 

Groupon urges companies to run down and dirty deals. Mem-
bers want their inbox to flood with offers for 50 to 80 percent off. 

John's Landscaping 
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jmt 1 FORMULAS FOR 
SUCCESS! 

QUICK TIPS 

Think like a customer. Would you use Groupon to purchase services 
like yours? "We are all shoppers and consumers in this world - so think 
about what you would appreciate," Greer says. 

Go ahead, take a risk. Greer wasn't so sure he'd have any takers 
running a Groupon the day after Christmas. But his deal worked. And 
the next time, the price was even higher - and that worked, too. 

Devise a service strategy. If you sell a hundred or more Groupons, 
how will you manage the influx of phone calls - how will you fulfill your 
promise? Decide how much man-power you need to deliver, and ramp 
up accordingly. 

It works for the demographic 
who subscribes to the free 
coupon service, and the com-
panies who post offers can 
win by earning volume sales. 
Reeling in lots of buyers is 
important because the profit 
margins on coupon sales are 
skimpy at best. 

"Our first offer was priced 

to cover our hard costs and 
overhead - that's it," he says. 

Groupon took 50 percent, 
plus a 2.5 percent credit 
card processing fee because 
members pay with plastic. 
So John's Landscaping took 
home 47.5 percent of the 
$249 service price, making 
about $10 on each sale. 

But that cost analysis 
doesn't paint the full pic-
ture. "Eighty-seven percent of 
those 107 people added work 
to the Groupon," Greer says. 
One customer signed on for 
a $25,000 project. About a 
dozen became regular main-
tenance customers. 

Overall, Greer's first Grou-
pon effort was a success - so 
he decided to run another of-
fer in March 2011. This time, 
he pushed the price point 
even higher, up to $2,995 for 
a 20-by-20 foot flagstone pa-
tio valued at $5,500. Thirty-
six customers took advantage 
of the offer. 

The Groupon split on the 
second deal was 70/30 in 
favor of John's Landscaping, 

so the company essentially 
broke even. 

"I'm not sure you can put 
a value or price point on new 
clients that end up being 
thrilled with your work," 
Greer says, figuring that 
Groupon will spark word-
of-mouth advertising - more 
free marketing. 

To manage the volume, 
Greer hired three new em-
ployees, which was in line 
with the growing company's 
business plan, and because 
many of the customers de-
cided to wait until spring to 
take advantage of the annual 
flats/mulch offer and flag-
stone patio, he could plan 
these projects and ramp up 
accordingly. 

B rands 
Grow Your Brand, Grow Your Business 

Our Business Is 
TURFMARKETING™ 

Don't be square, upgrade your yard flags to TURFMARKERS™.* 
The newest marketing innovation, let us show you how to 
instanly increase your sales! Cost the same as direct mail, 

but 10 times more impact! 

NEW CUSTOMER OFFER! 
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5000 TURFMARKERS™ 
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From the Expert! 
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Brett Melanson 
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SUCCESS! 

Sparking service interest 
W! f hat would it cost to make contact 

with 134 fresh prospects and close 
sales with each of them? Jeremy White 
can't pin down a number, but he knows 
that the estimated $3,000 cost of offer-
ing a Groupon weed control deal more 
than paid for itself. The reward was ex-
posure and an opportunity to get clients 
hooked on his service. 

"We've tried Valpak coupons and 
we've run ads in the paper, we have 
signs on our trucks - but we haven't 

Midwest Lawn and Landscaping 

Jeremy White, president LOCATION Oklahoma 
City, Okla. ESTABLISHED 1999 EMPLOYEES 
7 2010 REVENUES $500,000 CUSTOMERS 
90% residential; 10% commercial SERVICES 
maintenance and lawn care 

been very aggressive with our 
advertising for the most part," says 
White, president of Midwest Lawn and 
Landscaping in Oklahoma City, Okla. 
"For many years, we were frozen and 
maintained our clientele." 

A couple years ago, White decided 
to ramp up his weed control service. 
"Groupon was one of our interventions 
to grow that business," he says. 

Pricing out the alternatives, he found 
that Valpak costs about $1,000 in his re-
gion for a coupon ad that reaches 40,000 
people. In the past, White has received 
about 10 jobs from these efforts. A pre-
purchased coupon like Groupon that is 
Internet-based appealed to White. 

Midwest Lawn and Landscaping 
offered a $20 Groupon for $40 in 

BUY 
NO ^ ^ P weed control (an estimated 

l | k U ' 4 , 0 0 0 square-foot prop-
• • T erty). Groupon takes half of 

the $20 plus the credit card fee, 
so White received slightly less than 

$10 for each purchase. But 134 Grou-
pons were sold, and the phones began 
ringing immediately the week after his 
two-day promotion ran. 

"That was a challenge," White says. To 
manage the volume, he left instructions 
on his voicemail guiding customers to 
his website. "We asked them to fill out 
our contact form, which was emailed 
back to us." 

Calls flooded the office for a week to 
10 days, and then White worked jobs 
into routes according to geography. 
Because he specified his service area in 
the Groupon, all of the coupon takers 
lived in his coverage area - except for 
one. "I gave them the option to get their 
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Layering 
promotions 

QUICK TIPS 
Structure a solid deal. Groupon and other coupon companies want businesses to quantify 
exactly what customers will get for their money. So choose a service you can spell out 
specifically, such as White's deal for 4,000 square feet of weed control. 

Add some fine print. Consider the possible ways a customer could use your Groupon and 
eliminate loopholes that could cost you more than you bargained for. For instance, consider 
limiting the Groupon to one per customer so no one buys multiples and pre-pays for a super-
cheap year of services. 

Know your geography. Set service area parameters if you don't want crews hauling to areas that 
are miles away from your sweet spot. 

money back and they did that through 
Groupon," White says. 

Another tricky situation White ran 
into was when a Groupon buyer pur-
chased multiple offers for her 10,000 
square-foot property. White honored 
the deal, but he was relieved that no one 
else had purchased in bulk. "If I were to 
run the Groupon again, I would include 
a disclaimer that says one coupon per 
property," he says. "Essentially, someone 

could buy an entire years worth of weed 
control at a very cheap cost." 

All told, White received about $1,000 
from pre-paid Groupon purchases and 
invested $4,000 in services. That $3,000 
won him 134 opportunities to sell ser-
vices to clients he didn't know before the 
promotion. "Of those, 15 are confirmed 
repeat customers and a good 30 of them 
are potential repeat customers (for a 
lawn care program)," White says. 

" I '11 try anything once," says Jeff 
I Kollenkark, president, Weed Man 

of Fresno, on why he decided to give 
Groupon a shot when the company 
called asking him to run a promotion. 

"My greatest fear is that we would 
have a lot of our customers getting 
offers that are cheap - that they'd be 
buying the Groupon and then we'd 
lose money," Kollenkark says. But only 
8 percent of the 212 people who pur-
chased the offer were existing clients. 
The Groupon was for a $25 one-time 
fertilization/weed control (up to a $55 
value - and beyond that, customers 
must pay full price). 

Another fear: Looking like a bargain-
bin provider. "I don't want to get a 

WORKWEAR: 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 to the challange. BERNE is 
building better workwear for those who are building a better 
tomorrow. Save today, buy factory direct at ; RECI.COM 

WWW.BERNEDIRECT.COM 
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FORMULAS FOR 

SUCCESS! 

reputation for being deep discount," Kol-
lenkark says. "I'm not the cheapest guy 
in the market, and I don't want to be." 

But through Groupon, Kollenkark 
wanted to reach out to new customers 
in the Fresno/Clovis, Calif., market who 
are interested in improving their lawns. 

Better yet, he signed on 15 new lawn care 
program customers. 

"We did Groupon to get some face 
time," Kollenkark says, noting that his 
technicians did not go out to service 
coupon buyers' lawns unless residents 
confirmed they would be home at the 

t 
Weed Man of Fresno 

Jeff Kollenkark, president LOCATION Fresno, 
Calif. ESTABLISHED 2001 became Weed Man 
franchise (1994 started in lawn care) 
EMPLOYEES 14 2010 REVENUES $2.1 million 
CUSTOMERS 98% residential; 2% commercial 
SERVICES lawn care 

time of application. "We talk to custom-
ers when we are treating their property 
- that's what makes us different." 

A layering approach to marketing 
gives Weed Man of Fresno the type of 
exposure it needs to ramp up sales year-
round and in the spring. It spends about 
$115,000 on door-to-door marketing, TV 
ads and home shows each year. 

