




If, however, you want to fear no grub, then you need MERIT® Insecticide. M E R I T from Bayer 

Corporation has been hard at work since 1994 and is your best bet for protecting turf from grubs. M E R I T gives 

you pre-damage control with the most effective solution from egg-lay through second instar. We're not clowning around. 

Fear no grub, guaranteed, with M E R I T from Bayer. For more information, contact Bayer 

Environmental Science, 95 Chestnut Ridge Road, Montvale, New Jersey 07645. (800) 842-8020. 

Bayer Pro Central, com 
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Trade Tools 
Let the artist in you show through. 
Bobcat job-matched attachments 
for landscaping help you create 
the setting you see in your mind. 
Move trees and shrubs. Place sod. 
Condition soil. Now you can do 
more than ever with the tools 
of your trade. 





BY RON HALL / EDITOR-IN-CHIEF 

Seasonals deserve basic 
dignities, too 

Idon't want to live in the same neighbor-
hood with a house lodging 26 seasonal la-
borers. You probably don't either. 

Authorities removed the men from a 
single house in a Midwestern city this past 
July 31, said newspaper reports there. 
They also removed 90 other Mexican men 

living in seven nearby houses. The 120 men work for a 
landscape company. 
This is reality 
Authorities condemned the houses (seven of the 
houses were reportedly owned by the landscape com-
pany and the eighth was being leased) and ordered the 
workers' employer to fix them up before they would 
allow the workers to return, the newspaper reported. 

A spokesman for the company told the newspaper 
that no more than 20 workers lived in any of the 
houses at one time. His company, he said, had tried to 
make another 12 houses available to the seasonal 
workers, but zoning laws prevented that. 

The company moved its laborers into two- and 
three-bedroom apartments with no more than two 
men to a bedroom. The apartments cost $700 a 
month each. The newspaper article said the workers 
paid the company $30 per week for lodging, and the 
company paid the difference. 
Not so clear-cut 
It would be easy to accuse the landscape company of 
taking advantage of its employees. However, few is-
sues — and particularly this one — are as clear-cut as 
they seem at first. Foreign-bom seasonal workers are 

one of the realities of U.S. industry. Landscape compa-
nies, indeed many segments of the U.S. economy, 
need this source of manpower. 

These workers journey north for one reason — to earn 
money. Most return to their homes in Mexico or else-
where to be with their families at season's end. Their fam-
ilies count on the money they bring with them. 

Company owners greatly depend on these workers, 
and they count on many of them to return each spring. 
Few would risk losing hard-working employees in mid-
season by making conditions intolerable for them. 

Even so, U.S. companies employing these men to 
work eight to 10 hours a day, often six days a week, 
are responsible beyond job and safety training. That in-
cludes providing them with basic health care and also 
with clean lodging in neighborhoods close to grocery 
stores, laundromats and public transportation. 

Nobody expects employers to "baby-sit" these men, 
but it's to everybody's advantage that they instruct 
them about U.S. customs as well. 

Contact Ron at 440/ 
891-2636 or e-mail at 
rhall@advanstar.com 

Hispanic workers, many leaving their 
families for eight months, make the 

journey north for one reason — to earn money. 

mailto:rhall@advanstar.com


Improve safety, too 
Bruce Wilson's "Best Practices" 
article on training (Oct. 2002 
LM) was helpful, especially 
where he pinpoints what 
training should do: improve 
efficiency, improve quality and 
prepare a person for promo-
tion. That gives you a standard 
by which to measure the effi-
cacy of your training. I would, 
however, add "improve 
safety" as that is so often what 
we're training our employees 
to do. 

— Dave Cragoe 
Cragoe Pest Services, Inc. 

Thousand Oaks, CA 

Being first counts 
for nothing 
Your publication definitely 
sets the industry standards, 
and I've enjoyed it for the last 
several years. But I have to re-
spond to Ed Laflamme's arti-
cle, "Response time, not price, 
wins jobs" (August 2002 LM). 
While Laflamme makes some 
good points, his overall 

scheme is dead wrong. I don't 
know about the rest of the 
country, but in our area (Oak-
land County, Ml), being first 
counts for nothing. 

Unfortunately, the only 
item that matters in today's 
economy is price. Unless you're 
working on referrals, price is 
king. If you're first with the 
bid, you have only set the price 
for the next company to un-
dercut it. 

In the past year, we've re-
ally seen changes in our area. 
We used to receive jobs based 
on the fact that we were the 
most professional company 
around. We had office man-
agers that handled the phones, 
the most advanced design pro-
grams, professional bids and 
extensive reference lists. 

We live in an area where 
there's a big market for high-
end residential landscaping 
and there are a lot of rep-
utable companies. Over the 
past year, I've even had some 
excellent companies underbid 
me by 20% to 30%, and it 

seems like the majority of 
clients we've made appoint-
ments with this year all want 
to cut corners. 

I get tired of reading articles 
where everyone thinks they 
have "the system" to getting 
new business. The reality of 
today's economy is, how much 
can I get for the lowest price? 

— Joe Holder, President 
Classic Landscape Design, Inc. 

Rochester Hills, MI 

Attitude determines 
altitude 
After reading Ed Laflamme's 
article on response time, I'm 
glad someone agrees with me. 
I've been beating that drum in 
my community for some time. 

I work for a municipality, 
and I'm often faced with a sit-
uation where the lowest bid 
wins. Well, it's not price that 
determines the best 
vendor/contractor for me in 
most cases. It's attitude that 
determines altitude. Are we 
hungry for the business, hun-
gry enough to be ready to 
work? Hungry enough to 
respond to the mundane 
jobs as fast as we would the 
classy, high-profile, more lu-
crative jobs? 

I don't place bids, but I re-
ceive many. I look for the 
guy who knows what he's 
talking about and pays at-
tention to what I need, even 
if what I said isn't in their 
vernacular. I also look for 
someone who doesn't try to 
baffle me with baloney, who 

gives me options and is ready 
to get busy. 

I'm often under the gun to 
get projects done, and I want 
a contractor who understands 
my priorities. If he doesn't 
show up on time or ready to 
work, he's history! 

— Marsha Doyle, Director 
Parks & Recreation Department 

Lamar, MO 

Don't limit growth 
I enjoyed reading Mike 
Rorie's article on team build-
ing (July 2002 LM), but I only 
agree in part with his asser-
tion that a landscape com-
pany should generate 70% to 
80% of its revenues from its 
core business. 

This is a great idea to help 
focus your company and tar-
get your efforts on your 
strengths, but this focus may 
limit growth and venturing 
into new business develop-
ment. A company that only fo-
cuses on its core may be un-
willing to allocate resources 
into new services or expand 
into new markets. In turn, they 
may never capture market 
share from competitors or in-
crease revenue from services 
outside the core. 

Satisfying your customers 
and exploring the idea of 
adding or eliminating services 
should also be a core business 
practice. 

— Nick A. Fabrizio, Ph.D. 
Fabrizio Company 

Syracuse, NY 





BY RON HALL / EDITOR-IN-CHIEF 

Family first, business second 
ark and Jennifer 
Clark are starting 
their third year as 
owners of Clark 
Landscape Group, 
Inc. They're also 
expecting their 

third child in April. Mark says that 2003 
will be challenging. That goes for the land-
scape business, too. 

Clark Landscape targets its landscape 
management services mostly in Research 
Triangle Park/Chapel Hill, NC, an area 
with an incredible concentration of high-
end commercial, industrial, retail and resi-
dential properties. That region of the state 
has more than its share of excellent land-
scape service providers, too. 

While the demand for landscape ser-
vices, particularly maintenance, remains 
high there, competition for properties is 
starting to get brutal. 

"There's a tremendous amount of price 
pressure in the marketplace," admits Mark. 

People come first 
That's one reason, but not the only one, 
why Clark says he is building his company 
from the bottom up. He's embarked on an 
ambitious program to train his team, eight 
employees plus his wife and himself. "It's 
better for us to grow our people before we 
concentrate on growing sales," Clark says. 

Clark says he learned that lesson after 
working in a variety of landscape-related 
positions. 

He grew up and worked on his family's 
nursery/landscape business in the moun-
tains of North Carolina and helped pay for 
his studies at North Carolina State Univer-
sity (where he met his wife) by working on 
a grounds crew. He followed that with six 

years at Bland Landscape ("one of the best 
contractors in the state") and stints as the 
Southeast sales rep for The Dutch Bulb 
Company and managing a branch for a na-
tional landscape company. 

Time to give it a go 
With that kind of experience, Clark and 
his wife started their own business. Mark 
manages and sells; Jennifer, with her busi-
ness training, handles administration. 

"I'm a conservative person," admits 
Clark. "We run a lean and mean operation 
with minimum overhead. I've seen how 
overhead can kill a business." 

Clark says he's not particularly interested 
in growing into a much larger company. 
Not yet anyway. Profits are what he seeks. 

The biggest challenge to his company? 
"Not letting my mouth override my rear 
end," says Clark — learning to say "no" to 

"We don't want to 
outgrow our personnel, 
and we have to stay on 

top of our numbers." 
— Mark Clark 

work that doesn't fit his company's goals. 
"We cannot be everything to everybody," 
he says. "We don't want to outgrow our 
personnel, and we have to stay on top of 
our numbers." 

What's the most important lesson he's 
learned so far in his varied Green Industry 
career? Actually, there are two, says Clark. 

"Our involvement with the Owners' 
Network and with ALCA has allowed us 
to meet people who share valuable infor-

mation with us," he says. "Everybody 
should taken advantage of resources like 
these. It's like having an informal board 
of directors." 

On a more personal front, he says he's 
determined to spend more time with his 
family. 

"While I was working for other people, 
sometimes my career came before my fam-
ily," he says. "That's not a mistake I want to 
make again." 

— Clark Landscape Group participates in 
The Owners' Network, a program 

created by JP Horizons, Inc. Visit the Web 
site www.ownersl .com or call 

877/574-5267. 

http://www.ownersl




BY DAVE NEWMAN / GUEST COLUMNIST 

If you don't foCUS on sales, you're not 
going to have any lawns to take care of 

or any Customers to service. 

Everyone should be selling 

Start the 2003 lawn care season by involving 
everybody in your operation in sales. This 
includes technicians and the person answer-
ing the telephone. 

No, you don't have to provide every 
employee with a script to memorize or 
drill them on the intricacies of making 

cold calls. But you should begin the process of con-
vincing everyone on your team that their livelihoods 
and careers, including yours, are tied to sales. Get this 
message across now spring production explodes. 

Start by insisting that each employee become fa-
miliar with the features that set your company apart 
from the competition. Every employee must know 
and be able to describe the services your company 
provides — all of them — and how each service 
benefits customers. 
Communicate with customers 
Keep in mind that your field technicians have the most 
contact with your customers, meaning they also have 
the greatest opportunity to boost sales. But too often 
they're so focused on providing service that they run 
away from the extra sales they could be generating by 
recommending improvements or extra services to 
property owners. 

Encourage your technicians to take an extra 30 sec-
onds to go up to a customer's door, ring the bell and 
let the customer know of the service that's been com-
pleted. If nobody's home, have them leave a short, 
friendly note. They can write it on the invoice or on a 
piece of company literature. You'll be surprised how 
much a note like that is appreciated. 

Here are some tips to get the process going: 

IAs the owner, rethink the way you think about 
sales. Share responsibility with the rest of your em-

ployees. They should be aware that their careers are 
dependent upon sales, too. 

2 Educate all of your employees on your company's 
key selling points, such as the experience of your 

staff, your program, your equipment, or your guarantee. 

3Train on rainy days. Do some role playing. Have a 
technician or office person take the role of a cus-

tomer and another the role of a salesperson. Do the 
same thing with a complaint. Have some fun with it. 

4Praise people who have good attitudes and retrain 
or remove those who don't. 

5Keep score. If you have several people out making 
sales, regularly update the results on a big board. 

6Reward winners. Money is a motivator, but there 
are other ways to reward a successful sales effort. 

Competition is a great motivator. 

7 Don't forget the person who answers the tele-
phone at your company. Empower them with in-

formation to turn complaints into something positive 
with statements such as, "It sounds like you have an in-
sect (crabgrass, etc.) problem. We'll have a technician 
come out and take a look." 

Selling is convincing customers that your company 
is better and different than your competition. 

Remember, if you're in the lawn care business, you 
have to be in the sales business, too. If you don't focus 
on sales, you're not going to have any lawns to take 
care of or any customers to service. 
— The author is a regional director with Lawn Doctor, Inc. 
He can be reached at davidnewman@lawndoctor. com 



ProSource One can help plant a big green one on your bottom line. 

We put our money where our mouth is — quality products and 

services. Because, to us, there's nothing sexier than your success. 

Welcome to a Greener World 
PROSOURCE\ 

www. prosourceone. com 

Circle No. 110 



NEWS YOU CAN USE 

D e e r e a c q u i r e s 
T h e T r e e l i o u s e 
ALPHARETTA, GA — John Deere 
Landscapes (www.johndeereland-
scapes.com) purchased all 10 loca-
tions of The Treehouse, a major 
Florida distributor of trees and 
nursery stock. John Deere Land-
scapes now has 40 branches in 
Florida and more than 250 loca-
tions throughout the United States 
and Canada. 

T h e Patt ie G r o u p 
e x p a n d s 
RUSSELL, OH — The Pattie Group's 
35th year in business will see the 
addition of a third location. Long a 
fixture in northeastern Ohio, the 
award-winning company an-
nounced that it's opening a loca-
tion in Avon, OH, to better serve 
Cleveland's growing western sub-
urbs. For more information visit 
www, pattieg rou p. com. 

A q u a s c a p e 
D e s i g n s in retail 
BATAVIA, IL — Aquascape Designs, 
Inc. (www.aquascapedesigns.com) 
purchased Water Creations, Inc., 
Des Moines, IA, which manufac-
tures the NurseryPro line of pond 
equipment sold to consumers 
through retail outlets. 

BASF W e e d G u i d e 
c o m i n g 
Do you or your techs need help in 
identifying weeds? The March 
issue of Landscape Management 
will contain a 24-page guide that 
will help you manage weeds. 

Tragedy and recovery at PNC 
grounds crew members on the 
eve of baseball's opening day. 

B Y R O N H A L L 

SAN ANTONIO, TX — Keep everything in 
perspective. When talented young grounds 
pro Luke Yoder looks back on the 2002 
season, that's the lesson he'll remember. 

Yoder, head groundskeeper for the 
Pittsburgh Pirates at new PNC Park, was 
one of five Major League-level turf pros 
sharing their biggest job challenges this past 
season. Their presentation kicked off the 
14th annual Sports Turf Managers Confer-
ence here, Thursday, Jan. 16. 

Joining Yoder on what turned out to be 
a fascinating question-and-answer session 
were: Eric Hansen, L.A. Dodger Stadium; 
Ross Kurcab, CSFM, Invesco Field at Mile 
High, Denver; Jay Warnick, CSFM, Seatde 
Seahawks; and Mark Clay, SMG, Jack-
sonville Jaguars. 

While some of the challenges were pre-
dictable to anyone who manages turf grass 
fields — battling unfavorable weather, field 
overuse, difficulty transitioning ryegrass 
from bermudagrass — the audience of 600 
men and women learned of a tragedy be-
yond the scope of most of their experiences. 
That was the tragic death of two popular 

Tragedy strikes 
The tragedy happened in Pitts-
burgh, literally in the shadow of 
the city's beautiful new PNC. 
The driver of an SUV ran a red 
light and struck a vehicle killing 
two of Yoder's crew members as 
they were coming to work the 
day before the Pirates opened 
the 2002 season. 

"Suddenly, something that 
was so important five minutes 
earlier took a backseat," said 
Yoder. "It caused all of us to look 

at things a little differently — like doing the 
best that we could do on our jobs without 
taking our jobs home with us every night." 

The Pirates grounds crew dedicated the 
2002 season to their popular coworkers. 
And, as it turned out, it was a season that 
required an incredible amount of coopera-
tion among crew members, a union group 
that Yoder inherited with the opening of 
PNC in April 2001. 

While Yoder admitted he was appre-
hensive about managing a Teamster union 
crew (he and his two assistants are the 
three youngest members of the grounds 
team), his uncertainty turned to respect. 
He said the grounds crew, many of whom 
had been on the job for 10 years or more, 
embraced the responsibilities associated 
with maintaining the new sand-based 
baseball field. 

It was a good thing they did, said 
Yoder. The unseasonably cold and wet 
spring played havoc with the first quarter 
of the season, causing the Pirates to suffer 
22 home rain delays and his crew to tarp 
the field on 67 different occasions during 
the season. 

http://www.aquascapedesigns.com






Cut back callbacks with the 
proven power of Roundup PRO®. 
You can't afford herbicides that let you 

down. That's why you get to the root 

of your weed problems 

with Roundup PRO herbicide, 

the herbicide trusted and used 

by 9 out of 10 landscape 

professionals like you. 

Only Roundup PRO has 

the patented power of 

PROformance technology. Its 

proven performance goes right 

to the root to deliver powerful 

results the first t ime...with no 

regrowth. So you get fewer 

callbacks. Plus it comes with a one-hour 
rainfast warranty. No wonder it's the most 

trusted choice of landscape managers since 

its introduction in 1996. 

Trust Roundup PRO. Talk to your dealer 

today, call I-8OO-ROUNDUP or visit 

www.monsanto.com/ito. 

Herbicide The Brand You Trust 

http://www.monsanto.com/ito




NY group builds united front 
BY RON H A L L 

The New York Alliance for En-
vironmental Concerns 
(NYAFEC) is a new organiza-
tion representing the Green In-
dustry in the ongoing legislative 
and regulatory tug-of-war for 
reasonable pesticide laws in the 
Empire State. 

NYAFEC is gearing up to 
respond to activist pressure on 
lawmakers to outlaw or se-
verely restrict pesticide use for 
"aesthetic" reasons. New York's 
anti-pesticide groups, not satis-
fied with the compromise 48-
hour notification law approved 

in 2000, are also lobbying to 
allow municipalities to write 
their own pesticide legislation, 
an echo of what is happening 
in Canada's Quebec Province. 

With a $2 billion '03 budget 
shortfall and a $10 billion 
deficit in '04, it's not clear how 
much attention lawmakers will 
pay to pesticide legislation. If 
past sessions are an indication, 
pesticide laws will be on the 
agenda. The 2002 session saw 
NY lawmakers look at 80 pesti-
cide-related pieces of legisla-
tion, says NYAFEC Treasurer 
Mike Maffei, a golf course su-
perintendent in Brewster, NY. 

As NYAFEC keeps 
one eye on Albany, it 
works with the state's 
62 counties in re-
sponse to the 2000 law 
aimed primarily at the lawn ap-
plication industry. That law al-
lows each county to decide if 
they want to enact 48-hour 
neighbor notification; six have. 

"We're still very active, pri-
marily in the upstate counties, 
to stop neighbor notification. 
The battle has pretty much 
shifted to the individual coun-
ties," says Larry Wilson, Direc-
tor of NYAFEC. Wilson, who 
owns and operates Lawrence 
Landscape Design, Yonkers, 
says that Responsible Industry 

for a Sound Environ-
ment (RISE) is help-
ing to track the issue 
through its "County 
Watch" program. 

Some of the organizations 
supporting NYAFEC, says Wil-
son, include the New York 
State Turfgrass Association, the 
New York State Nursery & 
Landscape Association, the 
Metropolitan Golf Course Su-
perintendents Association, the 
Brooklyn Landscape Garden-
ers, the New York State Turf 
and Landscape Association, 
and others. 

To learn more about 
NYAFEC, e-mail nyafec® 
optonline.net. 

Larry Wilson 

Professional members of the 
American Society of Irrigation 
Consultants have passed 
an extensive peer review and 
qualification process. 

Working with an ASIC member gives 
you the confidence that a highly-
qualified irrigation consultant is on 
the job, helping to protect your 
interests and your investment. 

Contact ASIC to find a consultant near you. 

American Society of 
Irrigation Consultants 
221 NORTH LASALLE ST 

CHICAGO. IL 60601 

312.372.7090 

FAX: 312.372.6160 

WWW.ASIC.ORG 

http://WWW.ASIC.ORG


industry almanac 
STMA honors best fields 
SAN ANTONIO, TX — The 
Sports Turf Managers Associa-
tion honored its "Best Field" 
winners for 2002 at its annual 
conference here in mid-Janu-
ary. They were: 

• College/University Baseball 
Field of the Year: Raymond H. 
"Hap" Spuhler Field — George 
Mason University, Fairfax, VA; 
Michael W. Sullenberger, 
Sports Turf Manager 

• High School/Parks Baseball 
Field of the Year: Eagle Park — 
Arlington Baptist School, Balti-
more, MD; Andrew Gossel, 
Head/Athletic Field Mainte-

nance, Boys' A.D., P.E. 
Teacher 

• Professional Baseball Field 
of the Year: Slugger Field — 
Home of the Louisville 
(KY) Bats; Thomas R. 
Nielsen, Head Sports Turf 
Manager 

• High School/Parks Softball 
Field of the Year: C. Moore Field 
— Putnam City West High 
School, Oklahoma City, OK; 
Rick Newville, Coach 

• College/University Softball 
Field of the Year: Pioneer Field 
— Texas Woman's University, 

Denton, TX; Robert Trevino, 
Landscape Supervisor 

• College/University Soccer 
Field of the Year: Reeves Field — 
American University, Washing-
ton, DC; Nick Gammill, 
CSFM, Sports Turf Manager 

Tom Nielsen's Slugger 
Field, Louisville, KY, is 
tops in the pros. 

