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Diversify your services, save time, save labor, expand
to markets you could only have imagined. An Express
Blower™ truck opens the door to Erosion Control, Turf
& Terraseeding™, Building Construction, Golf Courses,
Playgrounds, and much more. It's Opportunity.

Don't let it pass you by. Call us today.

Express Blower™ and Terraseeding™ are trademarks, and the Express
Blower design logo is a registered trademark of Express Blower, Inc.

i

New Markets
Full Year Applications
Commercial
Volume

A

800-285-7227
www.expressblower.com
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MAKE YOUR MARK ON THE LANDSCAPE.
.

ﬂ, - engi i 2
: gines and offer a great cut with 48" or
52" mowers. You'll tackle any size mowing
challenge quickly and comfortably. As easy
as it handles each new job, you'll find the Z
just as easy to maintain. So make your own mark

Presenting the new Snapper Z.

Powerful, dependable, durable, with

impressive features at every turn, the

Snapper Z puts you in total control.

This mid-mount commercial rider is equipped

with a rugged, 7-gauge welded steel deck and solid
steel deck stabilizer bars. You can power up with
either the 19-HP or 21-HP Kawasaki V-Twin OHV

on the landscape
with the new
Snapper Zero Turn.

Circle No. 101

& SNAPPER

LEGENDARY QUALITY
www.snapper.com
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WHAT'S COMING UP IN AUGUST

u Cover story:

Budget strategies
What's a profitable business with-
out a budget? Here's how to build
a budget for your company or your
grounds facility

B ASIC’s vital xole

As the Green Industry addresses
the growing scarcity of irrigation
water, it will look to these guys

8 Firving clients

What do you do with clients who
are unprofitable or no longer fit
your company's direction? You let
‘em go. Here's when and how you
should do it

8 Lining/marking
sports fields
Acclaimed field artist Mike
Hebrard offers pointers for a
professionally marked field

8 Preparing soil for
tuxf establishument

Dr. Hank Wilkinson blinds you
with science on the ins and outs of
turf establishment

B Snow guide
If snow removal’s your game,
you'll want to read this

® Plus: Inside the Owner's
Head, On the Record, Statistics

Can you

afford to

be shorthanded?

trust and afford.

...NO WAY!
Season after season, year after year, you need

quality, reliable workers.

Since 1988, AMIGOS has placed over 25,000

workers across the U.S.

We are experienced H-2B specialists you can

CONTACT AMIGOS TODAY.
BECAUSE YOU NEED HELP TO GET GOOD HELP.

AMIGOS

Labor Solutions, Inc.

www.amigos-inc.com

1-877-3AMIGOS

(326-4467)
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Proud supporter of these green industry professional organizations:
ALLA
AN.c{A

American Nursery &
Landscape Asseciation

Associated Landscape Contractors of America
150 Elden Street, Suite 270

Herndon, VA 20170

703/736-9666

www.alca.org

American Nursery & Landscape Association
1000 Vermont Ave., NW, Suite 300
Washington, DC 20005-4914
202/789-2900

www.anla.org

Independent Turf and Ornamental
Distrit PRase
526 Brittany Drive
State College, PA 16803-1420
parreer Voice: 814/238-1573 / Fax: 814/238-7051

THE OFFICIAL PUBLICATION OF
American Society of Irrigation Consultants
111 East Wacker Dr. 18th Floor e Chicago, IL 60601

Voice: 312/372-7090 / Fax: 312/372-6160

www.asic.org

The Irrigation Association

8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513

703/573-3551

www.irrigation.org

National Arborist Assodiati
3 Perimeter Road, Unit 1
Manchester, NH 03103
603/314-5380
www.natlarb.com

Ohio Turfgrass Foundation
1100-H Brandywine Bivd.,
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St.

0Old Town Alexandria, Va. 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

Professional Lawn Care Association of America
1000 Johnson Ferry Rd., NE, Suite C-135
Marietta, GA 30068-2112

770/977-5222

www.plcaa.org

Industry for a Sound Environment
1156 15th St. NW, Suite 400
Washington, DC 20005
202/872-3860
WWW.acpa.org/rise

Sports Turf Managers Association
1027 S. 3rd St.