"I didn't pay anything for Groupon 
other than my lost revenue, but that was 
from business I didn't have in the first 
place," he says. "I didn't pay them to run 
the ad. They sent me a check for $2,500 
for 212 Groupons that were purchased." 

Kollenkark calculated $4,000 of new 
business from the 15 people who signed 
on for a lawn care program. He figures 
he "lost" about $2,600. "I offered $30 
bucks off for the chance to talk to some-
one new - that's reasonable," he says. 

The appealing part of the promotion is 
that for a relatively low cost, interested 
customers basically came to Weed Man 
of Fresno's door. "They raised their 
hands and basically said, Talk to me,'" 
Kollenkark says, L&L 

The author is a frequent contributor to Lawn & 
Landscape. 

QUICK TIPS 
Get face time. Make personal contact with 
Groupon buyers so you take advantage of 
the opportunity to turn the one-time sale into 
a regular gig. 

Mix it up. Offers like Groupon fit into an 
overall marketing program that includes a 
variety of efforts at Weed Man of Fresno. 

Save it for special occasions. If your 
business strategy is to provide premium 
services, consider whether a deep discount 
falls in line with your mission. "We used 
Groupon as a chance to speak with people 
who care about their lawns, but I don't want 
to be there because people are looking for a 
one-time lowball deal," Kollenkark says. 
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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 bus iness book -

either f rom the accepted literary 

canon or a more modern classic. 

The seventh instal lment is Dale 

Carnegie 's How To Win Friends 

and Influence People.' The rest 

of the year 's reading list includes: 

212: The Extra Degree 
Sam Parker 

7 Habits of Highly Effective 
People 
Stephen Covey 

The Prince 
Niccolo Machiavel l i 

Marketing Warfare 
Al Ries and Jack Trout 

See You at the Top 
Zig Ziglar 

The E-Myth Revisited 
Michael Gerber / 
Good to Great 
J im Coll ins / 
The Essential Drucker 
Peter Drucker / 
Getting Things Done • 
David Allen V 

Outliers 
Malcolm Gladwell / 
Linchpin: Are You 
Indispensible J 
Seth Godin 

By Matt LaWell 

Iwas 10 years old the first time I read "How 

to Win Friends and Influence People." 
Seriously. 

My life had been easy to that point, my 
childhood spent in comfortable suburbs 
that shielded me and so many of my friends 
and classmates from the evils and the hard 
truths of the world, my only struggles fleeting 
creations of my active imagination. Why did I 
receive an A-minus in Science instead of an 
A? Why did Math homework take an hour to 
finish instead of 45 minutes? Did Mrs. Smith 
call us in early from recess? 

But I managed to grow up that year, 
too, and I started to wonder about more 
important things, like friends and perception 
and the mirage of popularity. I started to 
wonder whether people actually liked me. I 
convinced myself that they didn't. 

I probably inflated the whole situation out 
of proportion - I seem to remember talking 
with my parents about it in the middle of the 
night - but the end result is all that matters 
now, almost 20 years later. My dad, who 
worked for decades in public affairs, pulled 
his Dale Carnegie classic from the shelf 
and handed it to me. "Read this," he said. 
"There's a lot of good information in here." 

Right, because doesn't every 10-year-old 
read "How to Win Friends and Influence 
People"? Thing is, it worked. I read 
Carnegie and applied his techniques - use 
first names, never criticize, smile all the 
time, among so many others - and never 
wondered again whether people liked me. 

I hadn't spent much time since then with 
Carnegie and what is probably the most 
important business book out there - even 
now, 75 years after its initial publication -
until it popped up on the Business Bookshelf 
reading list. 

What a mistake. It's even better now: 

Allow people to ta lk about themselves. 
None of us knows more about anything than 

HOW TO WIN 
FRIENDS AND 
INFLUENCE 
PEOPLE 

£ 

How 
-TO WIN _ 
Friends & INFLUENCE 

PEOPLE 
Carne&if 

we know about ourselves. None of us loves to 
talk about anything more than we love to talk 
about ourselves. 

The sweetest sound to our ears is that of 
our own name. The whole first half of this 
book review was a personal childhood story. 
Why? Because, even if I wind up teaching 
his courses, I'll never know more about Dale 
Carnegie than I already do about my own life. 
And that goes for every one of us. If we can 
get others to talk about themselves, we've 
won them over. "If you aspire to be a good 
conversationalist, be an attentive listener," 
Carnegie writes. "To be interesting, be 
interested." 

Don't beat up people while they ta lk . 
Not physically, of course, and not verbally, 
either. Best to avoid arguments (even the 
winners lose), show respect for folks and never 
tell them they're wrong (even if they are) and, 
if you're wrong, admit it quickly (even if you 
have to suck up some of your pride). Carnegie 
quotes thinkers, authors and regular folks 
throughout the book. One of them is Lord 
Chesterfield, who, in one of his famous letters 
to his son, said "Be wiser than other people if 
you can, but do not tell them so." Another is 
Socrates, who simply said, "One thing only I 
know, and that is that I know nothing." Not a 
bad strategy to take when talking with others. 

Take responsibil ity before blaming. 
Carnegie trumpets the humble leader. Praise 
first, he says, talk about your own mistakes 
before you criticize others, let others save face, 
build them up rather than rip them down. Over 
and over, Carnegie quotes Charles Schwab 
(the steel magnate, not the investment titan). 
"Be hearty in your approbation and lavish in 
your praise." Why drive people to failure when 
you can help lead them to success? L&L 

The author is a freelance writer based in 
Cleveland. 

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

http://www.lawnandlandscape.com/businessbookshelf
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INSURANCE 

Common claims 
Simple steps to trim your insurance costs. 

By Matt Lyon 

One of your employees is 
traveling between job 

sites when he receives a call 
on his cell phone. As he leans 
over to grab the phone, he 
doesn't see the car in front 
of him brake and hits the 
other vehicle from behind at 
35 mph. 

Unfortunately, this is a 
common accident scenario. 
It can result in workers' com-
pensation and auto insurance 

claims for your business, as 
well as increased premiums 
on your insurance policies at 
the next renewal, lost produc-
tivity and lots of paperwork. 

When buying insurance, 
landscapers and their insur-
ance agents of-
ten focus on the 
worst types of 
claims that could 
happen. But it's 
equal ly impor-

For more of this 
article, visit www. 
lawnandlandscape. 
com and search 
insurance. 

tant to focus on the scenarios 
most likely to happen. 

These are the types of ac-
cidents and mishaps that 
can drive up insurance costs, 
strain relationships and hurt 
a company's reputation with 

suppliers, custom-
ers and employees. 

In a recent re-
view of thousands 
of claims involving 
small business cus-

tomers, The Hart-
ford identified several of 
the most common categories 
of insurance claims for land-
scapers [see the chart to the 
right]. 

Consider these common 
claim scenarios for landscap-
ing businesses. 

EMPLOYEE INJURY. Lifting, 
digging and working with 
mowers are all in a day's 

OMIflDg 0a 
a 

seems efl 
recurring 
revenue? 

yrn get? 
em app 
0a (M 

7 MistRway } 
^ systems, * 

Outdoor Insect Control 

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 
NHN.MISTANnV.COM 
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NATIONAL STRENGTH • LOCAL COMMITMENT 

U.S. LAWNS 
Commercial Landscape Management at its best 

THINKING ABOUT 
BECOMING A 

BUSINESS OWNER? 
We can help. 

We start with you. We stay with you. 

Our Franchise Support Team 
has over 260 years of 

combined commercial landscape 
industry experience 

to assist you with 
business & industry knowledge. 

than cutting grass. I 

INVEST 
IN YOUR 
FUTURE 
BECOME A 
FRANCHISE 
OWNER 
WITH 
U.S. LAWNS 

YOUR 
SUCCESS 

is e v e r y t h i ng to 

us 

1-866-781-4875 
franchise@uslawns.net 

www.uslawns.com/franchise 

Common claim categories 
for landscaping businesses 

Property 
8% 

Liability 
16% ^ 

(Source: The Hartford) 

work for landscapers. Given 
the physical nature of the 
work, on-the-job injuries can 
be more severe for landscapers 
than other industries, costing 
employers more and requiring 
longer recovery times. 