• Parks/High School Soccer 
Field of the Year: Danny 
Cunniff Park — Park Dis-
trict of Highland Park, IL; 
Ted Baker, CSFM, Superin-
tendent of Parks 

• College/University Foot-
ball Field of the Year: Folsom 
Field — University of Col-
orado/Boulder; Jason 
DePaepe, Athletic Field 

Manager 

• High School/Parks Football 
Field of the Year: Chapman 
Field — Cumberland Valley 
School District, Mechanics-
burg, PA; James L. Koontz, 
Grounds Supervisor 



Leadership Jam tour kicks off with a 'whoop!' 
BY J A S O N S T A H L 

ST. AUGUSTINE, FL — Everyone heard it, 

but only about 35 people knew what it 

was. A loud noise that shook the World 

Golf Village Renaissance Resort on the 

morning of Jan. 28, 2003. 

It was first heard at around 5:30 a.m., 

when the CAT scan crowd rolled out of 

bed for their pre-dawn jog. Then, it was 

heard again about an hour later. A loud 

"Whoop! Whoop!" 

Was it a flock of some exotic birds that 

had somehow found their way into the 

hotel? The front desk staff must have been 

scratching their heads. But everyone at-

tending the Leadership Jam knew what it 

was.. .because they had caused it. 

Just as Jim Paluch had instructed the 

day before, the Leadership Jam attendees 

woke up, tugged their ear lobe and 

shouted, "Whoop! Whoop!" 

It was the ultimate compliment to the 

leader himself, who was on the first leg of 

the Leadership Jam tour presented by the 

Associated Landscape Contractors of 

America, sponsored by Husqvarna, cre-

ated by JP Horizons, and supported by 

Landscape Management. The whooping 

will continue in 2003 in Oakland (Feb. 

10-11), Dallas (Feb. 28-March 1), Indi-

anapolis (March 3-4), and Providence 

(March 7-8). 

Attendees spent 

two high energy 

days watching in-

spirational and 

sometimes hilarious 

movie clips, setting 

goals, developing per-

sonal mission state-

ments and under-

standing what 

"builders" and "de-

stroyers" are. At-

tendees of the 

Leadership Jam also acting out skits show-

ing how to overcome challenges and take 

advantage of opportunities for leadership 

with customers, employees and finances. 

They were also treated to top-notch talks 

by Bob Coulter, Jud Griggs, Kevin Van 

Dyke of Skinner Nurseries and Brian Gard-

ner of Husqvarna. 

1 - 8 0 0 6 3 5 - 8 4 8 5 • www.c l i p . com 
Green Industry, Chemical Applicators, Snow Removal, Pavement Maintenance/Sweeping, Furniture Delivery, 

Property Management Systems, Pool Maintenance • Call for additional market applications. A 
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statistics 
INDUSTRY TRENDS BY THE NUMBERS 

HOUSING PERMITS AUTHORIZED* 

Period United 
States 

Northeast Midwest South West 

Dec. 2001 1,702 170 369 767 396 

Dec. 2002 1,880 173 405 851 451 

% Change 10.5% 1.8% 9.8% 11.0% 13.9% 

* thousands of units per year 

SOURCE: U.S. CENSUS BUREAU & U.S. DEPT. OF HOUSING & URBAN DEVELOPMENT 
NFL'S WORST FIELDS '02 

Veterans Stadium, Philadelphia Eagles, artificial 

Giants Stadium, New York Giants/Jets, grass 

Paul Brown Stadium, Cincinnati Bengals, grass 

SOURCE: NFL PLAYERS ASSN. SURVEY OF 1,280 NFL PLAYERS 

UNIT SHIPMENTS MODEL YEAR BASIS 
(SEPT.-AUG.) 

Forecast 

2003 2004 

Walk-behind powered mowers 5,962,980 5,879,525 

Percent change 2.1% -1.4% 

Rear engine riding mowers 86,801 74,625 

Percent change -18.5% -14.0% 

Front engine lawn tractors 1,398,939 1,399,529 

Percent change 4.1% 0.0% 

Riding garden tractors 166,930 163,543 

Percent change 8.9% -2.0% 

All riding units 1,652,670 1,637,697 

Percent change 3.1% -0.9% 

Tillers 436,483 393,518 

Percent change 10.9% -9.8% 

Commercial intermediate walkers 42,941 43,630 

Percent change 2.6% 1.6% 

Commercial riding mowers 122,303 125,551 

Percent change 4.3% 2.7% 

SOURCE: OUTDOOR POWER EQUIPMENT INSTITUTE 



With all due respect to our bean-counting friends, Shindaiwa builds 

trimmers with one purpose in mind: to cut the toughest grass and weeds. 

Cut corners? We leave that to everybody else. 

Sure, we could skimp on materials and sell our trimmers for less. But 

that's not how a Shindaiwa gets to be, well, a Shindaiwa. 

For example, our cylinders are plated with chrome, not soft nickel like 

some of our competitors. We use a solid steel main shaft instead of a 

flexible cable. And when we say our carburetor is all-position, we mean 

all position. Better yet, all this engineering comes with the best power-to 

weight ratio in its class. 

It all adds up to power, dura-

bility and performance you can 

take to the bank. To find out more, 

contact your nearest Shindaiwa 

dealer, visit www.shindaiwa.com or 

call us at 800-521-7733. 
Circle No. 130 

B U Y A S H I N D A I W A 

C O M M E R C I A L - G R A D E 

G R A S S T R I M M E R OR 

B R U S H C U T T E R B E F O R E 

M A R C H 3 1 S T AND G E T A 

S P 2 1 0 S P R A Y E R F R E E ! 

A S40 value. See your participating dealer for details. 

One piece Interlocked 
electronic throttle 
ignition control 

Full 
anti vibration 
system 

One piece 
solid-steel 
main shaft 

True all Large diameter Aircraft grade Heavy duty 
position centrifugal a luminum gearcase with 
carburetor clutch outer tube helical gears 

http://www.shindaiwa.com


any entrepreneurs think they 
have to grow the sales of 
their company to be success-
ful. I've fallen into that trap 
as well. We entrepreneurs 

conclude that if we grow the gross sales 
of the company, we'll automatically 

make more money. 
I've worked with companies 

that gross $600,000 a year that 
make more money than other 
companies grossing millions. 
There's an expression you may 
have heard about business that 
goes like this: "Don't tell me 
how much you're grossing, tell 
me how much you're keeping." 
And that is the challenge most 
entrepreneurs face. 

There's nothing wrong with 
growing the sales of your firm — 

just make sure it's the right type of 
growth at the right time, done the 

right way. 

Too quick, too soon? 
In my experience, many companies grow 
too quickly. They grow just to grow, and 
the entire company is stretched to levels 
that tax the people, the systems and the fi-
nances. The worst thing that happens is 



that the company can't deliver on 

service promises, and clients be-

come upset and end up going with 

another contractor. Not only do 

those clients quit doing business 

with these companies, they tell all 

their friends, neighbors, family and 

anyone else who will listen how 

bad their experience was. This isn't 

good for business. 

The best way to grow a com-

pany is one happy client at a time. 

It's human nature for people to tell 

others about the great job a com-

pany did for them. So, in my opin-

ion, if you have the customer satisfaction 

systems in place and your finances prove 

that if you grow you'll make more money, 

then let's grow! If this is the case for you, 

here are three things you can do to grow 

your company: 

• Expand your services. If you're a in-

stallation contractor and you're not offer-

ing maintenance services to your client 

base, you have a huge opportunity to 

grow by just offering those services to 

your existing client base. Jack Welch, the 

former CEO of General Electric, made 

that company (and himself) a fortune by 

getting it in the service and maintenance 

business. Your clients who bought your 

landscaping services can easily be sold on 

maintenance services to "protect their in-

vestment" or to "keep their investment 

looking its best." Your clients bought once 

from you, they trust you, and in most 

cases are more than willing to let you care 

for what you installed. 

The other advantage to offering mainte-

nance services is the fact that every time 

your crew shows up at their place, it's eas-

ier for clients to remember and think of 

you in a time of need. Who do you think 

they'll call if they want some new trees 

next spring? They'll most likely call you 

because you're their landscapes If you 

Three ways to grow 
1 Expand your services. Offer maintenance 

services if you don't already, but remember: 
before you add any service, commit to being able 
to perform the service at a high level. 

Expand locations. It's risky, and don't do it 
until you have at least 15% market share in 

your current territory. 
2: 
your 

1 

J l 
Buy another company. Only for seasoned en-
trepreneurs who have a good handle on 

their finances. 

don't offer maintenance, you're giving your 

competition a foot in the door of your cus-

tomers. Savvy businesspeople know how 

to convert small maintenance accounts into 

bigger and better things. 

By offering maintenance services you 

increase the value of your company and 

make it more marketable to others 

should you decide to sell the firm. Why? 

Each of those maintenance accounts is 

like an annuity. You show up, do a good 

job, send a bill and renew the contract 

each year — continuing revenue, the 

best kind. 

Accounting firms sell for much higher 

prices than legal firms. Why? Because of 

the nature of the work and its reoccurring 

activity. You may not see your accountant 

once a month or quarter, but certainly reg-

ularly. We only see attorneys when we 

need them. Hence, accounting firms' rev-

enue is much more predictable. 

There are many other services you 

can add to your list as well, such as 

nightiighting, water gardens, pavers, sea-

sonal color, holiday decorating and ex-

pert pruning. Keep in mind, though, that 

you need to be able to perform those ser-

vices at a level that will impress your 

clients. Always look for ways to be the 

best you can be. Service and quality sell, 

and both are remembered long 

after the price is forgotten. 

• Expand locations. Many ma-

ture companies have squeezed their 

market dry, have a hefty market 

share and look to other cities to 

grow. This is a risky way to grow 

and not one that's recommended 

for small business owners. Few busi-

nesses under $5 million in revenue 

can justify starting up another loca-

tion. You know how hard it is to get 

everybody in one office on the same 

page — now try two. 

Some people have an urge to get 

another location because it's a romantic 

and exciting thought to have your name up 

in lights in another town. But are you re-

ally ready for that? You need to find out 

what the market for your services is in the 

town you're currently in and not even 

think about opening another location until 

Don't tell me how 
much you're grossing. 

Tell me how much 
you're keeping. 

you have at least 15% of the market share 

in your location. Many small business own-

ers open another location only to close it a 

short time later. 

Be careful if you're thinking about 

growing your company by opening up an-

other location. Your accountant and board 

of advisors should be a big part of a plan 

like this. 

• Buy another company. This is a 

growth strategy that has become pop-

ular, but I'm somewhat indifferent to 

it. I believe it's a good growth strategy 

for seasoned entrepreneurs who have a 



You need for growth 
B Y R O N H A L L / 
E D I T O R - I N - C H I E F 

Cash. Moolah. Dough. If your goal is 
to grow your company's revenues 
significantly, you will probably need 
more of it than you realize. How 
much? That depends upon how 
much you plan to grow. The opera-
tive word here is "plan." 

Increasingly, landscape and lawn 
care company owners realize that 
they can increase their chances of 
achieving long-term success — includ-
ing significant growth if that's what 
they want — by mapping out long-
term goals through strategic plan-
ning. The topic of strategic planning 
is beyond the scope of this article; the 
point is that you should have a plan 
to grow. 

"Sometimes growth just 
happens because your mar-
ket sort of forces it to hap-
pen," said Charlie Bowers, 
Garden Gate Landscaping, 
Inc., at the Associated Land-
scape Contractors of Amer-
ica Conference this past No-
vember. "There is plenty of 
business out there, and a lot of time 
you don't pay enough attention to 
your people, to your cash flow or 
your budgeting. You discover that 
you've doubled your business but 
you're not making any money." 

In other words, planned growth is 
better for your company's bottom 
line than growth that . . .well, just 
sort of happens. Even before you 
start planning, however, it's a good 
idea to ask yourself these questions: 

Charlie Bowers 

• Do I really have a passion to grow 
my company? 

• As the owner, do I have the man-
agement skills or training to drive a 
larger operation? 

• If I don't, can I acquire them? 

• Will I be able to relinquish some 
control of the business to others? 

• Is my company's basic structure 
sound enough to allow growth? 

• Are my company's estimating, 
scheduling and production systems 
accurate, efficient and duplicable? 

• Do we have systems in place to 
track and score our efforts? 

• Can we attract and train the extra 
management and staff that a larger 
operation will need? 

• Does our market area 
offer enough service oppor-
tunities to absorb our 
growth goals? 

Finally, the question that 
many owners overlook that 
ultimately becomes the 
biggest challenge and threat 
to their growth plans: 

• Do I have (or can I acquire) the cash 
to fuel the extra business that I want 
to attract? 

While a company owner might 
rely upon his/her firm's current cash 
flow to fund growth, that's a gamble. 

"If you don't have the cash, it's 
going to very tough to grow because 
you are always looking for the next 
piece of change to come in the door 
to meet payroll, buy the extra truck 
or build the extra crew," said Bowers. 

complete and thorough handle on 
their finances. 

Lawn care companies and maintenance 
companies have done well by acquiring 
other companies. A few landscaping compa-
nies have done well by acquiring other land-
scaping companies. In any situation where 
you're considering buying another company, 
make certain some good people are coming 
along in the deal. We can buy trucks, com-
puters, buildings or equipment, but we can't 
buy people. Good, strong human talent is 
the key to any successful business. 

For those of you who are considering 
growing this way, be sure you hire an ac-
counting firm and a law firm that have ex-
perience buying Green Industry companies. 
Also, talk to others who have done what 
you're trying to do. There are many mis-
takes others have made you can learn from. 

Before you acquire another company, 
consider spending the money you were 
going to spend on an acquisition on mar-
keting and on systems at your own com-
pany. Chances are if you spent that money 
on improving your own company, you 
might be able to attract more business than 
if you bought someone else. 

Get a business plan 
If you're planning on growing your com-
pany, get a business plan. The sad but true 
tale is that most entrepreneurs spend more 
time planning their vacations than they 
spend planning their businesses and where 
they want the business to go. Don't let that 
be you. Planning can and will make a dif-
ference in the success of your business. Pie 
in the sky talk is just that — talk. When 
you write things down, they become real 
and you're able to see the holes in your 
logic, and then act upon them. 

Let me offer an example. I was working 
with a landscaper in New York last year. It 
was a nice company with sales of 
$500,000. The owners, a young and ag-



Good, strong 
human talent is key 

to growing a 
successful company. 

gressive h u s b a n d and wife team, wanted to 
grow the business to $ 1 million the next 
year. They had 10 employees and six 
trucks. I pointed out to them that to go to 
$1 million, they would need 11 or 12 
trucks and 20 employees. They followed 
my logic and seemed a little less enthusias-
tic about growing. 

They really became worried when I told 
them they would need one of those new 
employees to be a salesperson and asked 
them if they thought they could keep their 
quality and service at its current high level. 
They soon realized that their "pie in the 
sky" plan was a bad one. We adjusted their 
growth projections to $620,000, or a 20% 
growth plan, and then sat down and did a 
plan to make that work. They ended up 
hitting $640,000 and improving their prof-
itability by 1.5% ove the prior year. Plus, 
they had fun and kept their clients happy 
— the latter being the best barometer of a 
successful company. The old adage "fail to 
plan, plan to fail" is one of the more factual 
statements you'll hear. 

Exceed clients' expectations 
Growth is not a bad thing. It's good — as 
long as it's the right kind of growth, done 
the right way, at the right time. Don't for-
get: the best way to grow a company is by 
working hard to exceed the expectations 
your clients have for you and then asking 
them if they know other people who could 
use your services. 
— Marty Grunder is the founder and pres-

ident of Grunder Landscaping Co., a na-

tional award-winning company in Dayton, 
OH, with annual sales of more than $2.4 

million. He is also founder of The Winner's 
Circle, a consulting company offering expert 

help in management, marketing and 
motivation. Contact Marty by calling 

937/847-9944 or visiting 
www.grunderswinnerscirde.com. 

Circle 113 

Presenting The New Line of Gravely 
Intermediate Zero-Tiirn Mowers 

Zero in on your lawn with the NEW line of Gravely inter-
mediate zero turn mowers. Every feature is engineered 
with the user in mind—from the short frame designed to 
fit easily on a trailer, to the deluxe adjustable-suspension 
seat, maintenance-free Gravely® XL spindles", exclusive 
hydraulic deck height adjustment and affordable rollover 
protection system. 

Try out the agility, performance and comfort in a new 
compact design. Gravely® Zero-Turn mowers are built to 
keep you cutting. 

For more information on becoming a Gravely dealer call 
1-800-472-8359 or visit www.gravely.com today. 

http://www.grunderswinnerscirde.com
http://www.gravely.com


training 
strategies 

As most landscape profes-
sionals know, hiring for-
eign-bom laborers is 
often crucial to a com-
pany's ability to grow, or 
even just survive. 

Landscape compa-
nies, especially larger ones, frequently hire 
foreign-bom laborers for seasonal mainte-
nance work. They mow, trim, edge, prune 
and blow debris from walkways and roads. 
Many help to install or build landscapes, 
some being skilled at stoneworking or in-
stalling patios or pavers. 

While most foreign laborers working for 

U.S. landscapers hail from Mexico or some 
other Latin American country, an increas-
ing number are coming from parts of 
Africa and Eastern Europe. 

Comfort and communication 
"We have hired Hispanic laborers for 
many years," says Bob Taylor, regional 
manager for The Brickman Group, Lang-
home, PA. "We have an infrastructure in 
place for managing them. Communica-
tion is the biggest hurdle you run into 
when working with foreign nationals, and 
Brickman has people on staff with fluency 
in Spanish." 

R e s p e c t a n d f a i r 
t r e a t m e n t is key to 
g e t t i n g the m o s t 
out off i n t e r n a t i o n a l 
e m p l o y e e s 

B Y D. D O U G L A S G R A H A M 

The Brickman Group strives to make 
foreign workers feel welcome, and staffers 
are trained to facilitate that goal. 

"We do as much as possible to make 
our foreign workers feel comfortable," Tay-
lor says. "Our training program is bilingual, 
and Spanish-speaking staff members work 
closely with the workers at every opportu-
nity. We encourage our foreign workers to 
take classes in English, and, in the case of 
promising employees, sometimes pay the 
tuition ourselves." 

Informal training plays a part, too, Tay-
lor says. Outdoor events like barbecues are 
tied to general branch meetings, where 
everyone gets to know each other a little 
better. "The idea is to keep the lines of 
communication wide open," he says. "We 
make a point of talking with all of our em-
ployees, and we want them to talk with us." 

A paperwork nightmare 
There are two sets of laws for working with 
foreign-bom employees. The first is a set of 
legal guidelines known as H2-B. The sec-
ond is the unwritten law code a landscaper 
or any other employer should follow to 
keep his overseas employees as happy and 
productive as possible. 

H2-B is a government program that 
stipulates the laws governing the hiring and 
maintenance of foreign workers. It states 
that a total of 66,000 foreign-bom workers 
can be legally imported annually. The 
workers are hired on a "seasonal" basis, and 
must return to their country of origin after 

continued on page 32 





continued from page 30 

nine months. Minimum compensation, 
which is set by H2-B, tends to be at least a 
dollar more per hour than minimum wage. 
Depending on the region, most landscapers 
pay their H2-B employees roughly $7.50 
to $8.50 per hour. 

Some landscapers complain about H2-
B because, like most government pro-
grams, it can be a paperwork nightmare. A 
great deal of time, effort and irritation 
must often be invested to get foreign work-
ers into this country and back home again. 

Rather than muddle through this ordeal 
themselves, many companies contract with 
agencies to go through it for them. The 
same agencies often recruit foreign workers 
and connect them with U.S. employers. 

Looking after their needs 
But dealing with H2-B is probably the 
easy part. Overcoming cultural and lin-
guistic barriers can often be 
more difficult to handle if one 
isn't properly equipped. 

Many overseas workers have 
no fluency in English, and, apart 
from the superficial indoctrina-
tion they receive from their own 
popular media, are unfamiliar 
with American culture. Land- D i a n n a L o9a n 

scapers who work regularly with 
foreign nationals understand this and take 
steps to cushion the impact of culture 
shock, some of which is inevitable even for 
workers on their second or third U.S. stint. 

Like The Brickman Group, Munie 
Outdoor Services, Caseyville, IL, regularly 
imports foreign workers through H2-B, 
and has an infrastructure in place for man-
aging them and looking after their needs. 

According to Human Resources Man-
ager Dianna Logan, the company works 
with a recruiter in Mexico and an Ameri-
can company paid to do the legal and pa-
perwork legwork on Munie's behalf. Once 

the workers are hired, they live in an apart-
ment owned by the company and charged 
a nominal fee for its upkeep. Transporta-
tion is provided to and from the complex, 
and workers are offered 45 to 50 hours per 
week with overtime when appropriate. 

"We train our workers thoroughly using 
bilingual personnel and video instruction," 
Logan says. "We also orient our American 
employees about working with Hispanics. 
That's a big part of the process. You have to 

make sure everyone gets along to-
gether, and to do that they have 
to know one another as individu-
als and culturally. 