Council Bluffs, IA 51503
712/322-7862; 800/323-3875
www.sportsturfmanager.com

7
)
ﬁ

%,

Turf and Omamental Communicators Assodation
P.0. Box 156

New Prague, MN 56071

612/758-5811

TiTOCA
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John Buechner
Director of Technical Services, Lawn Doctor, Inc

Holmdel, New Jersey

The fact that Talstar
conirols over 75 different
pests influenced my
decision.

The only things Smarter than our
produicts are the people who use them.

Lawn Doctor is the largest franchise lawn-care company in the
United States. John Buechner, Director of Technical Services,
has been with them for 18 years. “With 415 franchises in
thirty-eight states, | need an insecticide | can count on. The
fact that Talstar controls over 75 different pests influenced my
decision, but | selected Talstar because it won't harm sensitive
turf and ornamentals.”

The Talstar family of insecticides has the longest proven residual
in the industry. These insecticides are easy fo handle, and are
odor free at label rates. Use Talstar on lawns and landscape
ornamentals, and even for perimeter treatments. Our new
Talstar® EZ Granular Insecticide is easy to spread and tough
on pests. We are so certain that Talstar will provide long-lasting
performance against a broad spectrum of insects that we back
it up with a money-back guarantee.*

John Buechner has recommended the new granular formulation
for use at all Lawn Doctors. “Talstar EZ will be popular with the

franchisees, because it enables us to offer services we can be
proud of and helps us deliver on our promise of quality.” Lawn
Doctor’s trained and licensed staff care for more than a billion
square feet of America’s turf. They are a proud supporter of
the Professional Lawn Care Association of America (PLCAA),
and we at FMC couldn’t be prouder to support their great
work with our great products.

For more information, contact your FMC authorized distributor.
Call 800-321-1FMC, or visit us at www.fmc-apgspec.com.

TALSTAR. Lasts longer. Guaranteed.

8
s

Talstar F 1
S— . e , ~
© 2002 FMC Corporation. The FMC* logo & Talstar® are registered trademarks of FMC Corporation - -~ '° )
"

*See Guarantee Program Guidelines for detalls. This guarantee does not apply 1o termiticide products.
Circle No. 103
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The revolution in engine technology has started. Where is everybody?

COMPARIS0

WHEN THERE'S A PRODUCT WE CAN COMPARE IT TO.

The Shindaiwa T2500 is in a class by itself. It meets all EPA emission

High-visibility

requirements for 2005, today. But rest assured, it's environmentally debris shield —

with line cutter

friendly in a take-no-prisoners, grass-obliterating kind of way.

Shindaiwa's patented C4 Technology™ delivers a power-to-weight ratio Splined. 1-piece

steel mainshaft

you never thought possible in an ordinary 4-stroke. You also get true all for strength

position operation - even when you run it upside down.

The T2500 has no oil reservoir, which means no oil to change or check.

And it's quieter and more fuel efficient than a typical 2-stroke engine.

Buy a Shindaiwa
12500 grass trimmer
before July 31st and
get a SP210 sprayer
or five-pound spool
of trimmer line free!

A $40 value. See your participating dealer for details.

Walbro WYL

position operation

To find out more, see your local
Shindaiwa dealer today, visit us at
www.shindaiwa.com or give us a
call toll-free at 800-521-7733.

Maybe we should print our patent
number for our competitors to see

Naaah. That would be rubbing it in.

Circle No. 104

carburetor for all- 7

Shindaiwa 72500 with C4 Technology™

Heavy-duty
4-bearing gearcase
with helical gears

Vibration-reducing
loop handle

Chrome-plated
cylinder with
2-ring piston

FIRST TO START. LAST TO QUIT.
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on the record

BY RON HALL / EDITOR-IN-CHIEF

She’s all about hot news

Lynne’s her name, news is
her game.

| ews is immediate. It moves and
shifts. We're committed to getting it
to you while it’s still hot.