Back, leg and other general 
strain injuries are particularly 
common. Workers' compensa-
tion claims can impact a busi-
ness in multiple ways. 

An employer may need to 
hire replacement help while an injured employee is recover-
ing. Also, since premiums are often based on a company's prior 
claim experience, a significant claim can trigger a cost increase 
at policy renewal. 

DAMAGE TO PROPERTY. You're completing a job for a client that 
involves planting several large exotic trees. You have purchased 
the trees - $3 ,000 each - from a nursery where you have a 
longstanding relationship. 

While moving the trees from the nursery's delivery truck to 
the final planting destination, one of your seasonal employees 
drives his front loader down a steep hill, and two trees fall off, 
resulting in split trunks and ruined trees. 

These types of claims, commonly known as "property damage 
as a result of handling," accounted for approximately one in 
four liability claims for landscaping 
companies. 

While they tend to be less costly 
and resolution is faster and easier 
than other types of liability claims, 
they can impair relationships with 
both clients and suppliers. 

U 
THEFT OF EQUIPMENT. You just 
bought a new zero-turn mower 
to increase productivity. While a 
mower may seem too big to steal, 
the potential for theft is actually 
very real. Our review of claims 
found that theft accounted for 
nearly three in four property claims 
among landscapers. 

Smaller, more common tools and 
equipment, which can be easily hid-
den and removed from job sites, are 
more often the targets of theft, but 
larger equipment is stolen as well, L&L 

The author is with the the small commercial 
insurance division of The Hartford Financial Services 
Group. He can be reached at mlyon@giemedia.com. 

On-the-job 
injuries can 

be more severe 
for landscapers 
than other 
industries. 
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http://www.uslawns.com/franchise
mailto:mlyon@giemedia.com


HUMAN RESOURCES 

Just treatment 
Don't be unfair to your employees by violating 
the Fair Labor Standards Act. By Steven Cesare, Ph.D. 

This is the ninth 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." 

The Fair Labor Standards 
Act (FLSA) is one of 

those laws that most land-
s c a p e s have never heard 
about by name, but are con-
stantly aware of, due to its 
widespread effect on them. 
This law addresses numer-
ous compensation issues that 
affect all employers, espe-
cially landscapes, including: 
overtime, travel time, train-
ing time and hourly versus 
salary status. 

It is critical for landscapes 
to know what is and what 
is not legally required (e.g., 
vacations, holiday pay, dis-
charge notice) by the FLSA, 

For descriptions of common 
FLSA violations, visit www. 
Iawnandlandscape.com and 
search "Cesare." 

and how it corresponds to 
respective state laws. 

To that end, this article 
provides basic information 
outlining the penalties as-
sociated with FLSA viola-
tions, summarizes common 
FLSA violations and presents 
best-in-class practices to help 
ensure legal compliance. 

Common violations in-
clude: Not paying for unap-
proved overtime, allowing 
employees to waive their 
overtime pay rate, not paying 
for travel time and not defin-
ing the workweek. 

PENALTIES. When federal in-
vestigators encounter FLSA 
violations, they often recom-
mend changes in employ-
ment practices to bring the 

| employer into compliance, 

and require payment of back 
wages for up to three years 
due to employees, an equal 
amount in liquidated dam-
ages and attorneys' fees. 
B e y o n d t h o s e 
penalties, willful 
violators may be 
prosecuted crimi-
nally and fined up 
to $10 ,000 , and 
a second convic-
tion can result in 
imprisonment. 

Employers who willfully 
or repeatedly violate the 
minimum wage or overtime 
pay requirements are subject 
to civil money penalties of up 
to $1,100 per violation. 

BEST-IN-CLASS PRACTICES. 
These best-in-class practices 
can help landscapers mini-

Cesare 

mize exposure to violations: 
• Employee handbook: 

Clearly identify all relevant 
FLSA guidelines, related 
company policies, and legal-
ly-compliant compensation 
practices in their employee 
handbook. 

• Time sheet attestations: 
Should show employees: (a) 
accurate number of hours 
worked during this pay pe-
riod, (b) took the required 
meal period each day during 
this pay period and (c) were 
not injured at work during 
this pay period. 

• Classification analysis: 
Conduct rigorous and well-
documented FLSA exemp-
tion analyses (e.g., salary test 
and duties test) on all posi-
tions claimed to be exempt. 

• Record keeping: Main-
tain the 14 types of payroll 
records required by the De-
partment of Labor for each 
non-exempt employee and 
retain all payroll records for 
three years and records on 
which wage computations 
(e.g., time sheets, wage rate 
table, wage deductions) are 
based for two years. 

SUMMARY. While land-
scapers may have a 
basic understanding of 
compensation guide-
lines, it is in their best 
interest to become fa-
miliar with the FLSA 

as well as their respective 
state wage and hour laws. 
This can save landscapers 
time, worry and legal costs 
associated with FLSA non-
compliance. L&L 

The author is an industrial 
psychologist with the Harvest Group, 
a landscape consulting group. You 
can send him your questions at 
scesare@giemedia.com. 

http://www.lawnandlandscape.com
mailto:scesare@giemedia.com


' HtAT-O.. 
i t Ttftit 0* ^ ^QuAit 

attend for profitable 
i for your company. 

Network with peers 
Take advantage of show $] 



HOW TO: 

Conduct a water audit 
Take a drive through a typical office park or 

suburban neighborhood and you're almost 
guaranteed to see irrigation systems that take 
a sort of shotgun approach to watering. 

Rotors spray into the street. Misting nozzles 
coat the sidewalk. One zone looks more 
like Old Faithful than anything resembling a 
graceful arc of water. 

Too often, contractors miss an opportunity 
to tune up irrigation systems they install or 
service. With many municipalities cracking 
down on water use and water districts raising 
rates, a simple water audit could save your 
clients a lot of water and money - and help 
your company stand out in a crowded and 
competitive field. 

"A water audit provides the opportunity 
to evaluate and improve the reliability and 
efficiency of your irrigation system," says Craig 
Borland, senior customer resource specialist 
for The Toro Co. 

Here, Borland lays out how to measure 
a system's performance and make sure it's 
operating at peak efficiency. - Chuck Bowen 

l 
Inspect the entire system. 
Run through all the 
zones and measure the 
water pressure while the 
sprinklers are operating. 
Record wind speed and 
look for worn or leaky 
sprinkler seals as well 
as heads that are below 
grade or crooked. 

2 
Look for signs of 
overwatering. If you see 
puddles, water running 
down the street or geysers 
of water shooting from a 
broken head or pipe, make 
a note and inspect these 
sites for repairs. 

3 
Set out cups, also 
referred to as 
catchments, in the lawn 
to measure the dispersal 
of water. 

4 
Measure the water 
disperal and the pressure 
on the system. If the 
amount of water captured 
in the cups differs widely, 
it's a sign of inefficient 
water usage. Even levels 
indicate uniform waterihg. 
You can download a 
whitepaper on calculating 
uniformity at www. 
Iawnandlandscape.com. 

5 
Repair and report. Raise 
or lower sprinkler heads 
to grade, patch or replace 
broken water lines and 
adjust spray arcs so 
you're only watering 
things that need water. 
After you've improved 
the system's efficiency, 
give your client a report 
outlining what you did 
and any water savings 
they can expect. 
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FALL FERTILIZATION 

Nitrogen needs 
How higher prices and new science 
could change your application rates, 
By Frank S. Rossi 

Mark Twain once wrote, 
"There is something fas-

cinating about science. One 
gets such wholesale returns 
of conjecture out of such a 
trifling investment of fact." 
Oddly this is the best way to 
describe how the "dogma" of 
late season nitrogen and fer-
tilization has evolved in turf. 

For much of the last 40 
years, few have questioned 
the value of applying high 
rates of nitrogen to almost 

dormant turf just prior to the 
onset of winter. There ap-
peared to be a significant ben-
efit. Fertilizer was relatively 
inexpensive when compared 
to other inputs, and it pro-
vided an additional service 
opportunity to most lawn and 
landscape firms. 

However, during the last 
decade, growing concern 
for the effect of nitrogen on 
water quality and the over-
all effect of global fertilizer 

demand on price called the 
questions: How real is the 
benefit of late-season ap-
plied nitrogen? And if there 
is a benefit, how much is 
enough? 

LATE-SEASON NITROGEN. 
Some of the oldest turfgrass 
research has espoused the 
benefits of applying nitrogen 
to turf at the end of the grow-
ing season prior to the onset 
of winter. 