"Last year we brought in 50 
workers through H2-B," adds 
Logan. "Some worked in our 
construction department, which 
builds golf and sports fields. 
Others did maintenance work 

on golf courses, or at businesses where we 
have contracts. We also use several of the 
H2-B workers for staffing needs of our gov-
ernment contracts." 

Assume nothing 
It's vital that an apartment be put in order 
before the arrival of the workers. Basic fur-
nishings should be supplied along with 
food, which will vary depending on the oc-
cupants' nationality. 

It's also important to orient new em-
ployees to the apartment's amenities. A few 
workers may have grown up in primitive 

conditions where plumbing and electricity 
were not available. A flushing toilet may be 
a novelty to some, so all should be shown 
how this miraculous device functions. 

Check on your tenants at least once a 
week, and inspect the real estate regularly 
and thoroughly. Confusions, problems, even 
disasters may develop if you don't, and this 
need not apply exclusively to appliances. 

"We had some Afrikaners working here 
this summer," says Jim McCaskey, vice 
president of The Pattie Group, a high-end 
residential design/build landscape firm in 
Novelty, OH. "Parts of South Africa are 
just like the States, so these kids didn't 
have that much trouble adjusting. They 
were thrown by the tax system, though. 
South Africans pay less income tax than 
we do, and the boys got a little sticker-
shocked when they saw how much loot 
was being siphoned out of their checks." 

Know their culture 
Some employers take their new foreign-
bom employees to dinner at least once 
during their stay to help them feel safe and 
comfortable. Doing a little research on 
their culture is a good idea as well. 

If your workers are from Mexico, find 
out where the Hispanic community is in 
your area, i.e. where the Spanish-speaking 
churches are, where Spanish-language 
newspapers can be bought, and where the 
restaurants are that cater to people from 

continued on page 34 
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Latin America. Anything you can do to 
make the cultural transition easier for your 
employees they will much appreciate, and 

that appreciation will be reflected in the 
quality of their work. 

The bottom line is that the relation-
ship between employee and employer 

The thing practically crawls up walls. 
This may very well be the most ver-
satile tractor line on the globe. To be 
versatile, you've got to do two things 
first: be agile and be userfriendly. 
Lots of old guard tractors are so big 
and clunky that they're hard to 
maneuver. Yes, they're durable, but 
difficult. Options can cost you. 

Carraro tractors offer a unique 
array of ergonomic and operational 
functions built in, and are engineered 
for simplicity, comfort and increased 
return on investment. 

A patented system called 'Actio' 
in all Carraro tractors lets the chassis 
articulate to all terrain types and each 
wheel independently grips the ground 
for superior balance and stability. 
The center of gravity is so low that it 

virtually hugs the turf. Each wheel 
being the same size means you get 
equal ground pressure on all 4 wheels, 
all the time. 

Other neat features include a 
completely reversible seat and control 
system that changes direction in sec-
onds, loads of attachments that mount 
front, back and even on top, as well as 
powerful, yet fuel minimizing, engines 
that help keep operations costs down. 

Recently, Carraro was honored in 
the 'Best of Specialized' category in 
the international Tractor of the Year 
competition. So you know quality and 
engineering are high priorities at 
Carraro as well as value pricing. 

Call us for our free video and 
more details. 

Welcome, friends 
Welcome your foreign labor like 
they're friends, and treat them with 
the respect you'd show to your own 
family. They'll respect you back if you: 

• Recognize and respect their 
cultural traditions. 

Keep them busy and give 
them lots of overtime. 

Make them feel like family. 
• Involve them in company 
parties, meetings, etc. 
• Give them opportunities to 
advance in their job. 

should be characterized by courtesy and 
respect. Foreign workers are no different 
than anyone else in this respect. Treat 
them right, and they will almost always 
return the favor. 

"About 90% of the people who come 
here via H2-B are Hispanic," says Bob 
Wingfield of Amigos Labor Solutions, Inc., 
a private agency working on behalf of 
American companies in need of seasonal 
foreign help, home-based in Dallas. "When 
workers come to this country from Mex-
ico, their sole ambition is to work, and they 
do that very well. This is the reason com-
panies hire them in the first place. They 
know Hispanic workers will give them 
more than their money's worth. 

"Some companies, a very few thank-
fully, don't treat their foreign help very 
well, and that is the cardinal sin when deal-
ing with them," Wingfield adds. "A Mexi-
can worker will be no more inclined to take 
abuse than anyone else. One day he'll just 
up and leave. Another mistake that compa-
nies make is not working their workers 
enough. These guys will work 50 to 60 
hours a week if you let them. They have a 
real work ethic, and most really don't want 
to do anything else but work when they're 
here. Give them plenty to do, it's what 
they want, but you should pay them the 
overtime they deserve, too. " lm 

— The author is a freelance writer 
based in Manchester, MO. He can be 

reached at 636/527-0458. 



The Blenders Choice 
Why do more blenders of quality 

fertilizers choose Nitroform® or Nutralene® 
as their premier nitrogen source? 



Seed ...finally! 
Think of establishing 

bermudagrass on a com-
mercial property or re-
pairing a bermudagrass 
sports field and the ques-
tion typically asked is, 
"Sod or sprigs?" Now 

there's a third option — seed. 
The latest generation of 

high-quality bermuda-
grasses established from 
seed possesses many of 
the qualities once only 
seen in vegetative varieties 
— finer leaf texture, high 
density, dark green color, 
improved cold or drought tol-
erance, to name a few. (To review 
varieties and their performance in the 
1997-2001 national bermudagrass trials 
visit the Web site www.ntep.org). 

To date, however, few landscapers, pro-
fessional lawn care providers or grounds 
managers have embraced bermudagrass es-
tablished from seed, mostly because they're 
unfamiliar with it. That will change. 

"It's been a push to get people to use 
them," says Dr. Charlie Rodgers, Research 
Director for Seeds West, Inc., Maricopa, 
AZ. This is due in part to limited seed pro-
duction and availability, he says. Seed pro-
ducers, however, are rapidly ramping up 
research efforts and production in anticipa-
tion of growing demand. 

"I think that we've just barely scratched 
the surface with seeded bermudas," says 
Dr. Leah Brillman, Rearch Director for 

Advances in turfgrass breeding 
provide an option beyond sod or sprigs 
for establishing bermudagrass 

Seed Research of Oregon, Halsey, OR. "As 
more people use them, that will provide 
more incentive for companies like ours to 
work on them and improve them." 

A big improvement 
Seeded bermudagrass itself is not new, not 
the type referred to as "common" or "Ari-
zona common." Grown in the arid South-
west, it's been available for the past 80 
years or so. It's generally used for purposes 
such as erosion control or forage. 

The "improved" varieties have re-

sulted from breeding work carried out 
mostly within just the past 15 years. 
Seed marketers realize they fill a valu-
able niche in the commercial turfgrass 
market. Almost every major seed com-
pany now promotes at least one variety 
of seeded bermuda. 

Bermudagrass as a species is the most 
widely used warm-season turfgrass in the 
world. There are good reasons for its popu-
larity, says Dr. Wayne Hanna, research ge-
neticist with the USDA Agricultural Re-

continued on page 38 
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continued from page 36 

search Station, Tifton, GA. He points out 
that bermudagrass: 

• is relatively easy to establish, 
• grows quickly, 
• is hardy, 
• tolerates traffic, 
• and survives in a broad range of 
environmental conditions. 
Hanna, in fact, has developed several 

successful varieties that must be estab-
lished by sod or sprigs, including the pop-
ular variety TifSport. In a species that pos-
sesses incredible genetic diversity, these 
varieties are sterile. There's an advantage 
to that, says Hanna. "Every plant out there 
is identical. The turf is very uniform and 
its weed potential due to seed production 
is lessened." 

You can store seed and 
keep some on hand 

to make repairs. 
— Melodee Fraser, 

Turf-Seed, Inc. 

Indeed, the work done in the 1950s by 
the late Dr. Glenn Burton in Tifton, GA, 
in developing stable, vegetatively propa-
gated bermudagrass turfs continues under 
Hanna. It has been of immeasurable value 
to the warm-season turfgrass industry. 

User-friendly product 
The seeded bermudagrasses have their ad-
vantages, too, including convenience. 

"A landscaper or sports field manager 
can store seed, and they can also have seed 
on hand to make repairs as they need to 
make them," says Dr. Melodee Fraser, who 
heads the warm-season turfgrass breeding 
effort in Roleville, N C for Turf-Seed, Inc. 

Besides being easier to handle than sod 
or sprigs, it requires less ground prepara-
tion than, say, sprigging or sodding, partic-
ularly in turf renovation projects. 

But, because seed production is gener-
ally sparse on the newest varieties, they're 
pricey compared to cool-season varieties 
that set more seed per plant and are farmed 
on a much larger scale. Production of the 
improved seeded grasses is confined, for the 
most part, to Oklahoma, southwestern Ari-
zona and California's Imperial Valley. 

The work involved in breeding qualities 
that most of us desire in a turfgrass into 
top-rated seeded varieties has been impres-
sive, involving equal measures of science 
and dogged determination by plant breed-
ers such as Dr. Arden Baltensperger, for-
merly of New Mexico State University 
(NMSU), and Dr. Charles Taliaferro and 
Dr. Dennis Martin of Oklahoma State 
University (OSU). Other turfgrass breed-
ers are adding their efforts to improving 
seeded bermudas. 

Research continues 
"We began work at Oklahoma State in the 
late 1970s with the objective of determin-
ing if we could develop bermudagrass vari-
eties that had cold hardiness and economic 
seed production capability," says Taliaferro. 

The first result of that work was the de-
velopment of Guymon, a variety that has 
shown excellent cold tolerance, an essential 
trait for turf managers in the so-called 
Transition Zone. Guymon, released in 
1982, was too coarse-textured for turf use, 
but has been widely used for erosion con-
trol and pasture. Yukon, released in 1997 
and licensed to the Johnston Seed Com-
pany, Enid, OK, and Seed Research of 
Oregon, has the excellent cold tolerance of 
Guymon but much higher turf quality. 

"The development of turf-quality 
seeded bermudagrass varieties has required 

continued on page 40 

Getting Princess 77, the high-ranking 
hybrid bermudagrass from Seeds 
West, Inc., into production was al-
most as big a challenge as developing 
the variety in the first place. Almost, 
but not quite. 

Dr. Arden Baltensperger worked 
for more than a decade to perfect 
this particular variety, but unlike 
other turf-type bermudagrass vari-
eties, seed production fields of 
Princess 77 had to be established veg-
etatively from two self-incompatible 
but cross-fertile parent clones planted 
in alternating rows. 

This practice is expensive and takes 
time compared to the way bermuda-
grass is usually produced. Also, since 
the variety's best seed yields are con-
siderably lower than those of other 
bermudagrass seed varieties, Seeds 
West had to plant many more acres 
to meet production goals. 

Another complication was the size 
of the seed; there are 2.2 million 
seeds (unhulled) per pound. The com-
pany had to develop new methods of 
post-harvest handling and seed condi-
tioning. Seeds West says that it has 
overcome all of these obstacles. 
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substantial effort, but it's been done in a 
relatively short time," says Taliaferro, who 
also developed the variety Riviera, which 

was licensed to Johnston Seed in 2001. 
(Through an agreement with Johnston 
Seed, Seed Research of Oregon also mar-
kets Riviera.) 

'Traditional plant breeding is time-con-
suming. Recurrent selection is a powerful 
breeding tool for improving quantitative 
traits in populations, but it takes four to 
five years to complete one cycle of selec-
tion," explains Taliaferro. "A selection 
cycle encompasses identifying good plants 
in a population, extracting those and inter-
crossing them. Then you grow out a new 
population for a new cycle of selection. 

"The breeding of seeded turf bermuda-
grasses in Oklahoma and elsewhere in the 
United States, didn't begin in earnest until 
the mid 1980s," he adds. "I believe we've 
made a great deal of progress in not an 
unreasonable length of time. In fact, a 
short time." 

I could spend another 
career or two working 

on these. 
— Dr. Taliaferro 

Dr. Arden Baltensperger, who released 
NuMex SAHARA in 1987 and ignited in-
terest in seeded bermudagrass, says that his 
breeding efforts have focused on develop-
ing varieties with increased density, finer 
leaf texture, shorter internode length, 
drought tolerance and lower water use. He 
maintains (and turf trials bear him out) 
that he's succeeded on many of these 
counts, particularly in appearance and 
water use, in his decade-long efforts to de-
velop the variety known as Princess 77. 

Where do the small group of scientists 
involved in improving bermudagrass vari-
eties go from here? They keep working. 

Dr. Brillman at Seeds Research of Ore-
gon says that varieties with better leaf spot 
and disease resistance would improve their 
popularity in the humid Southeast, an area 



also being investigated by Dr. Fraser at 
Turf-Seed's North Carolina farm. 

Part of Taliaferro's breeding effort also 
focuses on the development of clonally 
propagated hybrids better adapted to the 
transition zone climate. 

"There's a lot we can still do with 
bermudagrass. There is a lot of diversity 
within the species and we haven't been 
working with bermudas that long/' adds 
Charlie Rodgers of Seeds West. 

Says Taliaferro, "We've been seriously 
involved with the breeding of seeded 
bermudagrasses for just 17 years. I could 
spend another career or two working on 
these." lm 

— To comment on this article, contact 
Ron Hall at rhall@advanstar.com. 

Seeded varieties dominate new trials 
The number of seeded bermudagrasses evaluated in the National Turfgrass Evalua-
tion Program (NTEP) keeps growing. During the round of NTEP testing that con-
cluded in 2001 (www.ntep.org). cooperators at various locations around the 

country evaluated 28 varieties of 
bermudagrass — 18 seeded and 10 
vegetative types. 

A new bermudagrass test was 
started this past season with 42 
entries — 29 seeded and 13 vege-
tative. Some of the entrants are 
commercially available, some are 
"experimentals" and may or may 
not make it to market. Each 

entrant is evaluated regularly for about 10 different characteristics generally con-
sidered to be desirable. The evaluations take the form of numerical ratings so that 
the varieties can be compared against each other from location to location. 

The first official data from the test will be available in spring 2004. The new 
turfgrass plots must be given time to establish before they can be fairly evaluated. 

Dr. Brillman sees more use for seeded bermudas. 

• top NTEP ratings for turf quality 

• outstanding drought tolerance 

• higher stolon density 

• Spring Dead Spot resistance 

• highest ratings for turfgrass 
color-very dark green 

• excellent alternative to sprigs 
and sod 

• larger planting zone: 
adapted from the Transition 
Zones to the Equator 

• best ratings for winter survival 

• certified seed readily available 

Bermudagrass the Yukon?! 
OF COURSE NOT! 

V l l l f A n Y O U R 1 U I & U 1 1 bermudagrass? 
Yukon (OKS91-11) adds quality, consistency and 
versatility to your turf. In fact, Yukon bermudagrass 
exhibi ts the best overal l turf pe r fo rmance no matter 
what b e r m u d a growing zone you're in—world-wide! 

Suited for use on sports fields, golf course fairways and 
tees, parks, schools and home lawns, Yukon's performance 
surpasses many sod or seeded bermudagrass varieties. 

If you're looking for excellence, 
the answer is 
Developed by the Oklahoma State 
University Turfgrass Research Team. 
In conjunction with the USGA. 

OF OREGON 
www.sroseed.com 

S S K m P W W ^ 
t u r f - t y p e b e r m u d a g r a s s 

6 2 3 6 8 0 - 3 6 4 5 
OR 

6 2 3 - 6 8 0 - 3 4 3 9 

1-800-253-5766 

mailto:rhall@advanstar.com
http://www.ntep.org
http://www.sroseed.com


As the water 
conservation 
issue grows, 

drip irrigation 
becomes a viable 

profit center 

BY K A T H E R I N E 
W O O D F O R D 

low volume irrigation 
was an efficient 

method of irrigation 
years ago. Aggressive 

technology brought drip 
irrigation out of the fields and into the 
mulch beds of both commercial and resi-
dential landscapes. 

In addition to offering an alternative yet 
permissible means to water landscape 
plantings, drip irrigation creates a healthy 
growing arena for plants. Water is applied 
only when and where it's needed, runoff 
isn't an issue, and there's less transpiration 
from the leaves and less evaporation from 
the soil. And because only the roots of de-
sirable plants are watered, weeds don't re-
ceive the nourishment received from con-
ventional watering systems. 

continued on page 44 

water supply, and the irrigation and land-
scape industry is catching the brunt of 
the fallout. 

Drip to the rescue 
In many areas of the country, drip irriga-
tion, or low volume irrigation, is the only 
form of irrigation allowed. Drip irrigation is 
the process of providing water directly to 
the plant's root zone via slow application. 
It eliminates the problem of root exposure 
to drought or saturated conditions by 
maintaining an optimum level of moisture 
in the soil, which significantly improves the 
"quality of life" of the plant. 

The agriculture industry proved that 



"Load, dig, cut, rake, till, haul... 
And we're not even breaking a sweat, yet" 

When you've got more than one job 
to do, the Kubota B21, L35 or L48 will 

get them done...quicker and easier. These 
versatile compact tractors feature a front 
loader with simplified loader operation, 

a backhoe and everything in between. 
Easily remove the backhoe and attach 

your choice of a full line of quick-connect 
implements. With a 3-point-hitch and 

live continuous PTO, you're ready to 
handle any project, anytime, anywhere. 

f B21/L35/L48 
Tractor/Loader (TL) 
Tractor/Loader/Backhoe (TLB) 
Simple single-lever loader control 
Quick-connect backhoe 
Category I, 3-point hitch 
540 RPM live, continuous PTO 

E V E R Y T H I N G Y O U V A L U E 
CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION. 

FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-888-4-KUBOTA, EXT. 403 OR WRITE TO 
KUBOTA TRACTOR CORPORATION, 3401 DEL AMO BLVD., DEPT. LM, TORRANCE, CA 90503. 

FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION. 
W W W . k u b o t a U 4 0 . c o m Circle No. 121 

Km b o ho. 

http://WWW.kubotaU40.com


Drip irrigation 
terminology 

continued from page 42 

Designed for conservation 
The design of a drip irrigation system is 
similar to a conventional system, but the 
formulas to calculate the spacing of emit-
ters and the number of emitters needed per 
zone differ slightly. For example, rather 
than thinking in terms of gallons per 
minute, the contractor computes in gallons 
per hour, which is also a case in point of the 
water efficiency of drip irrigation systems. 

Drip systems call for a controller, back-
flow device, pressure regulator and elec-
tronic valves, but that's where the similar-
ity in materials to a conventional system 
ends. The installation of a filter is a require-
ment to prevent clogging of the emitters, 
where a filter for conventional systems is 
often an option. 

When designing the system, the con-
tractor should plan for the plants' future 
growth, while also keeping in mind that the 
client will most likely add to his landscape. 
Some contractors suggest lengthening the 
watering time as the plants mature. How-
ever, a professional contractor will add 
emitters to the existing line, if feasible, or 
install additional zones as the plants mature 
and the landscape exceeds its present size. 

After installation of the control zone, 
the contractor lays tubing or drip line along 
the base of the plants and then flushes the 
lines to remove dust and debris. Next, he 
inserts the drippers or emitters into the 
tubing no more than 12 inches from the 
root of the plant. Depending on the size of 
the plant and amount of water required, he 
can use micro tubing connected to the reg-
ular tubing to add the necessary additional 
emitters around the base of the plant. 

With drip systems, the contractor has 
the choice of burying the tubing or leaving 
it on the soil's surface and covering it with 
mulch. If buried, a six- to eight-inch 
trench is sufficient, six inches from the 
plant's roots. He leaves the ends of the 

Once the lines are completed, the installer 
can flush them out and check the emitters. 

tubing unburied to allow for periodic 
flushing of the line. 

After completion of the lines, the con-
tractor flushes the lines again and checks 
the emitters for proper operation. He uses 
galvanized tie-down stakes to "staple" the 
tubing to the ground. The majority of drip 
systems are mulch-covered rather than 
buried. The recommendation is to let the 
system operate for two weeks to a month, 
then check the emitters and watch for 
plant stress. If all seems in working order at 
the end of the month, flush the system 
again and at that time cover with mulch. 

The good with the bad 
A drip irrigation system has many selling 
points for irrigation contractors. It presents 
them an opportunity to set their company 
above the competition, earning the reputa-
tion as an "install all" company that can 
save their clients money. They also come 
across as the company with aggressive ideas 
towards water efficiency in times when 
water restriction is a high priority. 

Drip irrigation systems are easy to sell 
when contractors emphasize these points in 
a simple, no fuss presentation to the client: 
• No water is wasted in non-growth areas 

Anti-siphon valve: Plastic or brass 
valve used to control the flow of 
water in one direction. Another use 
is to prevent backf low of water into 
potable water supply. 

Controller: A programmable clock to 
allow each zone to operate on a sep-
arate length and time of day. 

Drip irrigation: Any type of irrigation 
system that applies water to the soil 
slowly, currently the most efficient ir-
rigation technology in terms of both 
water and energy use. Used in all 
areas except turf. 