That's why I think you should be
aware of one of our team members
that you've probably never seen be-

fore on our pages. Her reporting and
technical skills are dramatically improving the quantity
and quality of news that we deliver to you.

Meet Lynne Brakeman, our award-winning Web Ed-
itor and a damn good reporter to boot. Lynne has trans-
formed LM'’s Web site (www.landscapemanagement.
net) into the best in the business, in addition to develop-
ing and delivering our twice-a-month LM
Week in Review e-mail newsletter that
many of you receive and appreciate.

Starting a fire

Since Lynne joined the LM team two
years ago, she’s put a fire under our
efforts to report on events as they
happen on our Web site. This is a big
change from the once-a-month rou-
tine that has characterized the Green
Industry business press for decades.
This team effort paid off when
LM.net tied sister publication Golfdom.com for first
place in the annual Turf & Ornamental Communi-
cator’s awards competition. And to top that,
Lynne's work last year on LM Week in Review
earned a bronze award in the American Society of
Business Press Editor’s national competition.

When Lynne joined the LM team two

years ago, she fired up the

LM staff to report on events
as they happen.

www.landscapemanagement.net / JULY 2003 / EA)

Lynne, who traveled the world during the 1980s,
came home to Cleveland and began her career in jour-
nalism about 13 years ago.

Here are some more things you should know about
this graduate of Ashland University in Ashland, OH
and Indiana University in Bloomington, IN (she’s not
saying when). She’s an avid but frustrated gardener
(“too little space, too much shade") whose interests
range from renovating her beautiful old home to at-
tending concerts by master banjoist Béla Fleck. Like all
fascinating people, Lynne is somewhat of a paradox. A
practitioner of meditation, she nevertheless attacks a
breaking news story with the ferocity of a tiger.

It's this determination to deliver the latest news on
our Web site and in our e-mail newsletters that has
helped us to change the focus on the pages in the
Landscape Management print magazine where you'll
find more opinion, commentary, and emphasis on
trends. For breaking news, bookmark www.land-
scapemanagement.net and check it daily.

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

BROAD AREA
MOWERS

Available with a

27 or 34 HP TURBO
diesel engine, in 61"
or 72" cutting widths.

SMALL, INTERMEDIATE
& LARGE ZTH MOWERS
Available with Kawasaki

or Kohler engines from 18
to 27 HP, in 42", 48", 52",
61" and 72" cutting widths.

SOD CUTTER
Available with a 5.5 HP
Honda engine, in an 18"
cutting width, and a
variable cutting depth
up to 2.5"

AERATORS

Available with a 3.5

or 4 HP B&S or Honda
engine, in 19", 25.5"

or 36" aerating widths,
and a variable aerating
depth up to 3".

POWER.

~

B

HAN

GEAR & HYDRO
DRIVE WALKS
Available with a

13 to 18 HP Kawasaki
or Kohler engine,

in 32" to 52"

cutting widths.

DETHATCHERS
Multi-function
bagger, seeder and
dethatchers, available
with a 5.5 HP B&S

or Honda engine.

CHAIN SAWS

17 models with HP ranging
from 2.1 to 8.4, bar lengths
from 12" to 72", and
superior Husqvarna features
and engineering.

] HAND-HELD AND
BACKPACK BLOWERS
Available in four models
with air velocities from
128 to 190 mph, with
cylinder displacement
cubic inches ranging from
1.5 (25.4) to 3.6 (59.2).

DLING:

.

ATOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT

HEDGE & POLE
TRIMMERS

Seven models available
in blade lengths of 21.5",
24", 28.5",30" and 39"

. %, with reaches up to 13'

and articulating,
adjustable cutting blades.

TRIMMERS

AND EDGERS

Seven pro models with
powerful 1.2 to 1.5 HP

engines. Select models
' feature E-Tech®

high-torque engines.

Industry experts with

equipment and business tips
that can help you build your
knowledge and your profits.