Still, as the discussion 
about nitrogen has evolved 
to include water quality, 
research has indicated that 
independent of the source 
of nitrogen the later in the 
season the application is 
made the more leaches into 
the groundwater. Clearly 
there is an environmental 
concern related to late season 
nitrogen use, in-spite of the 
well-established agronomic 
benefits. It then becomes 
a question of balancing the 
two needs. 

Several studies have inves-
tigated sources and timing 
to reveal some interesting 
results. Oddly, while most 
of the research was con-
ducted with various nitrogen 
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sources, it was always applied at the 
"sacred" 1 pound of actual nitrogen per 
100-square-feet rate. 

More recent cool-season turfgrass 
research on Kentucky bluegrass and 
perennial ryegrass at the University of 
Wisconsin-Madison and here at Cor-
nell University has begun investigating 
reduced rates using different nitrogen 
sources applied at different timings from 
September through December. To date, 
it appears the agronomic benefit from 
late season nitrogen can be achieved by 
applying inexpensive forms of water-
soluble urea or ammonium sulfate at 
0.3 - 0.5 pounds per 1,000 square feet 
in September or October. 

These earlier application times com-
bined with the lower application rates 
provide adequate agronomic benefits 
with reduced overall leaching problems. 
This is the kind of research we need to 
get out into the hands of practitioners 
and regulators to help them enact en-
forceable, science-based regulations. 
Not regulations based on conjecture. 

As an industry, we need to be open to 
the evolving ideas that science brings 
to enhance our precision. In the end, it 
will lead to improved efficiencies. Heck 
if we get the same response with less 
nitrogen that was leaching anyway and 
the sources we use are less expensive, 
who'd argue with that? 

Of course many scientific and logisti-
cal questions remain about late season 
nitrogen. There are questions concern-
ing uptake mechanisms, evapotranspira-
tion, disease issues and further refining 
application strategies before a complete 
picture can be drawn But for now, as 
Twain would say, let the conjecture 
begin, LAL 

The author is an associate professor at Cornell 
University. 

To read more on fall fertilization, visit 
www.lawnandlandscape.com and search 
"nitrogen." For more research on this 
topic, as well as other fertilizer and water 
issues, visit bitly.com/lawntolake. 

http://WWW.NETAFIMUSA.COM/RECYCLED
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Customer support 

Fits in an S U V 
MINIVAN& 

some CAR TRUNKS 
just 134 lbs. 

Mini Stump Grinder 
Model: 200-6H 

POWERED by HONDA 

W W W . D O S K O . C O M | 800-822-0295 

BUY * SELL * TRADE 

The O N L Y classifieds site 
dedicated to the Landscaping 
and Snow Removal industries! 

List or Search Classified Ads to Buy or Sell: 
Snow & Ice Management Equipment • Vehicles & Machinery 

Turf/Tree Products • Parts/Accessories • Business Operations 
Greenhouse Equipment • Landscaping Equipment & Supplies 

Check out our special offer at: 

SafariAds.com/SA 
$$$ Save Time & Money $$$ 
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Quality attorneys 
for as low as $4050/month 

W h a t do you get with GoSmal lBiz .com 
and Pre-Paid Legal Services, Inc.? 

• Protection of your legal rights. 
• Access to quality lawyers for legal advice and services. 
• Access to consultants in marketing, human resources, 

technology, accounting, and more. _ 
• Confidence in your daily decisions. 

Call for more information on 
how to access the legal system 
through our low-cost legal plan. 

Plus 
Identity 

Theft 
Shield 

855-976-5884 
www.JustBizSolut ions.com 

RE-PAID 
BGAL 

We help Entrepreneurs y their Businesses 
The Hulse Group, LLC, Independent Associates 

USE YOUR 

MOST VALUABLE TOOL 

FOR CUSTOMER 

SATISFACTION AND 

RETENTION — 

CLC LABS SOIL 
TESTING! 

Call 614/888-1663 
and Start Today! 

CLC LABS 
325 Venture Drive 
Westerville, O H 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive Laboratory Services for the 
Turf & Ornamental Professional. 
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PLANT DISEASE PROFILE 

(Left to right): Necrotic ring spot 
(Leptosphaeria korrae) and Summer 
patch (Magnaporthe poae) both are 
common in northern home lawns 
comprised of Kentucky bluegrass 
and fine fescue. 

Necrotic ring spot and Summer patch 
Managing the diseases once considered Fusarium blight. By Ron Smith 

Fusarium blight was declared an ex-
tinct disease by J.M. Vargas Jr. in his 

1994 text on turfgrass disease manage-
ment, and separated into Necrotic ring 
spot (Leptosphaeria korrae) and Summer 
patch (Magnaporthe poae), both of which 
commonly occur on northern home 
lawns comprised of Kentucky bluegrass 

and fine fescue. It was through critical 
research that the disease moniker went 
from Fusarium to the Leptosphaeria spp. 
and with that, a critical integrated man-
agement program has evolved. 

CULTURAL APPROACHES. With any patch 
disease, basic good lawn care goes a long 

way. That is: balanced fertility, proper | 
irrigation and mowing practices and | 
core aeration to control thatch buildup. | 

• Fertility needs of turfgrass should o 
be met following soil test recommen- | 
dations. In most instances, turfgrass £ 
fertilizer comes with a high percentage i 
and ratio of nitrogen when compared § 

High Quality Products at Competitive Prices 

KM 
M a n u f a c t u r i n g 
carries 

THE 
L I 

YOU SEEK 
You'll find the replacement seat you've 
been looking for at K&M Manufacturing. 
Our wide assortment of seats fit an array 
of turf equipment makes and models. 

800-328-1752 
www. tractorseats. com 



Information Makes 
the Oifference 
GIE+EXPO offers attendees educational programs geared towards 
information you need to help sustain and grow your business. Learn from 
the experts who will address the industry's issues head on. Discover best 
practices from your peers. The lessons learned and knowledge gained 
during any of the educational tracts will more than pay for your trip! 

We love GIE+EXPO! We come every year to see all the 
new equipment, take classes and see what others in 
our field are doing. 

Katherine Taylor 
Lawns Plus 
Thompsons Station, TN 

GSE+EXPO 
The 14th largest tradeshow in the USA! 

Thursday, Friday, Saturday I October 27-29,2011 

Kentucky Exposition Center I Louisville, Kentucky 
web: www.gie-expo.com I email: info@gie-expo.com 
Toll Free: (800) 558-87671 Phone: (812) 949-9200 

REGISTER TODAY AT WWW.GIE-EXPO.COM 

Co-located with 
GIE+EXPO 2011. 

GIE+EXPO is sponsored by: 

HQMS ^PLANET 

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

http://www.gie-expo.com
mailto:info@gie-expo.com
http://WWW.GIE-EXPO.COM


PLANT DISEASE PROFILE 

£ £ With any of the patch diseases, 
• • basic good lawn care will go a 
long way. 

with the other two macro-
elements of phosphorus and 
potassium. 

Many times the key to bet-
ter disease management is 
to increase the level of these 
two elements with separate 
applications as a result of soil 
testing. The basic application 
of typical spring and fall lawn 
fertilizers will help to main-
tain a sufficient balance for 
healthy turfgrass growth. 

• In both instances of Ne-
crotic ring spot and Summer 
patch, light daily syringing 
cycles from the irrigation 

system at mid-day to lower 
heat stress on the turf will 
reduce the symptoms of these 
diseases and encourage rede-
velopment of the damaged 
roots from these pathogens. 

• Mowing in the evening 
hours when temperatures 
are dropping and heat stress 
is minimized is better for the 
grass plant than early morn-
ing mowing. 

Mowing should be at 3 
inches or higher with cool-
season grasses with the clip-
pings returned, and should 
continue right through the 

fall as long as it is growing, 
with the last one at a lower 
mowing height with the clip-
pings being collected. 

• Core aeration along with 
timely power raking when 
the grass is actively growing 
will help to correct chronic 
patch disease problems. 

With lawns established 
from peat sod rather than 
mineral sod, a bulk density 
difference between the sod 
backing and the soil it is 
placed upon will contribute 
to patch disease develop-
ment. The peat sod is pre-
ferred by both homeowners 
and contractors because of its 
generally more attractive ap-
pearance and easier handling. 