Drip soaker tape: A thin wall drip 
line with drippers pre-inserted in 

and soil is maintained at an optimum 
moisture level, resulting in less soil evapo-
ration from the elements. Also, proper 
balance of air and water is maintained in 
soil at root level, creating ideal growing 
conditions for all plants, causing deeper 
roots to be formed and establishing health-
ier plants with less stress during drought 
and days of extremely high temperatures. 
• Water is applied when and where it's 
needed only, preventing: runoff, areas of 
standing water, soil erosion and overspray 
onto highways and sidewalks, which can 
be dangerous as well as annoying. There is 
no damaging spray on fencing, buildings or 
windows either. 
• Drip irrigation prevents water loss from 
leaf evaporation, mist and wind interference. 
• Obviously you will not need to repair or 
move sprinkler parts or heads, and drip irri-
gation does not interfere with landscaping 
since it's hidden under mulch and windows. 

Another benefit is that there's no 
brown spots on roses and other plants 
caused by fungus because leaves never get 
wet from irrigation. 

continued on page 48 





Outstanding drought tolerance 

Requires 21% less water than Tifwayt 

Dark green color 

Better divot recovery than Tifway 

Medium fine leaf texture 

High leaf density 

Excellent fall color retention 

Highest overall turf quality of all 
commercially available varieties in the 
U.S. including vegetative varieties 

Mean Turfgrass Quality Ratings of Bermudagrass Cultivars 
Grown At Nine Locations In The U.S. 1/ 

Maintained Using "Schedule A" ** 
1997-2001 Data 

Turfgrass Quality Ratings 1-9; 9=Ideal Turf 2/ 
Name AZ1 FL1 MD1 MSI NM1 OKI SC2 VA1 VA4 Mean 

* Princess 7.0 6.4 6.4 6.8 6.4 6.8 5.9 6.2 6.5 
* Tifsport (Xift 94) 6.8 6.2 5.8 7.2 6.9 7.1 7.5 4.6 6 . 1 6.5 
* Tifway 7.0 5.7 5.8 7.3 6.9 7.0 7.6 4.5 6.0 6 . 4 

* R i v i e r a ( O K S 9 5 - 1 ) 6.7 5.8 6.5 5.9 6.8 6.9 7.0 5.8 6 .1 6.4 
* TifGreen 6.2 3.9 6.0 7.0 7.0 7.0 7.2 4.6 6.2 6.1 
* Savannah 5.4 4.3 5.7 5.2 5.9 5.8 5.9 5.1 5.8 5.4 
* Southern Star (J-1224) 5.4 4.6 5.6 5.2 5.8 5.3 5.7 5.0 5.7 5.4 
* Arizona Common 5.0 3.4 4.6 4.6 5.5 5.4 4.9 4.4 4.9 4.7 

LSD Value 
C.V. (•/.) 

0.5 
11.0 

0.8 
20.4 

1.2 
23.6 

0.3 
8.5 

0.6 
13.0 

0.5 
10.0 

0.5 
8.9 

0.7 
21.1 

0.4 
9.3 

0.2 
14.0 

•Commercially Available in the USA in 2002. 
1/ To determine statistical differences among entries, subtract one entry's mean from another entry's mean. 
Statistical differences occur when this value is larger than the corresponding LSD value (LSD 0.05). 
2/ C.V. (coefficient of variation) indicates the percent variation of the mean in each column. 
** Schedule A - 1/2-3/4 inch mowing height 

3/4-1 lb. N/1000 ft2/per growing month 
Irrigation to prevent visual drought stress 
Mowing frequency 3-5 times per week 

1997 National Bermudagrass Trials 
2001 NTEP Final Report Table 1A 
t Univ. of AZ 2000 Masters Thesis by Sean Reynolds 



the line at specific spacings such as 

six, 12 or 18 inches. 

Drip tubing: Tubing without pre-drilled 

holes used to run drip irrigation. 

Emitter or dripper: A term used with 

drip irrigation. The emitter, or dripper, 

is a small device that controls the flow 

going to the soil. Emitters come in 

many different flow rates and styles. 

Filter: This is a necessity of all drip sys-

tems and is placed at the beginning of 

the system to protect the small orifices 

of drippers from clogging. 

GPH (gallons per hour): This is the unit 

of measurement for low volume irri-

gation heads. 

GPM (gallons per minute): This is the 

unit of measurement for standard 

sprinkler heads. 

Hard pipe system: A drip irrigation sys-

tem built similar to a conventional sys-

tem. After installing PVC pipe, a riser is 

installed and a drip or micro head con-

nected to the riser. This is a perma-

nent system and, under normal cir-

cumstances, breakage by landscaping 

maintenance isn't an issue. 

Inline self contained tubing: Low vol-

ume tubing with emitters built in, 

spaced according to the landscape re-

quirements. It can be installed above 

or below the soil's surface. Some con-

tractors prefer this because it's one 

piece of tubing, which is easy to place 

around bedded areas and requires lit-

tle maintenance. 

Laser drilled soaker hose: A quarter in. 

micro tube with laser cut holes at pre-

set spaces. 

PC dripper: A pressure compensating 

dripper that allows long pipe runs 

with equal water flow at any pressure 

between 10 and 50 PSI. 

Pressure regulator: A regulator that 

controls and reduces the amount of 

pressure that enters the system to the 

recommended operating pressure for 

a drip irrigation system. 

PSI (pounds per inch in static water 

pressure): This is the unit of measure 

for the pressure in pipe. 

Trickle irrigation: Another name for 

drip irrigation. 

Valve: An electric valve that turns each 

zone on and off as directed by the 

controller. 



continued from page 44 

Of course, it was never the intention for 
drip irrigation to replace conventional irri-
gation, and there are some disadvantages to 
drip over conventional: 
• The drip tubing is vulnerable to damage 
from pets, rodents and insects. Also, the 
orifices of the emitters are so small that a 
filter is always required to prevent possi-
ble clogging. 
• Also, a pressure regulator is a requisite 
on all systems. 
• Keeping the system running is critical 
since drip irrigation puts out less water to 
each plant than a conventional system. 
• Troubleshooting a system isn't accom-
plished by "sighting" each zone because 
you can't see the system working. 

A drip irrigation 
system has many 
selling points for 

landscape contractors. 

Trouble ahead 
Proper installation of a drip irrigation system 
will lessen the risk of problems popping up. 
The following is a troubleshooting list: 

Clogged drippers. As a rule, using a fil-
ter avoids clogging problems. While the 
water is on, hold a finger over the dripper 
outlet for a few seconds. The back flush-
ing normally takes care of the clogging. If 
multiple drippers are clogged, check for a 
break in the line. 

The dripper has an uneven flow, or no 
flow at all. Broken line, clogged filter, 
clogged dripper, faulty dripper or the pres-
sure is too high or low. The solutions are to 
check the drip line, clean or replace the 
screen filter, replace or clean the dripper or 
adjust the pressure regulator. 

The dripper has an uneven flow or no 

flow at the end of the drip line. Too many 
drippers on the drip line. Add more drip-
pers or add another line. 

The dripper keeps popping out of the 
drip line. Defective pressure regulator, 

drippers installed improperly, punch was 
faulty or worn, or the pressure is too high. 
Replace the pressure regulator, check or 
repair drippers, plug faulty hole with goof 
glue, and replace or clean the punch or re-



Tips for new 
drip installers 
Allow the dripper tubing to sit in the 
sun to make it easier to spread out. 

To make the 1/4-inch micro tube extra 
pliable for inserting the 1/4-inch barbs, 
dip the tubing in warm water. 

Use pressure regulators #4, #5 or #8 to 
reduce high pressure, installed after 
the filter. The ideal working pressure 
is 20 psi, but most pumps will work 
between 15 and 30 psi. 

When there are runs longer than 400 
ft., use pressure compensating emitters. 

place faulty pressure regulator. 
The fittings have separated from the drip 

line. Fittings improperly installed. Place-
ment of tubing wasn't far enough inside the 
compression fitting. Reinstall the fittings. 

Hard water caused calcium deposits in 
drippers. Remove dripper and soak for one 
hour in a chlorine solution. 

Plants appear stressed. Clogged drip-
pers, kinked line, broken line or inadequate 
watering run time. Check drippers, repair 
line or adjust watering run time. 

During the final walk-through with the 
client, explain the necessity of winteriza-
tions, spring start-ups and minor monthly 
maintenance. Offer a maintenance con-
tract at half off the total price the first year, 
with automatic renewal. 

Many contractors find this a lucrative 
sideline to their installation business. Once 
they install one system in a neighborhood, 
if they're good marketers, they generally 
install systems for other homeowners on 
the block. With maintenance contracts for 
these customers, the contractor can sched-
ule a crew to service a whole neighborhood 
in one morning. Contractors can come 
back time and time again to perform: 

Monthly maintenance. After the first 
month's flushing, check the filter monthly. 
Cleaning will depend on water quality. Also, 



inspect for clogging of drippers and tubing. 
The water quality determines the frequency 
of flushing, but three times a season is suffi-
cient. Always flush the tubing after repairs. 

As the plantings in the landscape ma-
ture or the homeowner adds to the land-
scape, the system should grow accordingly. 
As part of the monthly maintenance, make 

sure to contact the client about a contract 
for any necessary additions to the system. 

Winterization. Winterization of a drip ir-
rigation system follows a similar initial pro-
cedure as that of a conventional irrigation 
system. If compressed air isn't used, the 
contractor should install a drain port at all 
the low points in each zone. Follow the 
same preliminary procedure for a drip irri-
gation system as for a conventional irrigation 
system. Then, blow out each line and leave 
all drain ports open, regulating the air pres-
sure according to the drip line specifications. 

The problems that 
dogged drip irrigation 

are a bad memory. 

Spring startup. Flush the lines, then 
close the drain ports and check the emit-
ters for malfunction. Go through the land-
scaping with the client. If additions are 
necessary, get approval to put together a 
contract package and call with a date for 
the work to be completed. 

When manufacturers first introduced 
drip irrigation on the commercial and resi-
dential market in the 1980s, many contrac-
tors were dissatisfied with the results. This 
credibility issue continues to plague drip irri-
gation as experienced contractors train new 
contractors. However, technology has im-
proved, and the problems that dogged drip 
irrigation are a bad memory. 

A contractor can install a complete sys-
tem of drip irrigation, excluding the turf 
areas, or he can integrate drip zones into a 
conventional system with the drip lines 
placed on separate valves. Drip irrigation is a 
profitable tool to use to grow business, lm 

— The author is a Green Industry and 
freelance business writer based in 

Moneta, VA. She can be reached at 
www.katherinesbylines.com. 

http://www.katherinesbylines.com




LM PRESENTS award-winning landscape management 
Property at a glance 

Location: Palm Beach, FL 

Staff: Golf & Grounds 

Category: Hotel, Motel or Resort 

Total budget: S2 million 

Year site built: 1896 

Acres of turf: 140 

Acres of woody ornamentals: 6 

Acres of display beds: 40,000 sq. ft. 

Total paved area: 14 acres 

Total man-hours/week: 1,760 

Maintenance challenges 

• Intense salt air breeze 

• Maintain immaculate & manicured 
gardens & grounds 365 days a year 

• High traffic guest playground 

Project checklist 

Completed in last two years: 

• Addition of 10,000 perennials and 
tropical plants 

• Grounds restoration following 
countless hotel room reservations 

• Addition of landscape beds follow-
ing golf course renovation 

On the job 

• 40 full-time staff, 9 seasonal em-
ployees, 3 licensed pesticide operators 

The Breakers 
2002 PGMS G r a n d A w a r d W i n n e r for Hotel, 

Mote l or Resort 

Grab a frosty beverage, sit back, and 
think of The Breakers. I ocated in Palm 
Beach, FL, on the Atlantic Ocean, the 
place just makes people want to relax. 
Well, at least the non-hired help. 

The Golf & Grounds staff doesn't re-
ally have time to relax as it must keep 
5(X) container gardens, five miles of for-
mal hedge, 35,000 annual flower display 
beds, and the rest of the 140-acre 
property impeccable 365 
days a year. Flowers must be 
blooming every single day to 
provide a show for every sin-
gle guest — what die staff 
calls The Wow Factor." 

Danny Miller, director of 
Golf Si Grounds, goes about 
his job slightly different than 
other grounds professionals. 
"1 look at die property as a work of art, 
and try to combine art with Mother 
Nature." says Miller, who's been at The 
Breakers since 1995. "Also, we don't 
just do maintenance here but constantly 
try to improve the product and keep 
our crews motivated." 

Miller designs all of the gardens at 

Director of Golf & Grounds Danny 
Miller (left) considers his work art 

including the mowing of the 
croquet lawn (above). 

The Breakers, and because he 
pursues art as a hobby outside of work, 
he can actually draw sketches of the 
ideas himself for presentation. Themed 
gardens on the property include the 
Herb Garden, die Tropical English Gar-
den, and the Children's Secret Garden, 
which features a 1,400-ft. orange jas-
mine hedge maze. 





B Y C U R T H A R L E R 

ractor prices 
today are rea-
sonable. But 
the operating 
costs can 
bite. 

A simple 
strategy will reduce fuel costs 
by 27%. It doesn't come in a 
bottle and requires no bolt-
on equipment. 

Simply have workers run 
the tractor at a high engine 
load. Tractor engines have 

better fuel economy at higher 
engine loads. Fuel economy at 
full PTO power is about 30% 
higher than at 50% PTO 
power. 

Not every job requires 
heavy use of PTO power. To 
save fuel, reduce throttle speed 
and use a higher gear. Of 
course, avoid overloading the 
engine. This works because the 
typical diesel engine gives its 
best fuel economy at about 
two-thirds rated power and 
two-thirds rated speed. 

A realistic overall savings, 

according to ag engineers, is 
about 27%. You can save that 
much every year of the tractor's 
life. Now, take 27% of your 
company's fuel bills last year, 
split it in half, and send our 
portion in care of the editor. 

JOHN DEERE 
800/537-8233 
RESEARCH TRIANGLE 
PARK, NC 

www.johndeere.com 
• Low-effort controls on the 
4000 TEN series compact utility 
tractors 
• 4110 has 3-cylinder, 20-hp 
engine 
• CollarShift tranny standard 
• 8 forward, 4 reverse speeds 
• Four-wheel drive standard 
Circle #267 

MASSEY FERGUSON 
800/767-3221 
ATLANTA, GA 
www.masseyferguson. 

agcocorp.com 
• Massey 1400 compacts rated 
at 16.6-55.3 hp 
• Transmission and PTO controls 
are on either side of the seat 
• Cruise control standard on 
16.6-hp 1417 and 23-hp 1423 
• Choose PowerShuttle or 
SynchroShuttle transmission 
Circle #268 

NEW HOLLAND 
717/355-1121 
NEW HOLLAND, PA 
www.newholland.com 
• Boomer line offers landscapers 
nine compact models 
• TC21 has three ranges, for 

The real buzz on tractors 
Any time a landscape professional is in the market for a 
new utility tractor, the "old boy" network starts to buzz. 

User experience is great, but an objective test of the ma-
chinery is better. The State of Nebraska requires that any cur-
rent tractor model sold in the state must have a performance 
test completed according to OECD Codes or ASAE/SAE Stan-
dards. The Nebraska Tractor Test Laboratory carries out 
those tests. But the information is available to anyone. 

Known as The Nebraska Tractor Tests, they're done at 
the University of Nebraska Tractor Test Laboratory 
(http://tractortestlab.unl.edu/). A good bit of data is avail-
able free, and there's a nominal fee for complete test re-
sults. While farm tractors dominate the results on nearly 
2,000 tractors checked, there is plenty of information of in-
terest to landscapers. Check it out. 

http://www.johndeere.com
http://www.masseyferguson
http://www.newholland.com
http://tractortestlab.unl.edu/


Start your season! 
For Chapel Valley Landscape Co., planning, preparation, 
communication and follow-up drive a successful spring 
BY SHERRI L. BARTIN 

1 Ensure the return of your work 
force. "We put a lot of time and 

effort into building and training our 
employees, and their return year after 
year is critical for our success. Sharing 
this with them on an individual and 
personal level lets them know we 
value them as individuals and their con-
tribution to the company," saysTerri 
Feldhaus, director of human resources. 

2 Share the vision. As employ-
ees return or join the company, 

we provide a strong company orien-
tation. The managers and human 
resource staff meet with each crew 
to review our company's vision and 
goals. We re-train on the impor-
tance of customer service and quali-
ty workmanship. 

3 Get crews comfortable with 
the company. All new employ-

ees tour all of the company's facili-
ties, meet key managers and supervi-
sors and learn who they should go to 
when various problems arise. New 
employees are responsible for setting 
up private "interviews" with key 
managers. They meet with the man-

ager and ask questions about their 
role and that department's role, and 
how the employee might interact 
with them. This is critical to establish-
ing more personal relationships and 
makes crew members feel more 
comfortable when they need to inter-
act with another department. 

4 Take care of the details. 
Human resources outfits each 

crew member with proper uniforms 
and explains how to properly clean 
and store uniforms. They review 
health insurance coverage and work 
with each employee to start or rein-
state their insurance. They work with 
employees who might need assis-
tance with housing or transportation. 

5 Finalize maintenance 
contracts. Encourage your 

sales team to have 95% of new and 
renewal maintenance contracts 
signed no later than the end of 
February, allowing the spring sched-
ule to be planned before the rush 
begins. Chapel Valley CEO James 
Reeve says, "We get a firm sched-
ule in place before the rush of the 
spring clean-up and mulching. This 

Continued on page 3 

From the front lines 

Create a culture 
of encouragement 

Employers use many methods to 
attract future leaders to the 
green industry, but many say 
the first, and most 

important, step is creat-
ing an atmosphere that 
will allow those leaders 
to learn and thrive. Without a clear 
vision and an energized culture, even 
the best recruiting tactics might not 
land a company its next superstar. 

"Creating a culture that attracts 
people toward fulfillment of a vision is 
just not that simple. You must provide 
an environment that encourages peo-
ple to take initiative," says David Pitch-
ford, of Baton Rouge Lawn Pro in 
Louisiana. "People want to lead if 
given the right kind of urging support. 
Showing potential employees that you 
care about their future and are willing 
to train them and help them prosper is 
a good start." 

Hiring potential leaders is one thing, 
keeping them is another. 

"Creating a workplace that encour-
ages the development of future lead-
ers and that fosters and encourages 
employees to step out and be leaders 
is vital," says Bruce Sheppard of Tara 
Holding in Ontario. 

Marty Yenawine, manager of Ash-
land, MA-based Riverside Tree & Land-
scape Co., agrees: "Creating opportu-
nity within our organization to be 
recognized for demonstrated skill 
makes the difference between indiffer-
ence and true accomplishment." • 



BY J I M PALUCH / PRESIDENT JP H O R I Z O N S 

Running LAPS 
What does a leader look like? 
J J I need people that will lead." 

You can hear that statement 
from about every landscape 
business owner, general man-

ager, foreman and supervisor. 
Everyone is looking for the individual 
that will step up and take the responsi-
bility to make decisions, take action 
and get results. Everyone is constantly 
looking for the magic formula to find 
leaders or to create them from their 
current employees. The fact is that 
there is no magic formula to leadership 
development. The commonality of all 
organizations that have mastered 
growth and profitability is that the own-
ers have set an example in leadership. 

In studying landscape companies, 
there is a truth that cannot be denied in 
developing the organization of leaders. 
This truth is simply this: Your crew is a 
direct reflection on you. Your team is 
looking at you to see what a leader 
should look like. The publisher of my 
books, Charlie "Tremendous" Jones, 
tells the story of disciplining his young 
son, Jerry. "Jerry, it is about time you 
started acting like a man," Charlie told 
him in his "manly" voice. His son re-
sponded innocently by asking, "I will 
Dad. What is a man supposed to act 
like?" Charlie knew at that moment he 
wasn't setting the right example. 

If a leader's focus is to develop lead-
ers, would those individuals who work 
for you and me know what a leader 
should look like? Have we stood tall 
and gained the respect of those who 
depend on us to lead the way? That can 
only be answered by standing in front 
of the mirror and looking into the eyes 
of the person claiming to be a leader. 

Set the first example of leadership 
and delegate. The manager who has to 
do it all is just that — a manager. You 

BOOKSHELF 
"Growing Dreams," by 
Jim Paluch, was first pre-
sented as a series of ar-
ticles in PRO and chron-
icles two brothers, 
Oscar and Curtis, and 
their quest to own a 
prosperous professional landscape 
company. The series was so well-re-
ceived that it prompted Paluch to compile 
the first novel written with a landscape 
company as the backdrop. "Growing 
Dreams" is full of content and practical 
ideas as it systematically introduces the 
concepts of organizational excitement, a 
blueprint for every owner to use to ener-
gize their company and team. 

"Growing Dreams" $11.96 (plus tax for 
Ohio residents) and $3.95 for S&H. 

lead when you allow others to take on 
the responsibility of doing what you 
could have done but chc/^ not to. Fol-
low up what's been delegated. This 
holds the individual or team accountable. 
Accountability can seem brutal at times; 
but without it, you enable people to ac-
cept mediocrity, and the mediocre indi-
vidual never becomes a leader. As 
accomplishment and success come to 
those individuals or team members and 
they are allowed to take on responsibil-
ity, a natural tendency to learn develops. 
Team members realize that to succeed, 
they must learn or pay the conse-
quences of falling short of what they are 
being held accountable to do. The desire 
to learn becomes a natural evolution in 
the growth of leadership. 