PERFORMANCE.
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LANDSECAPER SWEEFCTAKES
Only Husqvarna offers commercial landscapers MNT IT z w| N IT.

the Total Source Solution for all their outdoor
power equipment needs. And now, with our
IT’S TOUGH. IT’S LOADED. AND

Husqvarna “Feel The Power” Landscaper

Sweepstakes, you could take home our fully loaded IT COULD BE YOURS!

landscaper truck. Look for details of our Demo Tour It's the official Landscaper Truck of Husqvarna — fully equipped
hitting cities across the U.S. — it’s your chance to test with the newest Husqvarna outdoor power equipment

drive the newest Husqvarna equipment. But don’t — and we'll be giving it away at the 2003 Green Industry Expo

wait to enter the Landscaper Sweepstakes — enter in St. Louis, November 5-8!

online right now at www.husqvarnalandscaper.com. This 2004 commercial truck features a crew cab, gas powered
You can also enter by telephone. |-877-4AHUSKY. engine, automatic, air conditioning, grated flat bed, mower ramp
and full-size tool rack — and it’s loaded with Husqvarna
equipment, including a Zero Turn Mower, Hydro Walk, Backpack
Blower, Trimmer, Hedge Trimmer, Chain Saw and Edger.

Get ready to feel the power of Husqvarna’s total
line up of outdoor power equipment at your nearest
Husqvarna Power Retailer. For the retailer nearest
you, visit us on-line at www.husqvarna.com
or call [-800-HUSKY-62.

¥ 4
iy
P " / THE FOREST, LAWN & GARDEN
- 4 EQUIPMENT OF

: (Bl Husqvarna
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|my way

BY GUS GUTHRIE, CSFM / GUEST COLUMNIST

The window of opportunity to renovate or repair
school sports fields keeps shrmkmg, even as more and g
more use is demanded of these fields.

Please...open the windows!

10

pportunities to renovate athletic

fields dwindle each year. Those of

us in the business spend a lot of

time preparing smooth, attractive

and safe playing surfaces for ath-

letes. Imagine how frustrating it is
to see fields opened for use before

they're ready to handle the traffic.

As a contractor of athletic field construction and
maintenance, | see and work with field managers at all
levels, and I see their maintenance problems every day.
They do the best that they can, but most don’t have
the resources to do the job adequately. Their budgets
are small and, in many cases, they have to borrow
equipment to undertake a project. Often, they end up
hiring a contractor.

Squeezing the calendar

Anybody who has been in this business for any length
of time has experienced these problems, but the prob-
lems are worsening because of an ever-tightening cal-
endar squeeze. A generation ago, schools dismissed on
June 1 and resumed September 1. Now, they dismiss
a week or two later and start a week or two earlier.
Practice for fall school sports now begins as early as
mid-July, with the first scrimmages taking place in
early August.

The window of opportunity to renovate or repair
school sports fields keeps shrinking, even as more and
more use is demanded of these fields. In the communi-
ties that our company services, that window is now
down to five weeks. Can everybody's expectations be
met in just five weeks?

Crazy weather

Next, let’s factor in unpredictable weather. Summer
here in the Ohio Valley can be brutal. Mid-summer
temperatures often reach 100° F with stifling hu-
midity, and we've recorded winter temperatures
below zero. Man has yet to develop a turfgrass that
thrives in this wide range of conditions. All grasses
here have an ugly period sometime during the year
no matter what.

For cool-season grasses, that time is July and Au-
gust. Even with irrigation, these grasses will show
stress. The first game of the season is played on this
turf at its weakest time.

Bermudagrass, a warm-season grass, is the answer
to hot summers and goes into September strong and
vigorous. But if it’s used for spring sports, it will begin
to show excessive wear. Then, of course, it will have to
be resprigged or reseeded and given time to grow dur-
ing the summer.

Because of the growing popularity of sports such
as field hockey and lacrosse, field owners are starting
to schedule events year-round on their athletic
fields. This is a recipe for field disasters, and unsafe
playing conditions will surely ensue.

Field owners must realize that the fields they over-
seed need to be shut down so that they can be repaired
and made safe again when they're starting to show ex-
cessive wear. They have to “open the window" so that
we can do our jobs.