Knowing that peat sod will 

be placed on a mineral or 
clay based soil should alert 
the homeowner that regular 
coring and power raking will 
be required for the following 
three years after rooting in to 
keep the grass from develop-
ing this disease syndrome. 

CHEMICAL CONTROL. For fun-
gicide treatment, it is suggest-
ed to use either an acropetal 
systemic or any product that 
contains thiophanate-methyl 
as the active ingredient, or a 
Strobilurin class such as prod-
ucts that contain the active 
ingredient azoxystrobin or 
trifloxystrobi. L&L 

The author is a horticulturist and 
turfgrass specialist at North Dakota 
State University. 

Preserve natural 
water drainage 

through a classic 
segmental permeable 
clay pavement system 

fey i \ 

mmm• 
P i n e i e H a l l B r i c K ) 

m A 

earth friendly...naturally green 

americaspremierpaver.com 
800.334.8689 

PECIALOFFER! 
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Managing Snow and Ice, 2nd Edition 
Completely Revised and Updated 

By John A. Allin 

Game-changing technology and business innova-
tions are revolutionizing the snow removal industry. 
Industry expert. John Allin. shares his insight into all 
aspects of developing your business to take advan-
tage of these new developments as well as cover-
ing the important key elements vital to running a 
successful and competitive snow removal business. 

www:SnowMagazineOnline.com/store 
Call: 800.456.0707 

http://www.lawnandlandscape.com/readerservice


WHAT KIND 
OF READER , > 
ARE YOU CORM^ 

Submit a. photo 
of you with an issue of 
Lawn & Landscape. 

Mi B r*** \ \ 

• P y 
r 5 

Tell us. hou) 
Lawn & Landscape has helped you run your business better. 
Email Chuck Bowen at cbowen@gie.net. 

m two kindles and 
an all-expenses paid trip to 

Haiti alii 

Winner to be announced at the 
GIE+Expo in October. 

mailto:cbowen@gie.net


PEST PROFILE 

The right plant selections can keep deer 
away from your customers' yards. 

By Ron Smith 

With estimated populations of deer increasing every year throughout 
the country, their natural predators decreasing in number and their 

natural habitat being continually destroyed by human development, expect 
to have an ongoing deer predation problem. Here are some suggestions that 
will work for some of you some of the time, but not for all of you all the time. 
The tactic for best deer control is to anticipate their damage and head them 
off with one or a combination of the suggestions in this article. 

DIVERSIFY PLANT SELECTIONS. As a nation, we have a love for certain plant 
species, many of which turn out to be on the deer populations hit list 
of favorites: arborvitae, yews, tulips, fruit trees (crabapples, peach, 
apple, etc.), petunias and just about any vegetable garden medley. 

While the total abandonment of these and other such species are not rec-

Deer will stay away from some plants, but if they're starving, they'll eat anything. 

Wonder what your 
business is worth? 
The industry-leading lawncare company 

in North America is .looking to 

aggressively acquire quality businesses 

in your area. We're in a unique position 

to confidentially value your business. 

If you're an owner, contact: 

Jerry Solon, Vice President of Mergers & Acquisitions 

mergers@trugreenmail.com 

(901)597-2006 

GO FOR A JOYRIDE. 
The Pathfinder spreader/sprayer, Rover spreader 
and the new Pathfinder XC are commercial grade 

machines that will increase your productivity 
and decrease your downtime. But don't take our 

word for it, try one for yourself. 

877.423.4340 - groundlogic inc .com 

www.lawnandlandscape.com/readerservice - #60 

TRUGREEN* 
Go green err 

mailto:mergers@trugreenmail.com
http://www.lawnandlandscape.com/readerservice


ommended, serious thought should be 
given to species diversification in plant 
selection. Why? Like humans, deer have 
a preference list for consumption. 

A wildlife specialist told me that deer 
and rabbits would never graze on Colo-
rado spruce. I took that as gospel until it 
was witnessed the grazing taking place 
on just those plants in the landscape. 

Given a variety of plants that would 
be classed as a "low priority" for the 
deer, damage from their grazing can 
then at least be limited. For a list of 
these plants in your location, contact 
the county extension office to get 
hooked up with a university horticul-
turist who should be able to provide a 
list of probable selections that would be 
adaptable to your area. 

The following is a scattering of plant 
materials that I have observed being left 
alone where deer predation is evident 
in the immediate area. 

TREES: Holly, oak, pine, spruce, sweet-
gum, and black walnut; 

SHRUBS: Juniper, Oleander, Rhoden-
dron, Rosemary, Shrub Cinquefoil, 
Cactus, Yucca, Forsythia, Spirea, Lilac; 

HERBACEOUS PLANTS: Bugleweed (Ajuga 
spp.), myrtle (Vinca spp.), bells of Ire-
land, Canterbury bell, daffodil, daylily, 
yarrow, Russian sage, hollyhock, bee 
balm (Monarda spp.) and Verbena. 

In some instances, deer may come 
and sample one of these and other 
recommended species, then leave them 
alone. Personal experiences had me 
alter some of my landscape plantings. 
Finding it impossible to grow tulips due 
to predation, and noting that plantings 
of daffodils went untouched, I reset 
the tulips to be intermingled with the 
daffodil bulbs. 

When the tulips begin showing as 

For home brews to 
keep deer away, visit 
lawnandlandscape.com 
and search "deer." 

the daffodils are beginning to decline, 
they are left alone to express their long-
awaited beauty. 

Keep in mind that just about any 
freshly installed plant material will 
pretty much attract deer and rabbit 
populations in the area. Give the plant 
material protection for several years 
with some of the following suggestions 
until they can get big enough to sustain 
a curiosity nibble from our hoofed and 
furry visitors. 

PRODUCTS. Commercial products con-
taining capsaicin, garlic, ammonium 
soaps of higher fatty acids, dried blood 
meal and/or rotten eggs will work if 
applied before feeding starts, are reap-
plied according to label directions, and 
starvation is not at a do or die level, LAL 

The author is horticulturist and turfgrass specialist 
at North Dakota State University. 
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IW/VULFAKaa 
ImmSYSTEM AvM 

Professional Backpack Sprayer 

* Internal pump will never leak 

* High pressure piston pump 
delivers up to 150 psi, 
perfect for spraying 
insecticides. 

* Included "Pressure 
Regulator" maintains a 
constant 25psi, perfect for 
spraying weed killers. 

* Quick service pump... 
Change piston o-ring in 
less than 2 minutes. 

* Heavy padded straps 
with waist belt and 
chest strap. 

) ^ 

' Available at John Deere Landscapes 
www.johndeerelandscapes.com I 800-347-4272 

Manufactured Exclusively by The Fountainhead Group, Inc. 
Makers of: D.B.Smith, Roundup, Grab & Go, & Field King Sprayers 

New York Mills - New York -13417 - (800) 311 -9903 
Visit Us: www.TheFountainheadGroup.com 
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The E110 Water-Reel with 
12W Solar Panel eliminates 
the need for an electrical 
charge 

Flexibility to irrigate 
multiple locations with a 
single machine 

Improves the appearance 
of grass, plants & overall 
landscape 

(800) 452-7017 • www.kifco.com • sales@kifco.com 

http://www.johndeerelandscapes.com
http://www.TheFountainheadGroup.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com
http://www.kifco.com
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2011 
SUSTAINABILI7Y REPORT 

COVERSTORY (continued from page 52) 

With less than 1 percent of 
the world's water available 
for human consumption and 
80 percent of the fresh water 
consumed for agriculture, 
concern is growing in the 
industry on water used for 
maintaining greenspace. 

WASTEWATER LAWNS. With 
population growth and the 
demand for potable water ex-
pect to increase, the turfgrass 
industry can no longer take 
a passive approach to water 
use issues. The Western U.S. 
receives only one-third of 
the nation's rainfall, yet uses 
80-85 percent of the nation's 
fresh water. 

Effluent wastewater can be 
delivered following primary, 
secondary or tertiary treat-

and include using 
chemicals to floc-
culate remain-
ing solids, then 
through more 
sediment removal 
and various methods 
of filtration. 

A reverse osmosis process 
or chlorinating can occur 
prior to release, producing 
highly purified water. 

In the end, the water will 
likely contain a variety of nu-
trients (from the waste), met-
als (from the flocculation) 
and salts (from the purifica-
tion) that will require careful 
management to minimize 
their impact on turf quality. 