The next step in this evolution is the 
desire to teach. Just as your leadership 
skills become honed when you start to 
develop and instruct potential leaders, 

your leaders will emerge as they begin 
to teach and develop those looking to 
them. Imagine the synergistic force 

that takes place in a company, family, 
team and nation when the desire to 
teach is in full motion. Imagine, also, 
the personal satisfaction for the leader 
who stays humble as those looking at 
his or her example grow and set the ex-
ample for those coming after them. 

The final and probably most impor-
tant step in leadership development is 
continuing to learn. The instant you stop 
learning, you take on a manager's role 
— doing only the things expected of 
you. Several years ago, I attended a 
panel discussion at a landscape state 
association meeting. On stage were 
five owners of well-respected compa-
nies, and they were asked questions 
about their success. An audience par-
ticipant asked: "What would you say 
was the most important thing to do to 
become a leader in an organization?" 
All five said the same thing, "Read 
books!" They talked about ideas they 
discovered and how they helped them 
become better leaders. They discussed 
how their organizations were reading 
books and leaders were emerging. 
Continuing to gain knowledge is impor-
tant to leadership development. 

What does a leader look like? Look 
in the mirror and see if you can see a 
great example of one. • 

Jim Paluch has been energizing the 
green industry as an author, speaker 
and consultant for more than 15 years. 
He is the creator of the Leadership Jam 
and Leadership Advancement Program, 
Training Challenge„ Sales Jam and 
Owners 1 Network. For more informa-
tion, visit www.jphorizons.com or call 
877-JPH-JAMS. 

http://www.jphorizons.com


Chapel Valley owner 
J. Landon Reeve, CCLR 
andTerri Feldhaus, 
director of training and 

human resources, 
prepare the teams 
for a hands-on 
training day for all 
350 employees. 

The day was 
devoted to training all 
employees on how to 
achieve the company's 
commitment to quality 
workmanship. 

Continued from page 1 
allows us to evaluate and reallocate 
labor and equipment needs to opti-
mize the schedule and service to 
the customer." 

6 Training, training, training. 
Use the winter months to train 

and re-train supervisors and crew 
leaders. Establish a training schedule 
to review company systems, paper-
work and safety procedures, proper 
equipment usage and maintenance, 
and company policies. When work 
crews return in the spring, supervi-
sors and crew leaders can retrain 
their teams with up-to-date informa-
tion. Brett Kesteven, operations 
manager for commercial mainte-
nance observes, "We used to have a 
very high rate of equipment damage 
or failure. We figured out our crews 
had not been completely trained on 
how to properly use and maintain 
the equipment. Once we began 
training and re-training each spring 
on proper usage of each piece of 
equipment, the problem was all but 
eliminated." 

7 Build a safety-conscious 
culture. As crew members 

return, they participate in safety 
meetings that cover everything from 
the use of protective eyewear to 
proper lifting techniques to safely 
backing up a vehicle. 

8 Get your equipment in top-
notch shape. Our shop is in full 

swing repairing equipment, overhaul-
ing engines and painting. All trucks, 
trailers and equipment are repainted 
where needed to maintain the pro-
fessional image of our well-known 
fleet of green trucks and trailers. 

9 Know thyself (and get caught 
up on all the small details). 

Estimating and operations teams 
analyze performance data, plan and 
strategize, and tend to details like 
updating submittal portfolios for the 
upcoming year. Major projects from 
the past year are evaluated to deter-
mine any areas that could have been 
handled more efficiently. Final follow-
ups and as-built drawings are com-
pleted and provided to clients. 

^ ^ Know thy customer. The 
I single most important thing 

to prepare for the start of the sea-
son is to ensure a strong relation-
ship and good communication with 
every customer. Every Chapel Valley 
supervisor and crew leader visits 
their job sites before any new work 
is done. They walk the site and 
review the scope of work in detail. 
Most importantly, they meet with 
the property manager or site manag-
er to review expectations, establish 
a positive relationship and communi-
cate the Chapel Valley commitment 
to total customer satisfaction. • 

Sherri Bartin is director of marketing for 
Chapel Valley Landscaping Co. 
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From the ground up 
Since coming to the United States from Cuba, Juan Carlos Vila 
has done "Whatever it Takes" to achieve the American dream 

Juan Carlos Vila founded Vila & Son Landscaping Corp. with his father in 1981. 
It has since grown into a $34 million company. 

BY CHERYL HIGLEY 

Juan Carlos Vila left Cuba in 
1980 with his family and little 
else. Once he arrived in the 
United States, it didn't take 

long for Vila to begin realizing his 
American dream. 

With little money and a language 
barrier to overcome, Vila found work in 
a south Florida company. After only 
one year, he was ready to make it on 
his own. He and his father started a 
nursery in the Homestead, FL, area, 
and became incorporated in 1984. 
From that small start, Vila & Son Land-
scaping Corp. has grown into a $34 
million company that includes a nurs-
ery, tree farm, landscaping company 
and three branches. 

Vila says the initial struggles he 
faced helped him grow. Along the way 
he has used those experiences to set 
a shining example of leadership for the 
more than 420 people that he sees 
not as employees but as family. 

"Whatever It Takes" 
Vila's mission statement is "Whatever It 
Takes." In the beginning, he didn't have 

Leading by example 
What does it take to be a leader? 
For Vila & Son Landscaping Corp. 
founder Juan Carlos Vila, it includes: 

1. Learn to trust and delegate 

2 . Be hands-on 

3 . Communicate 

4 . Set daily goals and do "Whatever 
it Takes" to achieve them 

5. Be enthusiastic and motivate your 
employees 

6 . Commit to your employees and 
your clients 

a choice. Whether it was estimating, 
driving to sites, planting, or collecting on 
the accounts — he did it all. While he is 
great at delegating, if something needs 
done, Vila will jump in and do it. 

"We've been doing whatever it 
takes since the beginning. We con-
tinue to practice that, and it has been 
a big part of our success. Our cus-
tomers see and appreciate that com-
mitment," he says. 

Family first 
"My work and my family are the two 
most important things," Vila explains. 
He has put those two together to form 
a company that is family oriented. At 
Vila & Son Landscaping Corp., people 
come first. 

"I stay in touch with the employees, 
and we let them know we are only a 
phone call away if they need some-

thing. That is very important to them," 
Vila says. "When we hire someone, we 
don't offer them a job. We offer them a 
career and stability for their family." 

Communication and 
commitment 
According to Vila, communication and 
commitment are at the heart of every 
successful leader. 

"I believe in communication. I don't 
have to be at a job site at 5 a.m., but I 
am. I greet the employees and let them 
know I'm there for them. I try to set a 
good example. I've been very hands-on 
since the beginning. I try to be enthusi-
astic and motivated so they see my 
commitment to our success. If they 
see my vision and I challenge them to 
follow that vision and become part of 
the family, it will help them succeed as 
well," he says. • 



ALCA offers w in -w in situation 
BY CHERYL HIGLEY 

Seeking a way to build your lead-
ership skills? Honing those 
skills while giving back and 
making a difference can be 

achieved by participating in industry 
associations such as the Associated 
Landscape Contractors of America. 

"There is no better way to see the 
inside workings of an industry than to 
become active in association leader-
ship. You can learn a lot more by doing 
than by being a spectator," says Kurt 
Kluznik, CCLR of Painesville, OH-based 
Yardmaster, Inc. "If you want the indus-
try to change, to improve, to become 
more professional and to generate 
more rewards, then make the commit-
ment to be involved. Chances are you'll 
be doing something you enjoy anyway." 

Networking, learning and exchang-
ing ideas can help your business, and 
serving on committees offers the op-
portunity to expand your leadership 
horizons. 

Kluznik has been an ALCA member 
for nearly 25 years and has been active 
in committee membership for more 
than 10. Currently a member of the 
board of directors, he says his leader-

ship skills have been developed by 
learning how to accomplish tasks by 
and for his industry peers. 

"We're all used to paying people to 
get things done, which can create a 
false sense of importance and follow-
ing. When other volunteers and indus-
try experts validate your ideas and col-

laborate with you, 
self-esteem is en-
hanced as well as 
other leadership 
behaviors such as 
people skills, com-
munication, etc.," 
he says. 

Kluznik has 
seen how other 
companies are 
managed, things 

that have been tried and worked or 
didn't work. He has met new employ-
ees, industry consultants, new col-
leagues and professional speakers 
through the ALCA network. 

Like Kluznik, Maria Candler, CLF? of 
James River Grounds Management, 
Inc. in Glen Allen, VA, has experienced 
first-hand the benefits of serving as an 
ALCA committee chair. 

"The networking opportunities have 
been amazing," she says. "I have had 
the opportunity to build my public 
speaking skills and leadership abilities 
by being involved in and chairing several 
committees. We have been involved 
with ALCA for about seven years, and I 
owe our company's professional image, 
consistent growth and profitability to 
our relationships made through ALCA." 

According to Debra Holder, execu-
tive vice president of ALCA, the involve-
ment of industry colleagues is an im-
portant ingredient to making the 
organization so strong. 

"The green industry has such giv-
ing people, and their involvement not 
only helps ALCA but the industry," 
she says. "Whenever someone 
shares their time, whether it's men-
toring an emerging owner, working on 
a committee or serving on the board 
of directors, that provides a tremen-
dous benefit." 

For more information on becoming 
involved in an ALCA committee, call 
800-395-2522 or visit www.alca.org. • 

Preparing the Thrival Campaign 
Name the campaign: Give it a name or battle cry that the team can rally 
around. This is how to refer to it and ask a leader about it. 

Just a detail: Add the leader's name. 

3 The specific result: A culture of energy and well-being begins with the focus 
on a specific result. The specific result is written in a positive affirmation, 

focused on a specific fundamental business issue and is a challenge to the 
leader to accomplish. 

4 Dynamic Action #1: This is the foundation that the other actions build on. It 
is written in a positive affirmation and has a clear completion point to it. 

The "Who": Who will assist you with this dynamic action? 4 

6 The "When": After the dynamic action is written, follow it with a date, which 
creates a sense of urgency and accountability. 

7 Dynamic actions completed: This is a t ime for celebration when the final 
action is completed and the specific result is achieved. The leader has sys-

tematically completed a plan. The specific results produce the culture of energy 

TheThrival Campaign is a form used 
in JP Horizons' Leadership Advance-
ment Programs to help leaders leam 
and understand the process of turn-
ing ideas into action. Download the 
form at landscapemanagement.net. 

http://www.alca.org


Husqvarna is pleased to spon-
sor the ALCA Leadership 
Advancement Program. To 
thrive in today's economy, 

those of us working in the green 
industry must further develop our 
leadership skills and adopt winning 
attitudes. The ultimate goal, of 
course, is to be more successful in 
everything we do. 

Over the years, I have found that 
the surest path to success is a singu-
larity of focus. At Husqvarna, we keep 
our focus sharp by insisting that all our 
actions, decisions and planning are 
guided by our corporate vision, mis-
sion and values, as well as Husq-
varna's own "BE-Attitudes." At this 
point, you may be thinking, "These are 
things that only big companies need 
to worry about." In a way, you're right. 
But how do you think small compa-
nies become big ones? 

Think about your own business for a 
moment. How was 2002 for you? How 
about the last five years? What's in 
store for 2003 or the next five years? 
Are your customers satisfied? Are your 
employees committed? Is your com-
pany growing as it should? Do you have 
programs in place to foster continuous 
improvements in quality, expertise and 
customer service? If you were able to 
answer these questions, you are al-
ready thinking about the right issues, 
and your commitment to these details 
can only be strengthened by develop-
ing statements of mission, vision and 
values for your own company. Let's 
take a look at those concepts, using 
Husqvarna as an example. 

Purpose 
Husqvarna: "For our customers, associates 
and stockholders to grow and prosper." 

(fi) Husqvarna's 
BE-Attitudes 
B E customer focused (internally 

and externally). 

B E positive. 

B E compassionate and respectful. 

B E a good listener. 

B E forthright and communicate 
thoroughly. 

B E honest and trustworthy. 

B E on time. 

B E professional. 

B E cooperative. 

B E responsible and follow through 
completely. 

B E flexible. 

B E low maintenance. 

B E part of the solution. 

= BE-ing a LEADER! 

This is where it all starts. Why does 
your company exist? That's the funda-
mental question you must be able to 
answer before you can address any-
thing else. 

Vision 
Husqvarna: To be the No.1-selling brand in 
the commercial and premium consumer OPE 
market in each of our product categories." 

Your company's vision is where you 
want your company to go. It's a simple, 
focused and ambitious statement that 
paints a vivid portrait of your company 
in the future. When developing your 
own vision, aim high. Think about future 

possibilities and breakthroughs, results 
beyond what you typically get or ex-
pect. Your vision should be the unrea-
sonable target in the distance that you 
consistently aim to achieve. What do I 
mean by "unreasonable"?Take the ex-
ample of John Kennedy declaring the 
United States would put a man on the 
moon within the decade. At the time 
this was a very unreasonable goal 
given the current scientific knowledge. 
Yet, the world marveled the day that 
Neil Armstrong walked on the moon. 

Mission 
Husqvarna: To provide and support the in-
frastructure necessary to achieve our pur-
pose and vision." 
Simply stated, your mission is how you 
achieve your vision. It signifies your 
company's commitment to do the nec-
essary things to get ever closer to that 
target you established for yourself 
when you developed your vision. When 
you consider decisions such as 
whether to acquire new equipment or 
to invest in additional training for your 
crews, ask yourself if those decisions 
are consistent with your mission and, 
ultimately, how it will impact your com-
pany's pursuit of its vision. 

Values 
The eagle eyes integrity above all else. 

Husqvarna's EAGLE Values: 
• Exceed Expectations 
• Attitude of Serving Others 
• Growth - Professional and Personal 
• Learning for a Successful Future 
• Environmental Responsibility 
• Speed - Respond Quickly and 

Effectively 
Everyone at Husqvarna strives to be like 
the eagle - majestically soaring each day 
to new heights and proudly representing 



Husqvarna President Dave Zerfoss 
congratulates an employee who has 
excelled in the pursuit of the com-
pany's EAGLE Values. 

the best in everyone. Your company's 
stated values should outline the type of 
working culture you desire. The values 
you choose for your company set the 
stage for you and your employees to al-
ways be at their best. By consistently 
adhering to your company values, you 

and your team are uniquely equipped to 
make decisions that support your mis-
sion and help you achieve your vision. 

Finally, I encourage you to take a 
look at the Husqvarna BE-Attitudes. 
These 13 simple statements go beyond 
our corporate values and let our entire 
company know, in great detail, how we 
are expected to treat our customers, 
our co-workers, our vendors and every-
one else we come in contact with. 

No two companies go about this the 
same way, but there's no denying how 
powerful and effective statements of vi-
sion, mission and values can benefit 
your company. Do what works best for 
you, but do it. Take a moment to sit 
down with the leaders in your company 
and think about future opportunities for 
your company. Develop a vision state-
ment, a mission statement and a set of 
company values that are unique, per-
sonal and far-reaching. 

Writing these statements down, 
however, is just the start. Without com-
munication, follow up and commit-
ment, they are just so many pretty 
words. Share them with everyone in 
your company and make them conspic-
uously visible at all times. Then periodi-
cally revisit your company's actions, de-
cisions and progress to see how you're 
doing. Most of all, lead by example; 
your personal commitment to these 
principles will be contagious. 

May you grow and prosper 
and achieve unreasonable future 
possibilities! • 

How can the 
landscape 
industry find 
and attract 
future leaders? 

1 Weekly newspaper advertise-
ments — whether or not you 

have openings ... Seek people that 
want to learn, even if they don't 
have industry experience ... Job 
profile. (Ed Romm, K&D Lawn 
Care Service, Norfolk, VA) 

2 Establish and maintain mean-
ingful relationships with 

university professors who promote 
your company to the students and 
provide interviewing opportunities 
to graduates. (LeeAnn Fox, One-
Source Landscape & Golf Ser-
vices, Inc., Tampa, FL) 

3 Seek employees who exhibit 
the following traits: Attitude, 

initiative, ability to communicate, 
work ethic and high values. I felt 
I could train most other skills, but 
it is darn near impossible to instill 

those five things in people. If they 
have those attributes, they will 
become great leaders! (Jud 
Griggs, JP Horizons, Naples, FL) 

4 Buy out a small company ... 
student career days ... clear 

and very specific job/career 
descriptions along with an organi-
zational chart. (Mike Russo, 
Russo Lawn and Landscape, Inc., 
Windsor Locks, CD 

5 Future leaders for our com-
pany are developed through 

good recruiting practices. This is 
done by finding the best young 
superstars in our business or in 
the local community college sys-
tem. It takes a lot of work to find 
a great leader. (Bob Franey, Total 
Landscape Inc., St. Louis, MO) 





running in one gear 
• Units come with a 540 rpm 
rear PTO, live 2000 rpm mid-
PTO on models with hydrostatic 
tranny 
Circle #269 

NMC WOLLARD 
800/656-6867 
EAU CLAIRE, Wl 
www.nmc-wollard.com 
• Versadyne Model 3K handles 
multiple tools 
• Powered by Cummins turbo 
diesel engine 
• Is surface-friendly to turf 
• MaxAttach tool carrier mounts 
most skid steer attachments 
• ROPS and FOPS overhead 
guard 
Circle #270 

POWER TRAC 
800/843-9273 
TAZEWELL, VA 
www.power-trac.com 

• PowerTrac T12 class includes 
two 30-hp diesels, PT2430 and 
PT1430 
• 4-wheel hydrostatic drive, 52 
in. wide 
• Change equipment without 
leaving driver's seat 
• Over 40 attachments 
available 
Circle #271 

KUBOTA TRACTOR 
888/458-2682 
TORRANCE, CA 
www.kubota.com 

• TG 1860 tractor is rated 18 hp 
• Choose liquid-cooled V-Twin 
gas engine or diesel 
• Electronic rack-and-pinion 
steering 
Circle #272 

TORO CO. 
800/525-0059 
BLOOMINGTON, MN 
www.toro.com 
• Z Masters powered by 20-hp 
or 25-hp Kohler Command Pro 
• Quick-Mount hitch system 
handles mower decks from 44 
to 98 in. 
• 54-in. dozer blade, 36-in. 
snow-thrower available 
• Handle litter with debris 
blower or 47-in. rotary broom 
Circle #273 

LONG AGRIBUSINESS 
252/823-4151 
TARBORO, NC 
www.longagri.com 
• LandTrac 330 is powered by 
Mitsubishi indirect injection 
diesel 
• Powered by 35-hp engine 
• 30 hp PTO at 540 rpm 

All Challenger MT200 
Series compacts have 

power steering. 

• Comes with hydrostatic 
transmission 
Circle #274 

CATERPILLAR 
309/675-1000 
PEORIA, IL 
www.cat.com 
• D7R series II track-type 
tractors 
• Fuel-efficient Cat3176C 
engine 
• Standard finger-tip control or 
optional electronic differential 
steer 
Circle #275 

ALLMAND 
800/562-1373 
HOLDREGE, NE 
www.allmand.com 

• 25 hp power on Allmand TLB-
325 compact tractor 
• Powered by Kohler CH25S or 
Robin EH 72 
• Backhoe offers 4611 -lb. dig 
force 
Circle #276 

CHALLENGER 
800/767-3221 
ATLANTA, GA 
www.challenger.agcocorp.com 
• Challenger MT200 Series 
compacts range from 23.3-44.2 
hp ISEKI diesel 
• All tractors feature power 
steering 
• Choose among standard, 

shuttle and hydrostatic 
transmissions 
• 4-wheel drive front axle 
standard on all 
Circle #277 

AGCO CORP. 
770/813-9200 
DULUTH, GA 
www.agcocorp.com 

• Six compact tractors ranging 
from 24-44 hp make up the ST 
series 
• All offer 4-wheel drive 
• Four largest models (30.3-44.2 
hp) have 16-speed tranny 
• Choose mechanical shuttle or 
PowerShuttle. 
• 24 hp ST25 has 2-range 
hydrostatic: 6 forwards, 2 
reverses 
Circle #278 

CUB CADET 
330/225-2600 
CLEVELAND, OH 
www.cubcadetcom 
• 7252 Cub Cadet compact 
tractor features 25 hp Kawasaki 
engine 
• Only gas engine available in 
compact tractors 
• 2-wheel drive, hydrostatic 
transmission 
• Push-button PTO 
Circle #279 
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Classification of phosphorus 
as a primary plant nutrient 
is well deserved. Energy-
rich phosphate bonds are 
what fuel the metabolic 
machinery of plant cells. A 
limiting supply of the nutri-

ent invariably slows growth of all the turf-
grass plant's organs — shoots, roots, tillers, 
stolons and rhizomes. In fact, it's a slow-
down in growth that's the first symptom of 
phosphorus deficiency in turfgrass. The grass 
typically has a dark green color, but just isn't 
growing as fast as it should (Figure 1). In 
cases of even more severe deficiency, red 

pigments begin to accumulate in the leaves, 
and they develop a purplish coloration. 