— The author is the manager of Farison Sports Turf,
Louisville, KY. He can be reached at 502/245-9422.

LANDSCAPE MANAGEMENT / JULY 2003 / www.landscapemanagement.net



ORSPORTS

- Ray Evernham, Evernham Motorsports

“The most important part of any machine
Is the team behind it

As one of the most successful crew exclusively through independent  network, you'll find a dealer nearby.
chiefs in NASCAR® history, Ray servicing dealers because they So stop in sometime. After all, as
Evernham knows the value of a have the parts, products and Ray puts it, “If you want the best
first-rate support team. And so do  expertise our customers demand. performance, you've got to work

we. At STIHL, we sell our products And thanks to our nationwide with the best people”
1 800 GO STIHL * www.stihlusa.com

STIHL

Number One Worldwide
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|inside the owner’s head

BY JASON STAHL / MANAGING EDITOR

Ron & Tracey Lester

» Architerra, Inc.

First things first: How did you guys meet?
Tracey: [ was at a girlfriend’s house, help-
ing her write out her wedding invitations. I
asked her about every guy whose invitation
I wrote out, and one I wrote out was
Ron’s. She told me she’d introduce us at
the wedding. That night, we all went out
to a local place, and I was sitting by the
men’s restroom and saw Ron walk by, not
knowing it was the guy we had been talk-
ing about earlier. He ended up asking me
for my phone number, and I later found
out he was the guy my friend was planning
to introduce me to.

What's it like working together?

Ron: I think in the beginning it was a little
challenging, but with her expertise it was a
really good fit. Tracey: It really made sense
working together because we each had our
own different strengths. Being able to iden-
tify each other’s strengths and use those
strengths is why we're successful.

What fun things do you guys like to do
when you're away from the office?
Tracey: When we have the time, we like to
golf. Ron: We bought a summer home in
western Michigan on Silver Lake, and
nearby are 4,000 acres of sand dunes that we
like to drive on with our specially converted
Jeep. We also do a little boating. Fortu-
nately, we've developed a team here at the
office to help us get away and relax. Tracey:
We have an unbelievable staff that believes
in the actual process and sees the big picture.
We've found that if you take the time to
teach them properly, they'll get it.

Ron & Tracey Lester own and operate
Architerra, Inc., a $2.1 million
design/build, maintenance and snow
removal company located in Indian
Creek, IL. They are members of the
Associated Landscape Contractors of
American and JP Horizons' Owners'
Network. Ron serves primarily as the
head salesperson while Tracey man-
ages human resources.

What's the most special thing you offer
to your employees?

Tracey: Over the years we tried so hard
to come up with incentive programs, but
they didn’t work because they came from
Ron and myself. So we asked our em-
ployees what they wanted to be recog-
nized for, and they said for going the
extra mile in their job. So we came up
with “good marble, bad marble.” Employ-
ees get colored marbles for doing good
things, and black marbles for doing bad
things. We then take $1,500 and divide
that into the total amount of colored
marbles and hand out cash rewards.

What other things do you do to keep
employees happy?

Tracey: People don't realize it, but pats on
the back, encouragement and recognition are
all very important. People don’t believe me,
but I tell them we haven’t heard anyone ask
for a pay increase in a year and a half. Ron: It
just comes down to leading by example and
teaching the game of landscape contracting
to our employees. We tell them, if we don't
service the customer, someone else will. Lit-
tle things make a huge difference.
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You recently went to the Winston Cup.
What was that experience like?

Tracey: We're not avid NASCAR fans,
but I'm a celebrity now because my step-

father, aunt, uncle and cousins are all big
fans. Ron: Seeing how those race teams
work together for a common goal is simi-
lar to what we do. We're owners trying to
win the race of serving high-end residen-
tial clients.

Which JP Horizons' People Solutions
program has affected you most?
Tracey: The Training Challenge by far, fol-
lowed closely by the Sales Jam and Leader-
ship Jam. It has empowered our employees
beyond belief. Our design/build sales pro-
ject manager, Dustin Mattern ,came up
with an idea and followed through with it,
and now it's working. Another employee,
Drew Peterson, came up with a “thought
of the day” board.