Interestingly, real estate 
developments are construct-
ing their own wastewater or 

f f Sodium salt can have a direct 
• • influence on plant growth in a 
manner similar to how dog urine burns 
leaf tissue. 

ment at a wastewater treat-
ment facility. Primary treat-
ment mechanically removes 
the majority of the solid waste 
with screens, grinders and 
settling tanks. 

While primary treatment 
involves mechanical removal 
of solids, secondary treat-
ment engages biological pro-
cesses to remove the majority 
of the remaining solids. 

Secondary treatment may 
also involve chlorinating 
prior to discharge. Water 
for turf and landscape uses 
must be at least experienced 
secondary treatment. 

Several processes may fol-
low secondary treatment 

desalinization treatment fa-
cilities. Several Audubon In-
ternational Signature Proper-
ties are leading the way with 
small facilities that utilize 
ultra filtration and biological 
reactors to treat wastewater 
before reusing. 

Estimates are that the 
$500,000 price tag can be 
recovered in a few years 
based on the increasing cost 
and restriction placed on irri-
gation water is South Florida. 

INCREASED AWARENESS. 
Lawns managed with efflu-
ent water must realize that 
quality can be variable and 
will always have a variety of 

"contaminants" that will 
require specific management 
practices. 

Professors Bob Carrow and 
Ronny Duncan from the Uni-
versity of Georgia authored 
"Salt Affected Turfgrass 
Sites" in an effort to bring 
together the best thinking 
on managing turfgrass with 
poor quality water. The title 
of the Carrow and Duncan 
book clearly identifies the 
major challenge with efflu-
ent irrigation water - high 
salt content. But it is not the 
only issue. 

The major agronomic and 
environmental issues suggest 
that the first step to using ef-
fluent water is to establish a 
regular monitoring program. 

SALTY TURF. In a presen-
tation at the 2010 Florida 
Turfgrass Conference, Car-
row stated that "The three 
most important aspects of 
managing high salt content 
irrigation water is leaching, 
leaching, leaching." 

This is not simply a matter 
of copious amounts of water 
that keep salts moving down-
ward, the you must know 
the type of salt that must be 
leached, rainfall amounts, 
turf species tolerance range 
and time of year. 

Sodium salt can have a 
direct influence on plant 

growth in a manner sim-
ilar to how dog urine 
burns leaf tissue (al-
though dog urine is a 
different salt). 

However, while the 
direct burn from high 
salt content irrigation 

water is rare, high sodium 
content soils often produce 
plants that have restricted 
rooting and develop drought 
stress symptoms. Depend-
ing on the water source and 
rainfall pattern, the long-
term effects of sodium on 
soils is well documented. 

As sodium content in-
creases in the soil, the vital 
process of aggregation is dis-
rupted. Sodium molecules 
absorb large amounts of 
water and swell. 

The swelling prohibits silt 
and clay particles from mak-
ing larger aggregates that 
offer a variety of pore spaces 
for water and nutrients. 

WHERE TO NOW? Most land-
scape managers, especially 
in areas with adequate rain-
fall take their high quality 
irrigation water for granted. 

If the population contin-
ues to grow, the leadership 
effort by the turf industry in 
using effluent water could 
be viewed as facilitating 
"smart growth." In other 
words, communities will 
need landscapes as outlets 
for societies waste, whether 
it is water or compost, L&L 

The author is an associate professor 
at Cornell University. 

For more of this article, visit 
www.lawnandlandscape. 
com and search "reclaimed 
water." 

http://www.lawnandlandscape


Maximize your advertising dollars by reaching: 
• T h e Indust ry 's Largest Print Aud ience . 
• T h e Indust ry 's Largest W e b M e d i a Aud ience . 
• T h e Indust ry 's Largest C lass i f ied Sect ion . 

We offer the industry's lowest costs for you to be seen in both Lawn & Landscape 
magazine and on www.lawnandlandscape.com. 

Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net. 

BUSINESS OPPORTUNITIES 

K T ^ f J . / 

I'llFlU DVD & TRAINING 
NO PAYMENTS, NO INTEREST 

FOR RAYS 
We Your Installs 

^ M B f c i " r a r e r ' . 7 

* Two Profit Centers 
* Two Revenue Streams 
* Two Customer Bases 

- NO Payments/Interest 
* A Simple, Kasy Add-On Service 
* Buv Manufacturer Direct 

1 -800 -334 -9005 www.allprogrccns.com/training 1 -800 -334 -9005 

SYNTHETIC GOLF GREENS 
SELL LANDSCAPES & JOBS 

... 

FREE DVD iV TRAINING 
NO PAYMENTS, NO INTEREST 

FOR DAYS 
We N Your Installs 

www.allprogrcens.com/training 

SYNTHETJ 

* Two Profit Centers 
IITCT * Two Revenue Streams 
M ® 1 * Two Customer Bases 

* - NO Payments/Interest 
g. II * A Simple, Easy Add-On Service 
I d l l S * B u y Manufacturer Direct 
aining 1-800-334-9005 

AH: LAWNS 

BUSINESS OPPORTUNITIES 

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
vftusi neSs 

o r 

Fffi V 

Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing your 

identity. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 
pbcmello 1 @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 $$$ per hour 
NO FRANCHISE FEES 

We will train you. 

Call 717-940-0172 
email: totallawncaretadejazzd.com 

BUSINESS WANTED 

W A N T E D T O P U R C H A S E 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. Contact Green Venture Group: 

g r e e n v e n t u r e g r o u p l @ g m a i l . c o m 

BUSINESS FOR SALE 
L A N D S C A P I N G & N U R S E R Y 

M u n d e l e i n , 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 

Place a Classified today! 
Please contact Bonnie Velikonya at 

800/456-0707 x5322 or bvellkonya@gie.net 
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CLASSIFIEDS 

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 

T E X A S P A N H A N D L E 
L A N D S C A P E B U S I N E S S F O R S A L E 

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 
A T T E N T I O N O W N E R S 

Thinking of buying or selling your 
Commercial Real Estate and/or Business? 

Specialize in: 
• Mergers & Acquisi t ions 

•Vacant Land 
• Nurseries/Garden Centers 

Call 

Eddy A. D ingman 
COLDWELL BANKER 

COMMERCIAL NRT LLC 
( 8 4 7 ) 3 1 3 - 4 6 3 3 

email : ed ingman@cbcwor ldw ide .com 
WE HANDLE TRANSACTIONS 

NATIONWIDE 

Lawn Dawg is th« leading independent lawn care company 
in the Northeast with eight branch locations in four states. 
We are seeking complimentary add-on acquisitions with 

annual sates revenue of $250,000 to $2 million in the 
Northeast and neighboring Midwest 

and Mid-Atlantic states. 

We are also looking for experienced, highly motivated lawn 
care professionals to join the Lawn Dawg team and open 

new locations in our ever expanding footprint 

If you've built a successful lawn care company and are 
ready for an exciting next step, please give me a call 

(603) 879-9633 or email jim«»lawndawg.com. 
All inquiries will be handled in strict confidence. 

Jim Campanella, President. 

W Lawn Dawg 
^ ^ WmOMMNTMiT M V O i M U UMM CAM W 

ESTIMATING 
S i m p l i f y Y o u r E n t i r e B i d d i n g 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 

W a n t t o t a k e y o u r " b e s t s h o t " 
a t t h e b i d t a b l e ? 