A strong start 
Phosphorus deficiency in turfgrass is most 
readily seen during its establishment. 
While plant seeds are typically high in 
phosphorus, turfgrass seeds are so tiny 
that young seedlings quickly exhaust the 
seed supply. They're then dependent on 
fertilizer and soil to meet their phospho-
rus needs. If these phosphorus supplies 
are inadequate, the grass is slow to estab-
lish (Figure 2), resulting in thin stands 
prone to invasion by weeds and washing 

Figure 1. Phosphorus deficiency (left) and 
phosphorus sufficiency (right) in turfgrass. 

by heavy rains. The answer to this prob-
lem is starter fertilizer. 

In most cases, applying turf starter fer-
tilizer at the rate of 1 lb. N/M (M = 1,000 
sq. ft.) will suffice. Typical grades of starter 
fertilizer are 13-26-12, 21-28-7, 16-25-13 
and 6-12-8. Thus, at 1 lb. N/M, you're ap-
plying 1.3 to 2 lbs. P205/M. If you know 
or suspect that the soil is low in phospho-
rus, increase the rate of starter fertilizer ap-
plication to 1.5 lb. N/M. 

The rate of starter fertilizer application 



Figure 2. Effect of starter fertilizer phos-

phate on turfgrass establishment. No 

starter fertilizer was applied to the plots 

in the upper left and lower right corners. 

Figure 2a. Importance of starter phos-

phate during turfgrass establishment. 

Note the difference in turfgrass growth 

with adequate levels of phosphate. 

is but one part of the task of meeting the 
phosphorus requirements of turfgrass 
seedlings. The other part is soil placement. 
The fertilizer phosphate needs to be in the 
immediate vicinity of the seedling's juve-
nile root system. Lighdy raking the starter 
fertilizer into the soil is all that's required. 
Incorporating the fertilizer to greater 
depths reduces its effectiveness unless you 
increase the application rate accordingly. 
Deep placement without a rate increase re-
sults is a reduction in turfgrass root devel-
opment. This can be seen in Figure 3, 
where the same rate of starter fertilizer was 
incorporated to different depths in the soil. 

There are instances where turfgrass re-
sponse to starter fertilizer phosphorus may 
not be seen. This arises when the soil or top-
soil brought in has high levels of soil test 
phosphorus. As a general rule, when the soil 
contains two to three more times soil test 
phosphorus than is needed by established 
turfgrass, the chances of seeing a response to 
starter fertilizer phosphorus are low. 

If, for example, the soil testing labora-

tory you patronize says that 20 ppm (40 
lb./acre) soil test phosphorus is adequate 
for established turfgrass, then about 60 
ppm is adequate for establishment. Why 
this difference? It's the result of established 
turfgrass having a dense, fibrous root sys-
tem that's efficient in taking up soil phos-
phorus. Juvenile turfgrass root systems 
need time to develop capacity to effec-
tively forage for soil phosphorus. 

How much is enough? 
Determining whether 
the existing levels of soil 
phosphorus are ade-
quate can only be done 
through testing. 

One testing option is 

S T R O N G E R , Q U I 
Don't be fooled by the light weight and 
comfortable design. When you choose a 
Little Wonder® Electric Hedge Trimmer, 
you're plugged into a lifetime of rugged, 
dependable, on-the- job performance. 

Our double reciprocating blades glide 
back and forth for flawless, fatigue-free 
trimming. Even tough-to-cut shrubs and 
hedges up to ' / j " thick are no problem for 
a Little Wonder Electric Hedge Trimmer. 

• Blades stop in less than second if 
either switch is released 

• Double reciprocating blades 
• Reinforced gears 
• Cord retention system 
• Removable maintenance covers 
• Available in 19", 24", and 

30" models 

LITTLE WONDER 
Professionals Demand Little Wonder. Shouldn't You?® 

Call Toll Free: 1-877-596-6337 
1028 Street Road • Southampton, PA 18966 USA 

www.littlewonder.com 
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to collect grass clippings and have them ana-
lyzed. Lawn turfgrasses almost invariably dis-
play visual signs of phosphorus deficiency 
when the clippings contain 0.25% phospho-
rus or less. But there's a "critical nutrient 
range" wherein the grass doesn't exhibit vi-
sual deficiency symptoms and will produce 
additional growth if the phosphorus supply 
is increased. 

The critical range for most lawn grasses is 
0.25% to 0.35% phosphorus in the clippings. 
Turfgrasses whose clippings contain more 
than 0.35% phosphorus are adequately sup-
plied with the nutrient. While clipping 
analysis can signal the need for more fertil-
izer phosphorus, it doesn't give us a notion 
of how much to apply. That type of infor-
mation can only come from soil testing. 

The recommendation here is that you 
utilize the services of a local soil testing lab-
oratory. They're familiar with the soils and 
turfgrasses in your area and should there-
fore be able to provide you with the best 
recommendations possible. 

Let's assume your soil tests indicate a 
need to make adjustments in the phospho-
rus levels. Most labs will indicate how much 
phosphorus is required to adjust the soil 
from the existing to the optimum level. To 
follow such a recommendation, you have to 
purchase a phosphate fertilizer and calibrate 
a spreader to apply the proper amount. 

Little by little 
A simpler approach, which entails gradual 
adjustment of soil phosphorus, is based on 
the fact that lawn grass clippings contain a 
remarkably constant ratio of N to P205 to 
K20. That ratio is 4:1:3. This tells us that 
when lawn clippings are removed, this is 
the ratio in which these nutrients are being 
removed and have to be replenished if soil 
tests are to be kept reasonably constant. 

On the other hand, applying phospho-
rus with a fertilizer whose N:P205 is not 
close to 4:1 will either result in a buildup or 
depletion of soil test phosphorus. Applying 
fertilizers with N:P205 ratios of, say, 3:1 or 
2:1, contain more phosphorus than the 
grass will utilize and will gradually increase 
soil levels of the nutrient. Ratios of greater 
than 4:1, such as 6:1 or 10:1, will have the 
opposite effect on soil phosphorus. 

Utilizing this fact allows us to adjust soil 
levels of phosphorus simply by choosing 

Figure 3. Influence of the depth of starter 

fertilizer placement on turfgrass growth 

during establishment. 

and applying a fertilizer with the proper 
ratio of N to P205. Keep in mind that fer-
tilizer ratios are calculated by dividing the 
fertilizer grade by its lowest number. For ex-
ample, a fertilizer with a grade of 24-6-12 
has a ratio of 24/6: 6/6:12/6, which is 4:1:2. 

This approach to adjusting soil test lev-
els of phosphorus works fine when lawn 
clippings are being removed. In many in-
stances, clippings aren't being removed 
from lawns and some phosphorus is being 
recycled. Then what's the amount of phos-
phorus required to make adjustments in 
soil levels of the nutrient? 

The graph in Figure 4 gives us a good 
first answer to this question. The graph was 

continued on page 60 

Lush takes on a new definition. 
Primo MAXX* treated turf is as lush, as thick, as uniform as the most luxurious carpet. Conditioning the turf to 

create a thicker root system and denser canopy, Primo MAXX helps turf better handle disease, drought, and all 

the other extremes of summer. So use Primo MAXX. And redefine what turf should be. 

www.syngentaprofessionalproducts.com 

Important: Always read and follow label instructions before buying or using this product. ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. 
MAXX*, Primo*, and the Syngenta logo are trademarks of a Syngenta Group Company. 
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We've revolutionized aeration with the TurnAer 26. 

Filially, the aerator you've always wanted. 

Our new TurnAer 26 is effortless to use-in fact, it operates like a mid-size mower. 

The TurnAer's revolutionary DiffDrive™ with dual brake action lets you turn with the tines 

in the ground...no lifting, turning or strain on your workers' backs. And its handles are 

adjustable for workers of all heights. All these things make it 30% more productive than 

conventional aerators. Increase your profits and make your crew happy with the TurnAer 26-

from Turfco Direct, the Direct answer to your renovation needs. 



continued from page 58 

developed with data collected from a Ken-
tucky bluegrass lawn established on a silt 
loam soil in southern Wisconsin that re-
ceived 4 lb. N/M/season. 

The graph tells us that, under these 
conditions, it takes about 1 lb. P205/M 
per year to maintain soil test phosphorus 
levels when clippings are removed, but 
only one-half this amount, or 0.5 lb. 
P205/M per year, when clippings aren't 
removed. These numbers will change 
somewhat depending on soil type, the an-
nual N rate and geographic location, but 
provide a good starting point in deciding 
how to manage soil phosphorus on lawns. 
The indications are that applying more 
than 0.5 lb. P205/M/season where mulch 

mowing is practiced will gradually increase 
soil test phosphorus. Applying less than 
this amount will have the opposite result. 

The blame game 
Effective management of phosphorus in 
lawns is not only good for the grass but es-
sential for lawn care professionals. 
Whether it's true or not, phosphorus in 
runoff water from turf has been fingered as 
one of the causes of the degradation of the 
quality of surface waters in urban areas. 

Recent legislation in Minnesota now 
bans phosphorus use on lawns with high 
soil phosphorus in the seven county area 
surrounding metropolitan St. Paul and 
Minneapolis. An exception is made for 
starter fertilizer. Numerous small commu-

nities scattered around the Midwest have 
passed similar ordinances. In Wisconsin, 
the intent is to require that any five or 
more contiguous acres of turf be fertilized 
according to soil tests. No phosphorus ap-
plications will be allowed where soil tests 
are high or excessive. 

The concern is how quickly soil phos-
phorus will be depleted to the point where 
supplies are insufficient for maintenance of 
high-quality turf. The graphs in Figure 4 
address this concern. 

Per those graphs and for the conditions 
under which they were developed, soil P 
declined 4.5 ppm per year when clippings 
were removed and no fertilizer phosphorus 
was applied. The comparable figure when 

continued on page 62 



"Undoubtedly, the best grass 
machine I have ever owned, I have 

had many other brands and no 

"Your mowers 
keep me looking 

good against 
the competition." 

Ray West, 
Professional Grounds 

Maintenance, Inc., I 
Vermilion, Ohio 

"Has changed our lives - more 
"At age 76, my wife and I both t ime to extend areas of our 
enjoy mowing with our Walkers - business. Just love it!!" 
best thing since sliced bread." Brett & Carolyn Soutar; 
Jack Ray, Short Back >n'Sides' 
Wetumpka, Alabama Waihi Beach, New Zealand 

comparison in 60 years.' 
Harold A. Jensen, 

Fayetteville, Georgia 

"The best investment I have ever made!!" 
Bryan Coles, Coles Lawn Care, "Please Continue to make 
htsburgh, Pennsylvania frgfl t h e m o s , g r a t i f y i n g 

mowers to own and run 
in the industry!!!" 

Elmer B. Groom, 

"We operate a two person 
lawn care company. My wife 

and I would not be able to do 
this without our Walkers." 

Gary Vassallo & Loretta Tunstall, 
Lawn Cruisers Lawn Care, 

Kalispell, Montana 
"Best mower sold! 

I love it and my 
customers love it." "No other mower 

Robert Fietsam, does it like a Walker" 
Exquisite Lawns, Bobby Williams, 

Jacksonville, Florida Saltillo, Mississippi 

"Walker is by far the best 
mower in this size available, 
and I am exceedingly pleased 
with my Walker." 
Walt Olsen, 
N.I.W.S Services, 
Gypsum, Colorado 

Groomed Gardens, 
Jacksonville, Florida 

"I never knew what a pleasure 
grass cutting was 'til I 

got my first Walker." 
Merle Stremming, 
Forsyth, Missouri 

"I a m 6 7 and could not be in business 
wi thout my Walker - We love it!" 

Travis Keen, 
Travis Keen Lawn Service, 

Columbus, Georgia 

"Walker M o w e r s 
saved my business!!!" 

Marc Davis, 
M.D. Landscape, 

Weymouth, Massachusetts 

"I love looking back at my accounts, as I drive away 
and thanking myself for owning these mowers..." 

Paul & Jennifer Sparks, 
Sparks Lawn Care, j | d b mower in America." 
Titusville, Florida John E. Sharts, Springboro, Ohio 

I can truly say Walker is hands down the best 
mower on the market today...I've seen a lot 

of different mowers, but I own the best: Walker. 
Stephen D. McBride, 

"Will never own 
„ any mower other 

than a Walker." 
Mike Pillsbury; 

^ r n S ! ^ M a C ' S L a W n S e r v i C e ' " N i c e s t iawnmower Chariton, >0Wa 

of my Walker mowers. I advise * t Portland, Indiana w e ever owned" 
other landscapers l ikewise." Guy and Claudette Laurencelle, 

Arnie Gundersen, " I jus t love m y Walker !" Lac du Bonnet, "Best mower 
Luxor Landscape, M i c h e , Bernardin, Man,t0ba' Canada • have ever used." 

Maple Valley, Washington S ( p h j , i p p e Quebec, Canada V i c k e r s L Cunningham 
Dallas, Texas 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. LM 

FORT COLLINS, CO 80528 
(800) 279-8537 • www.walkermowers.com 

Independent, Family Owned Company Designing and Producing Commercial Riding Mowers since 1980. 
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continued from page 60 
clippings weren't removed was a decrease 
of 1.8 ppm P per year. We find that many 
of our lawns have soils tests in the range of 
60 ppm while we consider 20 ppm opti-
mum. Under these circumstances, the soil 
P can be allowed to decline about 40 ppm 
without experiencing a reduction in turf 
quality. Dividing this 40 ppm by a de-
crease of 4.5 ppm per year when clippings 
are removed suggests we can go about 
eight years without applying phosphorus. 
With clippings returned, the figure is 
40/1.8, or 22 years. I wouldn't wait that 
long in either case. Rather, I'd test the soil 
every three to four years and track the rate 
of decrease in soil test phosphorus for my 
particular situation. 

Fertilizer P205 applied — Ib/M/year 

WALK - BEHIND DISTRIBUTORS 
NAME PHONE STATES 

G.O. Distributors, Inc. 800-525-8148 ME,VT,NH 

Pro Industries, Inc. 866-233-7427 MA, CT, Rl, Upstate NY, NC, SC, VA (ex Wash DC) TX, MS, 
FL, GA, MS, LA, AR, 0K,AZ,NM 

A & D Distributors 800-794-4647 TN, AL 

CADCo Distributing 800-942-2326 NYC/LI, NJ, MD, Northern VA (incl Wash, DC), PA (ex 
Pittsburgh), DE 

Keen Edge Co.-Central 800-589-4145 Wl, IL (ex Chicago) IA, NE, M0, KS, ND, SD, MN 

Keen Edge Company-West 800-929-1948 OR, WA, CA, NV 

Mainline of America 800-837-2097 OH, IN, KY, Ml, WV, Chicago, Pittsburgh 

Coates Landscape Supply 208-656-0600 MT, ID, LIT, Western WY 

Secrist Distributing 800-834-0572 CO, EastWY 
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Figure 4. Influence of the annual rate of 

phosphorus application on the changes in 

soil test phosphorus after four years for a 

Kentucky bluegrass lawn with and without 

clipping removal. 

Break with tradition 
The tradition of always applying fertilizers 
that contain phosphorus is a deeply in-
grained practice. This leaves many people 
concerned that not applying phosphorous 
every year will cause turf quality to decline. 

Where soil phosphorus levels are high, 
there's no increase in clipping phosphorus 
when fertilizer phosphorus is applied. In 
this case, applying phosphorus is a waste 
and not an environmentally sound practice. 

The growing trend in regulation of 
phosphorus use on turf is a clear signal that 
the turf management industry needs to be 
prepared to react in a safe and positive 
manner, lm 

— The author is a professor in the 
Department of Soil Science at the University 

of Wisconsin-Madison. He can be 
reached at 608/262-2633 or 

wrkussow@facstaff.wisc.edu 

mailto:wrkussow@facstaff.wisc.edu


When you're faced with a mountain of work, you 
can't afford to fool around with just any compact tractor. You 
need one of the new MT200 Series tractors from the 
Challenger® line. 

The MT200 Series comes in six models ranging from 23 
to 44 horsepower. Along with 20% more operator area than 
their major competitors, the MT200s offer more than 
25 key features preferred by compact tractor users. Features 
like a rugged, cast-iron frame. Solid steel fenders and hoods. 

Standard four-wheel drive and power steering. Plus, your 
choice of manual, shuttle or hydrostatic transmissions. 

Of course, the MT200 Series comes with one more feature 
you won't find in any other compact tractor. And that's the 
world-class service and support you'll get from your 
authorized Caterpillar® dealer. So stop by your local Cat^ 
dealer and test-drive the new Challenger MT200 Series 
today. Because those chores won't get done by themselves. 

Visit www.challenger.agcocorp.com for a dealer nearest you. 

AGCO Corporation, 4205 River Green Parkway, Duluth, GA 30096. www.challenger.agcocorp.com. 
AGCO is a Reg. TMs of AGCO Corporation. Caterpillar and Challenger are Reg. TMs of Caterpillar Inc. © 2002 AGCO Corporation. CC014E02V01 
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solutions center 
FLEET MANAGEMENT 

In with the 

This business owner relies 
upon professionals to buy and 
sell his vehicles for hint 

Vitals 

Jeff Corcorran doesn't 
have time to deal 
with every aspect of 
his business. The 
president/owner of 
Landscape Manage-
ment Services in 
Houston directs a 

company that manages more 
than 100 commercial and resi-
dential accounts. Its 85 employ-
ees generate annual revenues 
exceeding $3 million. 

The last thing he needs to 
worry about is when to sell his 
old trucks and buy new ones to 
maintain his fleet of 20 vehicles. 
He leaves it up to a company 
like Enterprise Fleet Services that 

knows all about "cycling," which 
is the term the fleet management 
industry uses for knowing when 
to dispose of older vehicles. 

"We not only save consider-
able dollars, we save consider-
able time by outsourcing to 
fleet management experts," 
says Corcorran. 

THe p r o b l e m : old, 
unreliable vehicles 
The poor economy combined 
with a soft used car market has 
caused many business owners 
and fleet managers to hold onto 
older vehicles longer. But 
higher maintenance and fuel 
costs, frequent breakdowns and 

Company: Landscape 
Management Services 

President: Jeff Corcorran 

2002 gross revenue: 
$3 million plus 

Employees: 85 

Services: Design/build, 
maintenance, plant care 

Customer mix: 
55% residential, 
45% commercial 

expired warranties are more 
counterproductive in the long 
run due to missed appoint-
ments and lost productivity. 

Tlte s o l u t i o n : cycling 
How and when a company de-
cides to sell its vehicles de-
pends on time of year, mileage, 
vehicle type, age and mainte-
nance history. 

"A good way for a business 
owner to determine how and 
when to sell vehicles in its fleet 
is by performing a vehicle 
analysis that looks at each vehi-
cle in the entire fleet and how 
the company uses its vehicles," 
says Steve Bloom, vice presi-
dent of Enterprise Fleet Ser-
vices, which specializes in serv-
ing businesses with 15 to 125 
vehicles. "From that analysis, 
the strongest time of the year 
to re-market or cycle is deter-
mined for each vehicle." 

Many fleet services compa-
nies have vehicle replacement 
cycling systems that ensure ve-
hicles are replaced at appropri-
ate intervals to achieve opti-
mum performance and the best 
resale value. Specially trained 
re-marketing professionals can 
help business owners take the 
guesswork out of this process. 
These programs consider 
everything from future trends 
and the current used car sales 
market to vehicle warranties, 
mileage and the possible wear 
and tear a business will inflict 
on a vehicle. 

"By looking at and review-
ing automotive trends through-
out the year and analyzing how 
each customer uses their vehi-
cles, it is possible to take the 
guesswork out of the process," 
says Bloom, lm 

— For more information on En-
terprise Fleet Services, call 

877/233-5338 or visit 
www.enterprise.com/fleets. 

http://www.enterprise.com/fleets


products 
™ TECH CENTER — 

Water wonder 
Aquamaster Fountains & Aerators in-
troduces AquaAir, which provides any 
aquatic environment with superior aeration, cir-
culation and destratification without disturbing 
the natural aquatic landscape. Sizes range up 
to 1 hp, with one to six dual self-deaning 
membrance diffusers. 
For more information contact Aquamaster at 
800/693-3144 or www.aquamaster 
fountains.com I circle no. 250 

Total turbo 
Kawasaki's Twin TurboBlade is a rotary attach-
ment for the Kawasaki KBL23A and KBL26A 
string trimmers. The rotary blades work like 
scissors to deliver precise cuts and prevent 
clogging. Also, cut grass isn't scattered. It's also 
low maintenance because it's self-sharpening 
and uses an internal magnet for automatic 
blade adjustment. 
For more information contact Kawasaki Motors 
Corp. at 877/529-7697 or www.kaw 
powr.com I circle no. 251 

Keep on walkin' 
Jacobsen hydrostatic walk-behind mowers 
come with either a 15-, 17- or 21 -hp Kawasaki 
engine. Deck sizes range from 36 to 61 in., ei-
ther full-floating or fixed. Other features include 
Z-Control loop handles, 10-gauge steel deck-
ing, quick release cutting height adjustment 
and 4.3-gal. fuel capacity. 
For more information contact Textron Golf, Turf 
& Specialty Products at yyww.jacobsen.cpm I 
circle no. 252 

Super seeder 
The new BlueBird S22 seeder's ground driven agitator 
distributes seed over 22 in. of turf, a 20% increase 
over the previous model. It features seven preset 

height adjustments in 1/4-in. increments and either a 
5.5-hp Briggs & Stratton or a 5.5-hp Honda en-

gine. Each Delta blade is made of 12-
gauge austempered steel that's angled 
with a beveled edge to cut slits into 
the ground 1-1/2 in. apart. 