— Architerra, Inc. participates in JP Hori-

zons’ People Solutions programs. To leam

more visit www.jphorizons.com or call
877/574-5267.


http://www.jphorizons.com

The
Intelligent

Use of Water"

Water. It's what keeps the world
alive. As the world’s largest manu-
facturer of irrigation products, we
believe it is our responsibility to
develop technologies that use
water efficiently. Over the past
seven decades, our pioneering
efforts have resulted in more than
130 patents. From central control
systems and automatic shut-off
devices to pressure regulating
components and low volume drip
irrigation, Rain Bird designs
products that use water wisely.
And our commitment extends
beyond products to education,
training and services for our

industry and our communities.

The need to conserve water has
never been greater. We want to
do even more, and with your help,
we can. Visit www.rainbird.com
for more information about

The Intelligent Use of Water."

RaIN I BIRD
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NEWS YOU CAN USE

Work, weather and wings at

SIMA'’s Snow & Ice Symposium

BY JASON STAHL /
MANAGING EDITOR

BUFFALO, NY — More than 800 visitors
cruised the show floor at the Snow & Ice
Management Association (SIMA) Sympo-
sium here in mid June. They came to view
the latest in snow and ice control products
— and there was a blizzard of them.

The number of exhibitors (90) doubled
from the year before. In fact, the SIMA
Symposium has shown remarkable growth,
in both exhibitors and attendees, in each of
its six annual events. Among the companies
exhibiting this year were Hiniker, Daniels
Pull Plow, Bobcat, Ariens and Shindaiwa.

“It was marvelous,” says Tammy
Higham, Executive Director of SIMA. “It
went very well, and it was nice to see the
growth in the trade show. The exhibitors
seemed very happy.”

Buffalo Mayor Anthony Masiello
opened the trade show and boasted about
his town’s meaty Buffalo wings. “Now go
spend some money!” he exhorted the land-
scapers and snow management pros. And a
lot of them did as groups of attendees hit
restaurants around town. One of the fa-
vorites was The Buffalo House. The Mayor
was right — the wings were indeed meatier
than other cities'.

When attendees weren't chowing on
wings or kicking plows or manhandling
blowers and other snow removal units on

the show floor, they were educating them-

selves at a full lineup of seminars. Topics in-

cluded maintaining worker alertness, man-

2P Py -‘
.:”\‘ ‘g,}n )

his o

1998 1999
# of exhibitors 0 0
# of attendees 65 115

aging slip and fall risk, dispatching made
easy and many more. This Symposium was
also loaded with a striking amount of busi-
ness management education.

Some late night revelers hit the hip and
trendy Chippewa Street — rumor has it
that Buffalo Bills’ starting quarterback
Drew Bledsoe was seen at Soho on Thurs-

day night. Others who chose the path of
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Top: LM Managing Editor Jason Stahl
says Buffalo’s hot wings were “hot.” The
number of exhibitors to the SIMA Sympo-
sium almost doubled for the ‘03 event.

HOW THE SIMA SYMPOSIUM HAS GROWN

2000 2001 2002 2003
20 37 49 920
164 371 500 855

peace and tranquility partook in afternoon
trips to the Buffalo Zoological Gardens and
Elmwood Avenue for a little shopping. No
matter what people decided to do outside,
a steady rain fell in Buffalo. If the Sympo-
sium had taken place in January, all of us
would have seen snow removal in action.
The SIMA visitors, in light of the precipita-

tion, could have really shown their stuff.



People &
companies

Bayer Envi-
ronmental
Science hired
Dave Ravel
as a lawn care
specialist covering South-
eastern states from At-

lanta through Maryland.

Tecumseh promoted
Brian Wilcox to Director
of Sales — North America
for Tecumseh Products
Company'’s Engine &
Transmission Group.
William R. Faile, Jr., be-
came Vice President of

Sales for the same group

Sipcam Agro USA
named Lynn Brook-
houser President and
Chief Operating Officer,
promoted Robert
Yarborough to Sales,
Marketing and Product
Development Manager

for the company’s Turf
and Ornamentals Busi-
ness, and hired John
Moyer as Northern Area
Turf and Ornamental

Sales Manager.