From the Green Industry's Estimating Leader! 
Jim Huston's new book can help 

A Critical Analysis of the 
MORS Estimating System 
All major estimating methods 

thoroughly explained 
For a free audio book (+S&H) go to www.jrhuston.biz 
Email Jim with questions at: jhuston@jrhuston.biz 

Or call to order: 1-80CM51-5588 

In t h i s " D o w n " E c o n o m y 
Y o u n e e d t o k n o w y o u r c o s t s 

m o r e t h a n eve r ! 
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 

L A W N M A I N T E N A N C E A N D 
L A N D S C A P I N G F O R M S 

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

Self-Propelled Top Dresser 

D i s t r i b u t o r s : 
Tidewater: 800-825-4300/Serving: VA, WV, DE, MD, NC, SC 
Roberts Supply: 800-373-5542 / Serving: FL, AL, GA 
Emmett Equipment : 800-659-5520 / Serving: OH 
LAM Distributing: 320-267-0241 / Serving: MN, IA, ND, SD, WI 
Douglas Equipment: 503-663-2053/ Serving: OR, WA 
Bill Chounet: 775-463-5599 / Serving: CA, AZ, NV 
Keith Schuler: 630-202-8438 / Serving: IL, IN, MO, MI 
Lawn Ranger Inc: 800-265-7729 / Serving TX, OK, KS 

v.ecolawnapplicator .com 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more. 1/8" scale, 
Stamp sizes from 1/4" to 1 3/4 

PRICE $128 CALL NOW TO ORDER 
Price subject to change without notice 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 • 687-7102 Local Calls 
www americanstampco com M-F8-4 30Pac*cTim.ori* 

CALL TO ORDER or for YOUR FREE BROCHURE 

REDUCE PESTICIDE USE 
BY 5 0 % OR MORE 

EC0-505 
INJECTION SYSTEM 
Spot-spray pesticide while 
blanket applying fertilizer 

GREGS0N-CLARK 

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577 
Sales@GregsonClark.com 

GregsonClark.com 

FRESH BALED PINE STRAW 
From North Florida 
@ Wholesale Prices 

Semi Loads Delivered 
UNITED PINE STRAW INC 

850-528-0086 
brian.a.reese@embarqmail.com 

NEED PLOW PARTS? 
www.plowpartsdirect.com 

The name says it all. 
Western, Snoway, Meyer 

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 

T h e E c o l a w n s e r v e s t h i s m a r k e t 
p e r f e c t l y ! 

Innovative - Versatile - Quality 
equipment in a GROWING MARKET 

Organic lawn care is a fast-growing 
segment of the G r e e n I n d u s t r y 

mailto:john@acquisitionexperts.net
mailto:edingman@cbcworldwide.com
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
mailto:Sales@GregsonClark.com
mailto:brian.a.reese@embarqmail.com
http://www.plowpartsdirect.com
http://www.smallenginesuppliers.com
http://www.smallenginepartssuppliers.com


HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall 
green industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

HELP WANTED 

WEEDS INCORPORATED 
is a 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, 
medical. 401K. sick and personal time. 
Only career minded individuals apply. 

Email: Weeds@weedsinc.com 
Phone: 610-358-9430 

Fax: 610-358-9438 
www.weedsinc.com 

Horticulturist (Medway, MA) 
Award winning landscape contractor 
specializing in large residential estates is 
seeking motivated professional for diverse 
horticultural grounds-keeping needs, 
including but not limited to: 
• Installation and care of woody, perennial 

and annual plant materials 
• Weeding 
• Pruning 
• Mulching 
• Container and holiday decor design 
• Winter care program for trees and shrubs 

Five plus years experience with estate 
gardening, I.P.M., plant ID and nutrient 
programs, and crew supervision is required. 
A team player, who is customer-service 
oriented with strong communication skills, 
is essential. Must have a valid driver's license 
with good driving record. Company vehicle 
will be provided. MCLP / MCH are a plus. 

Competitive salary based on experience. 
Full benefit package includes 401K, 
vacation, profit sharing, medical, dental, etc. 
Please send resume (no phone calls please) 
to R.P. Marzilli & Company, Inc., 21 A Trotter 
Drive, Medway, MA 02053, or email to: info@ 
rpmarzilli.com. For more information see 
www.rpmarzilli.com. 

BRICKMAN 
Enhancing the American lAtndttcupc Since 19.19 

Brickman is looking for leaders 
who are interested in growing their 
c a r e e r s with a growing company. 

Nationwide c a r e e r and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
brickmangronp.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 

TRUGREEN LandCare 
We're expanding operations 

throughout the United States 
in Landscape Management, 

Design, and Irrigation. Ready for a 
change? We have new and exciting 
opportunities with growth potential 

from Coast to Coast. 

Immediate Careers available for: 
• Branch Manager 
• Account Manager 
• Production Manager 
• Business Development Manager 
• Field Supervisor & Irrigation 

Technician 
For confidential inquiries contact 

Ron_Anduray@landcare.com 
AA E0E M/F/D/V 

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 

LANDSCAPE INFORMATION 

Since 1998 

donnan.com 
Landscaping & Lawn Information 

MARKETING 

PROMOTE TO 
NIEIIIGJHIRORSj 

P R O M O T I O N A L 
P O S T I N G SIGNS 

SIGNS 
Marketing, Design & Print 

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online! 
R N D s i g n s . c o m • 800.328.4009 

Posting Signs • Door Hange 
Brochures • Mailers More 

SOFTWARE 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1-800-933-1955 for info or 
visit arborgold.com for Free Demo 

www.lawnandlandscape.com 

WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering 

and Printing Services for Landscapers. 
Your single source for marketing your 

landscape business. 
Samples online: 

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

www.lawnandlandscape.com JULY 2011 8 3 
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CLASSIFIEDS 

INSURANCE 

LIGHTING 

with 

W E 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. 

(Formerly M.F.P. Insurance Agency, Inc.) 

CALL 800-886-2398 
Most quotes within 48 Hours 

www.bureninsurancegroup.com 

Serving The Green Industry 
For Over 2 5 Years 

W E INSURE 
• Applicators 
• Design/Build 
• Install 
• Irrigation 
• Lighting 
• Mowing/Maintenance 
• Snow Removal 

1 Consultants 
1 Design Firms 
1 Franchisees 
1 Franchisors 
1 Golf Course Contractors 
' Right of Way Contractors 

All programs comply with regulatory agency licensing insurance 
stallment 

iroera 
regulated states, knowledgable claim support. 

requirements, installment payment plans, rapid response to 
service calls, programs available in all states, licensing support in 

Call Us Today For 
YOUR FREE Market 

Analysis! 
1.800.687.9551 

www.christnMsdecornet 

DECORATIONS FOR THE PROFESSIONAL 

Over 750 Premium Products 
Best Wholesale Pricing 

Full line of LED lighting 
Wreaths, Trees and Garlands 

Interior Products 
Custom Built Displays 

Consulting Services Available 

Christmasproducts365.com 
Visit us at 

LIGHTING 

TAKE A HOLIDAY 
FROM RETAILI 

Check outthe brightest and best 
selection of commercial-grade LED 
holiday lighting at wholesale prices. 

For your free copy of our 2011 catalog, 
call 800-733-9617 or email 

paul@creativedisplays.com. 

Chrtotau Ufkll.g A 
CREATT •tract T~\ I i i u »n L / l 

V E ^ 
SPLAYS" 

m c o » > o n m 

©2011 Creative Displays. Inc. 

Qual i ty attorneys 
for as low as 

$40S0/month 

S°SmallBiz 
855-976-5884 »| > 

www.JustBizSolutions.com * 

PLANTS,SEEDS & TREES 

TREES & SHRUBS 
4'-10'Grafted Blue Spruce 

3'-8' upright Jap. Maple 
24"-48" wpg Jap. Maple 

1-1 /2"-3"cal. Shade Trees 
4'-8'Emerald Green Arbs 

3'-5'Schip Laurel 
18"-30" Otto Luyken 

18"-36" Boxwoods & more 
Si lver ton , OR 503-873-3501 

NATIVE SEEDS 
Largest distributor of native 

seed east of the Mississippi, from 
Canada to Florida! We specialize in 
upland to wetland sites, including 

bioengineering for riparian sites. See 
what a difference natives can make! 

www.ernstseed.com - 800/873-3321 

WETLAND/NATIVES & 
CONSERVATION 

Large selection of Plugs, Perennials, 
Grasses, Natives & Conservation. 

CHIEF MOUNTAIN FARMS 
Ph 443-350-3894 
fax 410-658-7333 

Toll Free 866-530-8902 
www.chiefmountainfarms.com 

GROUNDCOVERS 
Over 150 varieties - constant supply 
Ajuga, Daylillies, Euonymus, Ferns, 

Hostas, Ivies, Jasmine, Liriope, Mondo, 
Pachysandra, Sedum, Vinca 

LIRIOPE 
World's Largest Supplier -

Over 15 Varieties 
Heavy field grown divisions! 

THE HOME OF SUDDEN SERVICE 
Free Full Color Catalog 

CLASSIC GROUNDCOVERS INC. 
405 Belmont Rd., Athens, GA 30605 

Toll Free: 1-800-248-8424 
Fax: 706-369-9844 

www.classic-groundcovers.com 

LAWN & LANDSCAPE IS ALSO ON: 
www.twitter.com/lawnlandscape 

twi t ter 

http://www.bureninsurancegroup.com
http://www.christnMsdecornet
mailto:paul@creativedisplays.com
http://www.JustBizSolutions.com
http://www.ernstseed.com
http://www.chiefmountainfarms.com
http://www.classic-groundcovers.com
http://www.twitter.com/lawnlandscape


AD INDEX 

Advertiser Website Page# R S # B Advertiser Website Page# RS# 

Ariens/Gravely 

Armada Technologies 

Belgard 

Berne Apparel 

Bobcat Co. 