For more information contact BlueBird 
at 800/808-2473 or www.bluebirdintl.con I circle no. 253 

Situation handled 
Honda's new HHT31S handheld trimmer fea-
tures a 1.5-hp, 360-degree inclinable GX31 
mini four-stroke engine known for its low noise 
level, low vibration level and ease of starting. 
Because of the engine's strong low-end torque 
characteristics, many jobs can be performed at 
partial throttle. Available with a traditional loop 
handle or a U-shaped bicycle-style handle. 
For more information contact Honda at 
www.honda.com I circle no. 254 

On the edge 
Little Wonder's new Xtra edger com-
bines the maneuverability of a stick 
edger and the power of a wheeled 
edger. At 16 lbs., it's ideal for 
edging in confined areas. Other 
features include six-position 
height adjustment for pre-
cise cutting depth, 34cc 
two-cycle gas engine, and 
a cross-blade system that 
cuts through thick grass. 
For more information con-
tact Little Wonder at 877/596-6337 or 
www.Iittlewonder.com I circle no. 255 

Green it up 
ROOTSinc introduces two new 100% chelated 
liquid irons, neither of which, the company 
claims, stains cement or other surfaces. Lawn-
Plex is made up of 6% iron, 6% sulfur, and 4% 
nitrogen for fast green-up. LongGreen has 7% 

iron, 1 % chelated manganese, and 7% potas-
sium for long green-up. 
For more information contact ROOTSinc at 
203/786-5295 or www.rootsinc.com I 
circle no. 256 

Stimulating 
Myconate, developed by researchers at Michi-
gan State University, stimulates colonization of 

plant roots by benefi-
cial mycorrhizal fungi, 

greatly enhancing up-
take of nutrients and 

water. Because Myconate 
stimulates colonization by natu-

rally existing mycorrhizal popula-
tions, it's less expensive and easier to 

apply than inoculum. 
For more information contact VAMTech at 

www.vamtech.com I circle no. 257 

Bag it 
Textron Golf, Turf & Specialty Products now has 
two fully mounted PTO-driven Professional 
Lawn Vacuum Systems available for selected 
Bob-Cat and Bunton zero-turn riding mowers. 
The Pro 7 Vac features a 7 cu. ft. plastic con-
tainer, and the Pro 12 Vac features a fully 
mounted, tapered aluminum box for obstruc-
tion-free dumping from the operator's seat. The 
18-ft.-long suction hose is ideal for collecting 
leaves from flowerbeds. 
For more information contact Textron at 
www.textron.com I circle no. 258 

http://www.aquamaster
http://www.kaw
http://www.bluebirdintl.con
http://www.honda.com
http://www.Iittlewonder.com
http://www.rootsinc.com
http://www.vamtech.com
http://www.textron.com


products 

Spray day 
Echo's MS-100 manual back-
pack sprayer is designed with an 
enclosed piston and diaphragm 

pump capable of producing 
up to 150 psi. The 20-in. 

brass wand and adjustable 
nozzle deliver an even and 

MARUYAMA 
—COMMERCIA POWER E Q d t W r e > f F C , A L OUTDOOR 

T R U E 
F W 

E X T R A 

The True Commercial Difference. 

The blades, induction-hardened 

chrome steel; the edges, precision 

polish-ground on every cutting 

surface; the engine, an ideal 

balance of weight and power. 

And the commitment, a 

two-year limited commercial 

warranty, three-year residential, 

even one-year for rental use. 

The difference? The details. 

Maruyama builds the finest hedge trimmers available anywhere in 

the world. Of course, there is plenty of good equipment out there, and 

that's good enough for a lot of folks. But don't you deserve something 

more . . . something extraordinary? 

Premium Outdoor Power Equipment ^ V ^ I T l a r U y a m a . ExtrUOT(Unary 

Maruyama U.S., Inc. | 425.885.0811 voice | 425.885.0123 fax | www.maruyama-us.com 

Circle 140 

highly controlled spray ranging from a wide 
angle mist to a single stream. A durable 300 
psi-rated hose connects the unit's brass 
sprayer to a 4.5-gal. polyethylene tank. 
For more information contact Echo at 
www.echo-usa.com I circle no. 259 

Control freak 
The ET2000 controller from Calsense can be 
operated as a powerful stand-alone controller 

with full water manage-
ment capabilities or in 
conjunction with a PC to 
provide field information 
vital to central control. It 
has a large display and 
offers simple and easy 

programming with ATM-style buttons. An op-
tional integrated radio remote receiver can in-
crease staff efficiency. 
For more information contact CalSense at 
800/572-8608/circle no. 260 

Simplify irrigation 
With the Hunter Irrigation Management and 
Monitoring System (IMMS), automatic irriga-
tion sites can be programmed for functions 
that would typically be handled directly at each 
site's controller. Use a single computer miles 
away from the installation to schedule days to 
water, run times, start times, cycle and soak op-
erations and more. 
For more information contact Hunter at 7601 
744-5240 or www.hunterindustries.com I 
circle no. 261 

Mowin' maniac 
Woods Equipment Company has two new 
models in its line of M-Series zero-radius riding 
mowers: the M1950K, with a 19-hp Kawasaki 
engine, and the M2760 with a 27-hp Kohler en-
gine. The M1950K is for maneuvering in tight 
areas. The M2760 can handle the biggest jobs. 
Other M-Series Mow'n Machines feature 50- to 
60-in. decks and 20-25 hp engines. 
For more information contact Woods at 
815/732-2141 or www.woodsonline.com / 
circle no. 262 

continued on page 68 

http://www.maruyama-us.com
http://www.echo-usa.com
http://www.hunterindustries.com
http://www.woodsonline.com


Featuring the T8 Class 
800 # Lift Capacity^ 

T12 -1200 # , T18 -1800 # , & T24 - 2400 # Classes Also Available Factory 

25hp Gasoline Engine 
4 Wheel Hydrostatic Drive 
40+ Attachments Offered 

Articulated Steering 
Tractor Width 45" 

60" Lift 
Height 
• I K 

,000 
84" Lift Height 

TR8 Trailer Package 
Shown with 
PT-425 

PT-425 
$8,500 

Removable Backhoe 
Available for PT-2425 

8' 4" Reach, Digs 6' Deep 
2500 lbs Breakout Force 

H e a w O u t S f 
tyuestdUdf 

Jtew. 'DcUKOqe & l u ^ t&eut TOOMMU} 

The TR8 Trailer Package 
12 ft Special Trailer, 7,000 # Gross 

Package Includes 1 T8 Class 
Tractor, Up to 15 Attachments 

& 4 Augers with Spare Tire 
and Tool Boxes 

Entire Package 
Starting Under $18,000 

1 -800-TH E-YARD www.power-trac.com 

http://www.power-trac.com


products 

continued from page 66 
On the spot 
Dakota Peat & Equipment's Greenwave 
portable syringing unit features a metered 

Dosamatic Advantage in-
jector with flow rates 
from 0.25 gpm to 30 
gpm, making it ideal for 
syringing or other spot 
chemical treatments. The 
100-ft., 1 -in. hose stores 
easily on a Reelcraft reel 
and connects quickly to 
any irrigation system 

head. An 8-gal. reservoir for liquid chemicals 
eliminates the need for premixing. 
For more information contact Dakota at 
800/477-8415 or www.dakotapeatcom I 
circle no. 263 

Blow it away 
Husqvarna's 155Bt backpack blower 
features 183 mph maximum air velocity 
to make short work of leaves and grass 
clippings. The trigger throttle is conve-
niently located on the tube, and a 
padded harness with load-reducing 
hipbelt offers operator comfort. 
For more information contact 
Husqvarna at 800/487-5962 or 
www.husqvarna.com I circle no. 264 

Protect those plants 
Nemasys from Becker Underwood protects 
plants from fungus gnat (bradysia species) lar-
vae, which can cause devastating damage by 
attacking roots. The company claims that it's 
easy to apply, completely safe to use, and isn't 
EPA regulated because it poses no threat to 

people, plants or beneficial insects. 
For more information contact Becker Under-
wood at 800/232-5907 or www.beckerunder-
wood.com / circle no. 265 

Tech protection 
NSN, The Toro Company's technical support 
network for irrigation central control system 
customers, is now shipping Toro central con-
troller computers pre-loaded with Microsoft 
Windows XP and Phoenix FirstWare cME solu-
tion as a first-of-its-kind disaster recovery soft-
ware product family. This means a backup 
"image" of their original operating system and 
application files is stored in a highly-compressed 
format in a special area of the hard drive, pro-
tected from viruses, software corruption, etc. 
For more information contact Toro at 888/676-
8676 or www.toro.com I circle no. 266 

The BackSaver 
Tailgate Assist. . . 

> Helps reduce injuries, worker's comp. claims 
& property damages. 

'Takes 100% of the weight off most tailgates. 
(2-sided assist) 

• Will not allow most tailgates to fall down. 
(2-sided assist) 

' Is easy to install & will work on most utility 
trailers and tailgates. 

Dealer Inquiries are Welcome! 

877.388.8895 - www.thebacksaver.com 
Circle 141 
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This Is The Year! 
SELL IT! 
Win more bids with photorealistic presentations for your customers. 
Up-sell with impressive night lighting views and hardscapes. 

PLAN IT! 
Eliminate hours at the draw-
ing board with the easiest 
and most comprehensive 
CAD tools in the industry! 

"PRO Landscape not only saved my time, but as importantly my customer's timeI" -Dean Ricci, Jr., President, Ricci's Landscape Management, Inc. 

"PRO Landscape makes it easy for my customers to visualize their landscape design." -Robin Freeman, President, Freeman Landscape, Inc. 

PRO 
Landscape 
The Standard Design Software For Landscape Professionals • 

(800) 231-8574 
www.prolandscape.com 

NEW VERSION 9 

EASY TO LEARN, EASY TO USE 
• Video tutorials and free technical support 

CUSTOMIZABLE IMAGE LIBRARY 
• Add your own images to the 3500 included 

CAD OUTPUT VERSATILITY 
• Choose from hand-drawn, pastel, watercolor, or 

photo symbols 

LINKS TO LEADING SOFTWARE 
• Horticopia\ AutoCAD' , QuickBooks\ and Clip® 
60-day money-back guarantee! 

Circle No. 124 
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What Are You Waiting For? 

http://www.prolandscape.com


events 
WHAT, WHEN & WHERE 

February 
1 7 - H Landscape Design Workshop I 
Lincoln, NB; Nebraska Nursery and Landscape 
Association; 402/554-3752 

18-22 Cornell University Short Course 
— An Organic Approach to Turf 
Management I Long Island, NY; 
607/255-1792 

1 9 - 2 0 WinterGreen Expo & Conference I 
Warrensville Heights, OH; Ohio Landscapers 
Assn.; 800/335-6521 

19-21 LCA Winter Workshop I Bethesda, 
MD; 301/948-0810; www.lcamddcva.org 

2 1 - 2 6 Western Canada Turfgrass 
Association Conference & Show I 
Kamloops, British Columbia; 604/467-2564 

2 1 - 2 3 National Floriculture Forum I 
Columbus, OH; 614/292-3708; 
http://hcs.osu.edu/opgc 

22-2 Southern Spring Show I Charlotte, 
NC; 704/376-6594 

2 4 Southeast Regional Conference I 
Suffern, NY; New York State Turfgrass 
Association; 800/873-8873; www.nysta.org 

2 4 - 2 8 Indiana-Illinois Turfgrass Short 
Course I Willowbrook, IL; 765/494-8039 

A.M. Leonard 
Tools that work...and so much more! 

Your #1 source for Commercial 
Horticultural tools and supplies 

since 1885. Known for: 
• Outstanding Service 
• The Largest Selection 
• The BEST Quality 

Don't have the new A.M. 
Leonard Catalog yet? Give us 
a call and we will get one to 

you right away! 
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2 4 - 2 8 Turf and Landscape 
Management Short Course I Louisville, 
KY; 502/425-4482 

2 5 - 2 7 Western PA Turf Conference & 
Trade Show I Monroeville, PA; 814/863-3475 

2 5 - 2 8 TPI Midwinter Conference I 
Birmingham, England; 800/405-8873 

2 6 New Jersey Landscape 2003 I 
Secaucus, NJ; New Jersey Landscape 
Contractors Association; 201/664-6310 

2 6 Connecticut Turf & Landscape 
Conference I Hartford, CT; 203/699-9912 

2 6 - 2 8 TPI Midwinter Conference I 
Birmingham, England; Turfgrass Producers 
International; 800/405-8873; www, turf-
grasssod.org 

28-1 Ecological Landscaping Winter 
Conference and Eco-Marketplace / 
Boxborough, MA; 978/425-0101 

March 
3 - 7 Virginia Turfgrass Council Short 
Course I Charlottesville, VA; 540/942-8873 

4-& Spring Training Conference I Aurora, 
CO; Colorado Association of Lawn Care 
Professionals; 303/850-7587 

4 - 5 Ohio State University Sports 
Turf/Athletic Field Short Course I 
Columbus, OH; 614/292-4230 

5 - 6 MDLA Trade Show and Convention I 
Novi, Ml; Metropolitan Detroit Landscape 
Association; 800/354-6352 

5 - 9 Wichita Lawn, Flower and Garden 
Show I Wichita, KS; 316/721-8740 

http://www.lcamddcva.org
http://hcs.osu.edu/opgc
http://www.nysta.org
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TINE RAKE DETHATCHER 

Call for dealer 800.966.8442 www.jrcoinc.com 

• 36, 4 6 & 60-inch widths 

• Flexible tines allow zero turning 

• Combs up matted turfgrass 

• Removes embedded leaves 

mailto:jpayne@advanstar.com
mailto:kstoltman@advanstar.com
mailto:jsosnowski@advanstar.com
mailto:proberts@advanstar.com
mailto:mharris@advanstar.com
mailto:lcieker@advanstar.com
http://www.jrcoinc.com


The Nation's Most Dynamic 
Landscape Management Company 

If you're looking to increase 
the size of your lawn 
maintenance service, shoot 
for the stars and look at a 
U.S. Lawns franchise. 
U.S. Lawns has become a 
shining example of what a 
professional landscape 
maintenance service should 
be. With the guidance of 
U.S. Lawns professionals, 
we'll show you, step-by-step, 
how to: 

• Grow Your Business 
• Maximize Efficiency 
• Cut Costs 
• Get the Job Done Right, 

the First Time 

For more information 
on becoming a U.S. Lawns 

franchisee, call us at 

1-800-US LAWNS. 
Over 100 franchised locations 

operating in 24 states. 

www. uslawns. com 
Circle No. 142 

Circle No. 134 

IS® 5000Z 
• 72-inch cutting width 
• 31.5 hp Caterpillar Diesel or 34 hp Daihatsu 

gas engine 
• All-new four-wheel (front and rear) IS® 

Independent Suspension 
• Twin A-section hydro drive belts 
• Adjustable, 360-degree rotating anti-scalp rollers 
• Foot-operated deck lift 
• Unmatched two-year front-to-rear warranty 

Call us today at (800) 933-6175 or visit our website 
at www.ferrisindustries.com for 
your closest Ferris Dealer. 

IS is a registered trademark of Ferris Industries, a 
Simplicity company. All rights reserved. Th« Commercial Mower Specialist^ 

http://www.ferrisindustries.com


THE HOME ( P A G E ) 

OF G O L F . 

www.ffolfcourse 1 .com 

P R E S E N T E D BY T H E 

A M E R I C A N S O C I E T Y ^ 

OF G O L F C O U R S E A R C H I T E C T S JJ 

Circle No. 136 

LEIT 

Light Energized 
Irrigation Technology 
DIG LEIT features 
the only ambient 
light powered 

irrigation controllers capable of 
operating in low light environ-
ment without direct sunlight. 
LEIT delivers the latest in 
controller technology without 
the hassle of electric power, pro-
viding a better performance in a 
user-friendly irrigation controller. 
• Available in four to twenty-

eight stations 
• Built to the highest quality 

control standards (ISO 9002) 
• Controller function and opera-

tion are 100% tested 
• 4 programs / 3 start times 

500-Series 
Battery Operated 

Controllers 
DIG 500-Series 
battery operated 
controllers are avail 

able in one. four and six station 
models with features such as 
budget, AM/PM clock, duration 
from I minute to 12 hours, four 
start times and more, offering the 
widest range in flexible programs 
and in multi-station compatibility. 
• Independent program for each 

valve for four and six stations 
• Optional manual operation of 

one valve or sequentially of all 
valves 

• Low battery indicator 
• Waterproof 

For more details on our 
full line of irrigation products, 

call 1-800-322-9146 or 
e-mail dig@digcorp.com 

Circle No. 137 

http://www.ffolfcourse
mailto:dig@digcorp.com


Every month the Classif ied Showcase offers an 
up-to-date section of the products and services 
you're looking for. Don't miss an issue! 

ADVERTISING INFORMATION: 
Call Laura Cieker at 800-225-4569 x2670 or 
440-891-2670, Fax: 440-826-2865, 
E-mail: lcieker@advanstar.com 
• For ad schedules under $250, payment must 

be received by the classif ied closing date. 
• We accept VISA, MASTERCARD, and 

AMERICAN EXPRESS over the phone. 

Mail LM Box # replies to: Landscape 
Management (LM Box# ), 131 W. First 
St., Duluth, MN 55802-2065. 
Fax replies to: 218-723-9683 (please include 
box number & magazine title on cover page). 
E-mail replies to: blindbox@advanstar.com 
(please include box # and magazine title 
on subject line). 

Bilingual Training Business For Sale (Cont'd) | Business Opportunities 

Bilingual lawn & Landscape 
Training Products 

Translation Training Audio Tapes 
(Spanish to English) 

These audio tapes will teach, translate and 
pronounce commonly used words, phrases 

and short sentences. They will greatly 
improve your employees' knowledge, 

work and communication skills. 

Professional Training Guides 
(English & Spanish) 

Easy-to-read, step-by-step training literature 
that will improve the knowledge and 

work skills of all your employees. 

For more information and to order, 
VISIT US TODAY @ 

www.lnfoExchangeonline.com 

Info Exchange, Inc. 

Business For Sale 

Full Service Landscape Maintenance, 
Design/Build and Snow Removal 

Firm is Now Available 
Proven market share leader in SE Wisconsin 
is looking for a qualified buyer who wants a 

quick return on their investment. 
Annual sales of 2 million. Great cash flow. 

With the following breakdown: 
50% Landscape Construction 
35% Landscape Maintenance 
15% Snow Removal Service 

This is a perfect opportunity for any out-of-state 
firm looking to make this market theirs. 

Proven systems and staff in place. 
Serious Inquiries Only! 

Send inquiries to LM Box 533 

SOUTH FL NURSERY BUSINESS 
Full Service Landscape Company 

Deluxe Residence plus Office Bldg 
with 15 Acre Nursery 

Prime South FL Real Estate 
$1,300,000 

More info call Roger Wozniak, Broker fbba 
561-626-1200 

rogerw@awardbb.com • www.awardbb.com 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 
20-year Landscape Company 
Boston, Massachusetts Area. 

Annual volume 53.0 million PLUS! 
Company breakdown: 
• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well-managed and organized operation 
with a meticulous fleet. Will sell with or 
without the Real Estate, which has all the 

necessary provisions for repairs and parking. 
The 2003 backlog to date is over $1 million 

Contact WINOKUR ASSOCIATED 
Mr. Bob Murphy: 1-508-747-6292 ext. 225 

Cell: 1-508-241-1364 

LONG ESTABLISHED NURSERY 
IN AFFLUENT COMMUNITY 
Features Include: 
Approximately six acres with 

• Buildings & Facilities 
• Nursery Equipment 
• Shade Houses 
• Wholesale Annuals/Flowers Nursery 
• Contract Growers 

Asking $695,000 
Please reply to e-mail: 

jschwiering(a norrisandcompany.net 

Pittsburgh, PA 
Lawn Maintenance Company 

Well established for 21 years. 
Grosses $50,000 a year. 

Asking $20,000 with accounts and equipment. 
7 2 7 - 7 9 7 - 4 9 2 1 

SUNNY N.E. FLORIDA 
Established PREMIER Commercial 

Landscape Firm that "Cherry Picks" its 
most lucrative contracts: providing 

seller with a six figure income. 
"Little Stress Here" 

Terms available for qualified buyers. 
Call Bob McGinty & Associates 

@ 1-866-827-9695 or 
E-mail McGinty@bellsouth.net 

LAWN PROFESSIONALS. . . 

Improve Your 
Opportunities for Success! 

— BIDDING S T R A T E G I E S A N D MORE — 
Take advantage of our experience! The information 
contained in these manuals has taken our lawn service 
from 9 to nearly 700 accounts. Receive special pric-
ing when you order four or more manuals: 
• Bidding & Contracts $47.95 
• Marketing & Advertising $39.95 
• 20 Letters For Success $29.95 
• Contracts & Goals $39.95 
• De-Icing & Snow Removal $39.95 
• Estimating Guide: 

Residential & Commercial $34.95 
• Selling & Referrals $44.95 
• Telephone Techniques 

(Not a Telemarketing Manual) $24.95 

Profits Unlimited 
" Y o u r Key to Success" 

800-845-0499 
www.profitsareus.com 

\~t~\ ^Br1 

mailto:lcieker@advanstar.com
mailto:blindbox@advanstar.com
http://www.lnfoExchangeonline.com
mailto:rogerw@awardbb.com
http://www.awardbb.com
mailto:McGinty@bellsouth.net
http://www.profitsareus.com


C L A S S I F I E D S H O W C A S E 

Business Opportunities (Cont'd) 

We will TRAIN YOU to be SUCCESSFUL 
in the Backyard Putting Green Business 

Call the Putt ing Green Pros 
Toll Free 877-881-8477 

www.theput t inggreencompany.com 

Attention:Landscape Professionals 
Own an exclusive dealership. Established 

pet containment & wireless detection products. 
603-352-3333 Made in USA by Miltronics Mfg. 

Landscape Lighting Franchises 
Great business model for success in the 

rapidly growing landscape lighting business. 
Franchisor has run a successful operation in 
the Washington D.C. area for 7 years now. 

• Great margins 
• Lifetime warranty on products 
• Comprehensive training 

Call Lighthouse Landscape Lighting to learn 
more about this excellent business opportunitv! 

1-888-531-5483 
www.lightsbylighthouse.com 

FREE APPRAISAL • No BROKER FEES 
SELLING YOUR BUSINESS? 
Professional Business Consultants 
can obtain offers from Qualified Buyers 

without disclosing your identity. 
Consultant's Fees are paid by the buyer. 

CALL: 708-744-6715 
Fax: 630-910-8100 

Healthy Ponds™ Needs Qualified Dealers 
Healthy Ponds is an all-new, all-natural water 
management program that improves water clarity and 
kills mosquito larvae without harmful chemicals. 
Healthy Ponds contains a patented floating 
dispenser that continuously releases beneficial 
bacteria into the water. It's the most effective way to 
maintain ponds, lakes, and water features naturally. 
For information on Healthy Ponds and dealership 
opportunities, Call 314-725-2340 or E-mail 
cjlevendoski@msn.com 3/03 

Put the dynamics of Classifieds to work for you! 

Back-Yard Putting Greens 
Synthetic putting greens are the fastest growing 

segment of the $20 Billion a year golf industry 

Reasons to call us: 
* Huge Profit ( enter 

FREE VIDEO 
* ( arn NO Inunton 
* Kuellont Add-On Service 
* Residential & Commercial 
* Utilize Kxisting Equipment 
* Bin Manufacturer Direct 

* Manx Kxtras 

800-334-9005 
www.alloro2reens.com 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use/market, new technology liquid 
slow-release fertilizer and micro-nutrients. 

Buy Direct from Manufacturer 
FREE Catalog: l-800-832-9635 

Email: Ionfrankefqj.hutchtel.net 
www.frankemarketing.com 

For Sale 

Discount Sprayer Parts 
REPLACEMENT PARTS & PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F.E. Myers • Udor • 

• C o m e t a n d Genera l Pumps • 
Also Spraying Systems Tee-Jet 

a n d Albuz spray nozzles. 
W e h a v e a c o m p l e t e line of 
sprayer accessories such as 

spray guns, hoses & hose reels. 

Ca l l TOLL FREE: 888-SPRAYER 
for a f ree c a t a l o g . 

Emai l : spraypts@bel lsouth.net 
Websi te: Sp raye rPar t sDepo t . com 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of treea, 
shrubs, plants & mora 1/6" scala 
Stamp aizea from 1/4" to 1 3/4" 

$93 • $6 75 s/h VISA, MastarCard, or 
MCs shipped naxt day. Chacks delay 
shipment 3 weeks CA add 7.75%Tax. 

/P^EW^. AMERICAN STAMP CO 
PrtcŜ biecMacl̂ w 122®° R'*nB M LM3' w,lton-CA 95683 

without notice. 916. ^7.7,02 ft Toll Free (877) 687-7102 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE., BfAVtR FALLS, PA 15010 

1-800-822-3437 www.turboturf.com 

FACTORY LIQUIDATION 

"40% OFF 

SUPER TOUGH 
HEAVY I-BEAM 

I BUILDINGS 

Perfect for use as 
a landscaping 
business location. • 20 year roof & wall warranty 

• Plenty of room for storage & a workshop 
Some Other 

Sizes Available 

40 x 65 (3 LEFT) 
40 x 85 (1 LEFT) 
50 x 110 (2 LEFT) 
60 x 150 (1LEFT) Prime Steel | 

1 - 8 0 0 - 2 9 1 - 6 7 7 7 EXT 4 0 2 

PHYSAN 20. 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

Cost effective and biodegradable. 
Ordering and Dealer information: Maril Products 

320 West 6" Street, Tustin, CA 92780 
800-546-7711 www.physan.com 

MOWER 
REPLACEMENT PARTS 
FREE2(H) Page Catalog-Sat x' $$$ 

Mower Blades 
Air & Oil Filters 
Trimmer Line 

MOW MORE SUPPLIES 
1-800-866-9667 

www.mowmore .com 
Order FREE Catalog LM03 

Belts 
Plugs 

Over207(H)0 
Blades in Stock 

http://www.theputtinggreencompany.com
http://www.lightsbylighthouse.com
mailto:cjlevendoski@msn.com
http://www.alloro2reens.com
http://www.frankemarketing.com
mailto:spraypts@bellsouth.net
http://www.turboturf.com
http://www.physan.com
http://www.mowmore.com


C L A S S I F I E D S H O W C A S E 

For Sale (Cont'd) Help Wanted (Cont'd) 

3 0 ' x 4 0 ' x 1 0 ' 

$4,489 
10,000 Sizes. Bolt-Together All Steel 

Call Today For A Price Quote And Brochure. 

H E R I T A G E BUILDING SYSTEMS® 
8 0 0 . 6 4 3 . 5 5 5 5 

h e r i f a g e b u i l d i n g s . c o m 

Nationwide Opportunities Available! 

We offer a wide range of benefits including medical, 
dental, 401 (k),125 cafeteria plan and education. 

Visit us at w w w . a c c o n s t r u c t o r s . c o m or call 303.795.2582 fl1 

M i v i l ^ ^ H 
onstructors 

2001 C & S T U R F T R A C K E R 
Zero Turn Ride-on Sprayer/Spreader 

Spreads & sprays over 4,000 sq.ft. per minute. 
Designed for residential and commercial. 

87 hours on unit. 
Price New $13,495 - Selling for $9,950 

Call: 513-697-9090 
sschlossfc cinci.rr.com 

Help Wanted 

G r e e n S e a r c h 
Providins professional executive search, human 
resource consultins and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throushout the United States. 

www.greensearch.com 
E-mail: info@greensearch.com 

Toll free: 1.888.375 7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 
1117 Perimeter Center W, Suite 500 E. Atlanta. GA 30338 

C e m C a r e 

CEMCARE INC. has 

OPERATIONS MANAGERS 
positions available Nationwide! 

Looking for responsible, self-starter, hands-on, 
dedicated Operations Managers to manage 

landscape contracts to ensure quality assurance 
and to work with general superintendent to 

ensure production goals are being met 
• Three Years Supervisor Experience 

in the Green Industry 
• College Degree Preferred in Agriculture, 

Horticulture or Related Discipline 
* Licensed Irrigator Status 

• Chemical Applications License 
• Certified Arborist or Horticulturist Preferred 
We offer an excellent benefit package including: 
medical, dental, vision, 401(k), company vehicle 

PLUS a bonus program based on production goals. 
Paid training salary of $39,000. 

After completion of training program, 
salary range of low to mid forties. 

E-mail resumes to: 
greynolds99@earthlink.net 

or Call: 832-435-2555 

L i i i L ' - l i / l t M U n a d 
ensures it will be seen and remembered! 

Join 
t h e W o r k f o r c e 

o f N a t u r e ! 

Val leyCres t C o m p a n i e s 
has manager ia l and field 

oppor tun i t i e s in 
b ranch opera t ions , 

accoun t m a n a g e m e n t , 
project m a n a g e m e n t , 

sales, field supervis ion, 
hor t icu l ture and more , 

across all levels. 

Founded in 1949 , 
ValleyCrest C o m p a n i e s is a 
leading na t ionwide provider 

of landscape deve lopment 
and ma in tenance services. 
C o m e w o r k wi th the best. 

Bilingual a plus. 

Please send your resume 
to the a t ten t ion of 

M s . Cast i l lo a t 
opportuni t ies@val leycres t .com 

or fax to 8 1 8 - 2 2 5 - 2 3 3 4 

© 
ValleyCrest 
C O M P A N I E S 

www.val leycres t .com 

FLORAPERSONNEL, INC. 
In our second decade of performing 

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome. 
Confidential and always FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch(a;aol.com 

w w w . f l o r a p e r s o n n e l . c o m 

JOBS IN HORTICULTURE, INC. 
w w w . h o r t j o b s . c o m 

P h o n e : 1 -800 -428 -2474 
Fax: 1 -800-884-5198 

PURCHASING MANAGER 
Acres Group, one of Northern Illinois' largest independent 
landscape contractors growing at 15-25%, seeks a 
Purchasing Manager in our Roselle facility to continue our 
growth. In this position, you will manage the purchasing 
of landscape matenals, supervise the purchasing, yard and 
delivery staff, and oversee monthly physical inventory 
and plant holding areas. Prior green industry purchasing 
management experience preferred, landscape field 
experience helpful. Competitive compensation and benefit 
opportunities. 

Contact Maureen Fiantago for immediate 
confidential consideration-
Call 847-487-5070 or send resume to 
610 W. Liberty St., Wauconda, IL 60084 
fax 847-526-4841 or 
e-mail maureen.fiantago@acresgroup.com 

Surpass your own personal expectations in a fantastic 
team environment. Visit our website 
www.acresgroup.com for more career opportunities! 

•« — 
Labor Consultants 
I N T E R N A T I O N A L 

( L a ) 

Foreign Labor 
Specialists (H2B) 

LCI has the expertise to create a workforce 
that will fulfill whatever your labor 
need is: H2B, H2A, Seasonal, Peakload, 
Permanent, etc. LCI has met the workforce 
needs of many landscaping companies in 
the U.S. with workers from countries 
throughout the world. LCI has vast 
experience in bringing over workers from 
many countries as well as Mexico. LCI has 
the labor experience you can rely on! 

Contact LCI for more information: 
Our foundation is creative labor solutions. 

E-mail: info@laborci.com 
Call 208-777-2654 

Visit our Website: www.laborci.com 

To place an ad, call Laura Cieker 800-225-4569, x2670 

http://www.acconstructors.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:greynolds99@earthlink.net
mailto:opportunities@valleycrest.com
http://www.valleycrest.com
http://www.florapersonnel.com
http://www.hortjobs.com
mailto:maureen.fiantago@acresgroup.com
http://www.acresgroup.com
mailto:info@laborci.com
http://www.laborci.com


C L A S S I F I E D S H O W C A S E 

(31 BRANCH MANAGERS-IMMEDIATE! 
Rapidly expanding vegetation Management Company 
now entering its 13th year, seeking 3 Managers 
for Long Island/Westchester/Rockland counties. 
Must be Sales/Estimating & Customer Service 
oriented. Able to work unsupervised for periods 
at a time; self-starter. Accountable for profit/loss. 
• Excellent communication skills 
• Organized-Responsible 
• Personable-A rticulate-Energetic 
• Able to wear many hats 
College Degreed or 7 years prior work experience 
within green industry or other service sector a 
must. Must possess DEC (Cat3 A) pesticide 
applicator license or be readily able to pass written 
exam shortly after hire. Plant identification 
knowledge a plus, as is the desire to succeed. 

(3) FIELD TECHNICIANS-IMMEDIATE! 
Licensed full-time applicator position. Requires 
category (DEC3 A) pesticide applicator license or 
technician status and clean drivers license, 3 years 
prior chemical lawn care, tree spray or landscape 
service experience necessary. Plant identification 
skills. 
EXCELLENT SALARIES; specify job 
applied for. RESUMES: Fax: 631^421-3008, 
Email: PIRELEIF88(&aol.com 

Industry Leader in Mycorrhizal Fungi 
and Bacterial Technology 

Seeks a Qualified Sales Individual 
Immediate openings in the AZ, CO and 

NV territories. Candidate should reside in 
AZ or NV and have a degree in a green industry 

related field with several years outside selling 
experience. Selling experience through distribution 

to the Arbor, Golf and Horticulture markets 
helpful. Travel is required. Candidate should 

also possess excellent verbal and written 
communication skills, be self-motivated, 

personable, and well organized. 
Please fax resumes with cover letter to: 

412-826-5445 

T H E BRICKMAN G R O U P , LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax: 301-987-1565 

E-mail: jobs(a brickmangroup.com 
www.brickmangroup.com 

Check It out-ONUNEl 
The products & sen/ices to help you 

do business better can now be found online at 
www.landscapemanagement.net 

Help Wanted (Cont'd) 

Immediate Management Opportunities 
Quality Care, the Nature Care Company 

is a 24-year-old lawn and landscape maintenance 
company in the Iowa City/Cedar Rapids, IA 

area with 120 employees. We are seeking 
candidates for management positions in our 

Horticultural Services Division. 
Responsibilities include supervision of 

10 to 40 people, sales, customer service, and 
administrative work. Quality Care provides lawn, 

tree and shrub care, and snow removal for 
commercial and large-scale residential properties. 
We enjoy a very low rate of turnover due to our 

supportive, fun and successful work environment. 
Qualified applicants must have superior 

leadership and interpersonal communication 
skills. Customer service background is a must; 
green industry experience preferred. Generous 
compensation with opportunities for growth in 

this rapidly expanding location. For confidential 
consideration send or fax resume to: 

Geoff Wilming 
PO Box 5613, Coralville, IA 52241 

Fax: 319-358-5845 
E-mail: info@quality-care.com 

BOZZUTO LANDSCAPING COMPANY 
Serving Maryland & Virginia 

BLC is a stable, profitable, award-winning firm, 
seeking career-minded individuals. 
Positions Available in: 

• Field 
• Sales 
• Management 

E-mail: tdavis(a land.bozzuto.com 
Web Site: www.bozzuto.com 

Phone: 301-497-3900 

T U R F G O L D S O F T W A R E 
Do you want to have 

MORE CONTROL OVER YOUR BUSINESS, 
INCREASE SALES 

AND MAKE MORE MONEY? 
We'll show you how with software designed 

specifically for lawn and landscape companies. 
Call Tree Management Svstems, Inc. 

at 1-800-933-1955 
or visit our website at www .turftree.com 

for a free demo presentation. 

MAINTENANCE SUPERVISOR 
Land Designs by Ellison, Inc. is seeking a 
detail oriented, career minded person to fill 

the position of Maintenance Supervisor. 
Land Designs by Ellison is an award winning 

landscape design/ build/ maintenance company 
in the Vail Valley of Colorado. We specialize in 

high end residential landscapes, focusing on 
perennial borders and unique water features. 

Qualified candidates should be highly organized 
and efficient, have a minimum of five years 

experience in the landscape industry, be 
proficient in Microsoft Word and Excel, possess 

knowledge of perennials, turf, pests and irrigation, 
and display excellent verbal and written 

communication skills. Knowledge of design and 
the ability to speak Spanish is preferred. 

Duties for this position include site visits, managing 
6-7 landscape crews, ordering equipment, tools and 
supplies, coordinating deliveries and scheduling. 

The right candidate will find excellent 
opportunities for growth, a team environment and 
a competitive compensation package which includes 

year round employment, 401(k), profit sharing, 
health insurance, paid holidays and vacation. 

Please fax resume and cover letter to Julie Kite 
at 970-949-3288 or e-mail tojkite@ldbyc.com 

NAILDOWN YOUR WORKFORCE for 2003! 
Reliable Workers: More Profits. Legal Workers: 
Less Worry. Skilled Workers from Mexico. 
ALL Documentation. Visas. Transportation. 
Guaranteed, Affordable, Fast-Friendly Service. Call 
Now for Information. Free Employer Booklet. 
David Donaldson, USAMEX- 501-724-8844, 
David@USAMEX.org, www.USAMEX.ORG and 
www.MexicanWorkers.com 4/03 

— Classified Advertising Works! — 

2002 
l andscape i l l u s t r a t o r 

www.Lsisoft.com 

To place an ad e-mail Laura Cieker kiekei^advanstarcom 

Software 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

• Unlimited Customers & Locations 
• Automatic Scheduling, Routing 
• Automatic Invoicing, Job Costing 
* Service History & Profit Tracking 
• Labor and Productivity Tracking 
• Material & Chemicals Tracking 
• Letter Writer w/auto Mail-Merge: 

Send Sales and Service Notices 

Propose 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even. 
design vour own forms in Word 

> Full Accounting GXL, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

* Built-in links to QuickBooks ® 
Peachtree • MS Office • Street 
Mapping, Emailing, and more! 

http://www.brickmangroup.com
http://www.landscapemanagement.net
mailto:info@quality-care.com
http://www.bozzuto.com
mailto:tojkite@ldbyc.com
mailto:David@USAMEX.org
http://www.USAMEX.ORG
http://www.MexicanWorkers.com
http://www.Lsisoft.com
http://www.wintac.net


Five proven steps to build upon 
B Y B R U C E W I L S O N 

In the landscape mainte-
nance business, whether it's 
commercial or residential, 

good work and good customer 
service will lead to many 
growth opportunities. The 
business will receive plenty of 
growth opportunities from 
happy customers' referrals, and 
supplementing those referrals 
with a consistent sales effort 
will give the company good 
growth momentum. Of course, 
a new business doesn't have 
a large customer base, so sales 
growth needs a boost from a 
strong sales effort at the outset. 

Here are five ways to grow 
your landscape maintenance 
business: 

1 Build route density. 
In the mainte-

Bruce Wilson 

nance business, route 
density is the key to 
profitability. Building 
your business exclu-
sively on referrals is 
dangerous. In order to 
grow, you end up taking all or 
most referral business. Referrals 
don't always come in from a 
tight geographic area, so den-
sity isn't maintained. 

2 Profile and target the most 
profitable customers. Not all 

customers are equally profitable. 
Some customers spend more on 
enhancements than others. Pro-
file your customers regularly 
and monitor profitability. 
Which is your most profitable 
segment? Is it offices, home-
owners' associations or hotels? 
Which segment gives you the 
most enhancement sales per 
contract dollar? You should 
know this and sell accordingly. 

3Build your bench. Prepara-
tion for growth is crucial. 

Many companies pass on 
growth opportunities because 
they don't have the staff to 
take on new growth. The best 
companies don't miss growth 

opportunities because 
they build their bench 
and have people ready 
to handle those oppor-
tunities. 

4Build cash reserves 
for growth. An-

other impediment to 
growth is lack of capital. It's 
important to build your cash 
reserves so that when growth 
opportunities arise, the com-
pany has the capital to fund 
growth. My partner, Tom 
Oyler, refers to this as "not eat-
ing your seed com." 

5Maintain a consistent sales 
effort. The fifth growth 

principle is to maintain a con-
sistent sales effort. Companies 
tend to drop their sales effort 
when growth stretches them. 
When they need sales again, 
they start over with their sales 
effort. This doesn't work. It 
takes time to build up sales 
traction, so it's best not to lose 
it. I believe in continuing to 
sell. If you get more work than 
you can handle, start selectively 
dropping unprofitable cus-
tomers for profitable ones. 

I once read or heard from 
someone that the key to 

growth is to remove the barri-
ers to growth. If you think of it 
this way, you eliminate the two 
things that prevent you from 
growing: lack of people and 
cash. Plan ahead for people de-
velopment and manage your fi-
nances so you have the capital 
to grow. The key is fiscal disci-
pline and maintaining prof-
itable customers. 

Sound off 
Share your growth story 
with our readers. Contact 
Managing Editor Jason 
Stahl at jstahl®advanstar. 
com. We'll consider it for 
a future issue of LM. 

To comment on this 
month's "Best Manage-
ment" column by Bruce 
Wilson, contact him at 
bwilson@wilson-oyler. 
com. Bruce spent 30 years 
with Environmental Care, 
Inc., before partnering 
with Thomas L. Oyler to 
form the Wilson-Oyler 
Group, which offers con-
sulting services (www. 
wilson-oyler.com). 
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Midsize Walk-Behind Mowers 
Three Hydrostatic or Gear-Drive 
Models with 32" to 61" Fixed or 
Full-Floating Decks 

ZT226 Zero-Turn Riding Mower 
EFI V-2 Gives High Productivity and Economy 
• Electronic fuel-injection, 26 hp Kohler* engine. 
• ContourCut* anti-scalp, full-floating, 61" to 72" decks. 
• Hydraulic oil cooler uses conventional oil. 
• Dependable, manual deck lift with V*" height increments. 

Call 1-888-922-TURF or visit www.textronturf.com to request a complete catalog or locate a dealer. 
©2002 Textron Golf, Turf & Specialty Products 

ZT-219 Zero-Turn 
Riding Mower 
For an Affordable and 
Uniform-Quality Cut 
• Tough, 19 hp Kawasaki* 

V-2 OHV engine. 
• ContourCut* anti-scalp, 

full-floating, 48" or 52" deck. 

http://www.textronturf.com