Chicago Weather 
Brokerage 

CLC Labs 

DeerPro 

DIG Corp. 

Dosko 

Ewing Irrigation 
Products 

Exaktime 

Florida Nursery, 
Growers and 
Landscape Association 

FMC Corp. 

GIE+EXPO 

GMC Truck 

Go iLawn 

Ground Logic 

Horizon 

Hunter Industries 

Irrometer Company Inc. 

John Deere 

K&M Manufacturing 

Kichler Lighting 

Kifco 

Lebanon Turf Products 

Marsan Turf 

MistAway Systems 

www.gravely.com 87 64 

www.armadatech.com 58 40 

www.belgard.biz 35 26 

www.bernedirect.com 59 42 

www.bobcat.com 11 13 

www.cwbrokerage.com 51 33 

www.clclabs.com 73 54 

www.deerprorepellent.com 58 41 

www.digcorp.com 17 19 

www.dosko.com 73 55 

www.ewingirrigation.com 57 39 

www.jobclock.com 13 59 

www.fngla.org 52 35 

www.fmc.com 7,19 11,20 

www.gie-expo.com 75 66 

www.gmc.com 4-5 

www.goilawn.com 21 21 

www.groundlogicinc.com 78 60 

www.horizononline.com 69 49 

www.hunterindustries.com 53 36 

www.irrometer.com 12 15 

www.johndeere.com 9 12 

www.tractorseats.com 74 57 

www.landscapelighting.com 60 43 

www.kifco.com 79 62 

www.lebanonturf.com 25 22 

www.marsanturf.com 63 45 

www.mistaway.com 64 46 

Netafim Irrigation www.netafimusa.com 

Nissan North America www.nissanusa.com 

PBI/Gordon Corp www.pbigordon.com 

PermaGreen Supreme www.permagreen.com 

Pine Hall Brick www.pinehallbrick.com 

Pro Landscape/Drafix www.drafix.com 

Quali-Pro 

Rain Bird 

www.quali-pro.com 

www.rainbird.com 

Real Green Systems www.realgreen.com 

Safari Ads 

SePRO 

Texas Nusery and 
Landscape Association 

The Fountainhead 
Group 

The Hulse Group 

Tree Tech 

TruGreen 

TurfBrands 

Turfco Manufacturing www.turfco.com 

U.S. Lawns 

Vista Professional 
Outdoor Lighting 

www.uslawns.com 

www.vistapro.com 

72 

71 

55 

12 

76 

2 

52 

51 

37 

14 

58 

10 

www.safariAds.com/SA 

www.sepro.com 

www.txnla.org 

www.thefountainheadgroup. 
com 

www.justbizsolutions.com 

www.treetech.net 

www.trugreen.com 

www.turfbrands.com 

36, 37 27, 28 

26, 27, 23,24, 
88 65 

70 50 

73 53 

15, 61* 17, 44 

67 

79 

73 

14 

78 

56 

34 

65 

16 

48 

63 

56 

16 

61 

38 

25 

47 

18 

Weisburger Insurance 

Brokerage www.programbrokerage.com 52 34 

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

Holiday Guide 

Brite Ideas www.briteidea.com S7 31 

Christmas Decor www.christmasdecor.net S3 30 

Christmas Designers Inc. www.christmasdesigners.com S2 29 

Holiday Bright Lights www.holidaybrightlights.com S12 32 
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LEADERSHIP 
LESSONS Leadership Class of 2007 

Interviewed by Brian Horn 

William Neal Reynolds professor 
of entomology at North Carolina 
State University. 

Brandenburg 
Rick 

cause we certainly can. And 
we try to follow the needs 
of the industry. And as the 
industry has asked for more 
and more efficient ways of 
doing business, it's been 
something that we just have 
been encouraged to move in 
that direction. 

If there is a challenging 
part, just like everyone else, 
universities are having a hard 
time financially in finding 
sponsors for that type of re-
search. Even though people 
are interested in it, people 
just don't have extra money 
sitting around to support 
those things. 

It's a challenge for every-
one, including universities, 
just finding the funding to 
do the things you want and 
need to do. 

Have you seen more students 

get into the green industry? 

Not in the last two or three 
years. In fact, our numbers 
are down a little bit, and I 
think people just looked at 
it and they see that a lot of 
opportunities haven't been 
there the last couple of years. 
And students oftentimes, 
there's nothing we can do 
about it, are a little behind 

Read more from Brandenburg, including his 2007 Leadership 
profile, at www.lawnandlandscape.com/leadersiplessons. 

What have you been up to since 

you won the award in 2007? 

Obviously, the fact that 
we've been in this recession 
and virtually every industry's 
been hurting, we've been 
trying to address a lot of 
the issues, looking for more 
cost effective ways of doing 
business. 

From my perspective, that 
has a lot to do with, "Can we 
reduce rates of products we 
use and how well do generic 
products work?" - just a 
lot of issues that deal with 
cutting costs and improving 
efficiencies. Our program's 
been pushed in that direc-
tion to try and help the in-
dustry. ... The pressure to 
move in that direction has 
been a lot higher because of 
the economy. 

Has that been a challenge or a 

smooth transition? 

I don't think it's really been a 
challenge from the perspec-
tive of "Can we do it," be-

the curve because we can't 
always give them good lead-
ership, as far as the areas to 
go into. 

And even though we know 
a lot of industries, including 
the green industry, are going 
to recover and come back 
very strong, we can't forecast 
where or when or what the 
job market is going to look 
like in a few years. 

I think typically, and I 
can't blame anyone, when 
you go to school and you 
want to get degrees and ad-
vanced degrees, you really 
want to make sure there is a 
job out there, and it's hard to 
make promises. 

Students are often reluc-
tant to get into areas where 
they are uncertain and right 
now that's almost every area. 
But our numbers are down 
and I can't say that our num-
bers are down more than any 
other particular area. 

You said in your 2007 profile 

that you leave work at work 

and that makes you a better 

entomologist. Is that still the 

case today? 

I would say the last few years 
have been more challenging 
because I'm just like every-

body else. It's been a 
difficult period and 

0 it takes more hours 
and more energy to 

keep afloat right now, and 
it has taken a lot more work 
the last few years to deliver 
and provide the funding to 
keep my projects going. So, 
it has been a challenge for 
everyone, myself included, 
of keeping everything in 
perceptive. 

What's the best advice you've 

ever received? 

My dad always told me to 
"Be nicer than necessary; 
you don't know what battles 
they are fighting." 

I do remember my dad 
treating others with great re-
spect and always trying to be 
helpful. I remember we sold 
a lot of fruits and vegetables 
on the farm and he would 
always give people 14 ears of 
sweet corn when they bought 
a dozen and so on. 

If people didn't have the 
money to pay, he would tell 
them to pay him when they 
got a chance. I don't know if 
they ever did but he stayed 
with that philosophy. I think 
there is still a place for treat-
ing people with decency, 
respect and kindness. 

My father passed away 
this past February and while 
the work ethic he taught me 
is a valuable component of 
what I do, I think the lessons 
about how to treat others is 
his greatest legacy to me. LAL 

http://www.lawnandlandscape.com/leadersiplessons


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 

An Company Brand AN AMERICAN WORKHORSE SINCE 1916 

http://www.gravely.com


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

/ A lush lawn or colorful garden can also be highly water efficient. Every Rain Bird 

product is a testament to that truth. From water-saving nozzles to sprays with 

pressure-regulating stems to leading-edge Smart Control Technology, Rain Bird 

products make the most of every drop, delivering superior results with less water. 

Keeping the world and your backyard beautiful. That's The Intelligent Use of Water.™ 

Rain^Bird 
www.lawnandlandscape.com/readerservice - #65 

JULY 
SMART 
IRRIGATION 

V M O N T H — 

Learn more about Rain Bird's 
u commitment to water-efficient products 

at www.rainbird.com/iuow 

Preserving beauty while 
conserving water. 

That's intelligent. 

http://www.lawnandlandscape.com/readerservice
http://www.rainbird.com/iuow