FINN Corp. named
James Loneman man-
ager of the Central

States Territory.

RedMax promoted Phil
McCallon
to Field
Sales Man-

b ager for Dis-
v

tributing.

BioSafe Systems
appointed Kim Babins
Marketing Specialist.

Echo Incorporated ap-
pointed Vice President
Larry Will to handle is-

sues regarding power

blower noise education

and management

Turf-Seed, Inc. hired
Suichang Sun as a con
sultant to represent their

products in Asia

Dow AgroSciences
appointed Tom Linnen
Senior Sales Specialist for
the Mid-America Special
ties Group
and Randy
Smith (left)

field re

-
.," -

search
biologist for turf and

ornamental products.

L. R. Nelson Corpora-
tion named Ernie Dun-
bar Sales Manager for

the Pacific Northwest.

The Scotts Company
named Robert F. Bern-
stock Executive Vice
President and President
of the company’s North
American Consumer

Business.

CLIPPINGS

HydroPoint, Toro
sign agreement
PETALUMA, CA — HydroPoint Data
System, Inc. has signed a letter of in-
tent with The Toro Company to co-
develop and market a new genera-
tion of weather-based irrigation
controllers. Under such a partner-
ship, Toro would license Hydro-
Point’s WeatherTRAK technology
for use in select Toro controllers.

Novozymes
acquires Roots
SALEM, VA — Novozymes, which
offers growth enhancement and
disease control products for turf
and horticultural markets, has
acquired Roots, Inc., a plant
health care products company
based in Kansas City. With this
acquisition, Novozymes will
strengthen its position within
microorganisms and other bio-
logical products for professional
plant care. “Acquiring Roots bol-
sters our position in the U.S.
plant care market segment and
fits well with our corporate strat-
egy for growth,” says Ted
Melnik, President of Novozymes
Biologicals.

www.syngentaprofessionalproducts.com

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

a5
=
&

Primo MAXX
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Industry almanac

Bayer ES’s research site focuses on better turf

BY RON HALL /
EDITOR-IN-CHIEF

CLAYTON, NC — Bayer hosted Green In-
dustry editors at its Bayer Environmental
Science (BES) technical research facility
here in June. At 281 acres, it's believed to
be the largest single site in the United States
devoted to developing and testing turfgrass
and structural pest control products.

In addition to several acres devoted to
turf plots, the site includes a two-hole golf
course with bentgrass greens (three addi-
tional holes will be added this summer).
Noticeable on the grounds was a row of
shiny new John Deere turf equipment.
Bayer BES is field testing Deere mowers

and other turf maintenance units there, as
well. The Deere turf business is located in
nearby Raleigh.

Eventually, the golf course will have
nine holes. Bayer ES’s next hire will be a
turf manager to help manage the site.

landscape

Turf Feeding Systems is :
the leader in fertigation
systems for golf with over
1500 systems installed
worldwide.

TFS has introduced

a line of quality systems
for landscapes. With six
models and ten capacities
to satisfy your application
and your property.

Feed lightly with each
irrigation cycle. Control

color and growth, while
reducing labor.

Call Today
(800) 728-4504

Fertigation

Finally, a quality lockable fertigation system for

Turf Feeding Systems, Inc.

WWW.TURFFEEDINGCOM

Circle 109
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Researcher Mike “Any company that
Newnam shows wants to be a major
the results of player in this business
fungicide trials. needs to have a facility

like Clayton,” said Don
Myers, Chipco Product Development Man-
ager — Herbicides and PGRs.

Players? That’s a short list indeed.
Bayer, due to consolidation within the spe-
cialty chemical business, can literally count
its turf competitors on one hand. BES itself
is a blend of former Bayer and Aventis
business organizations.

Marketing Director Jim Fetter ac-
knowledged that the current economic cli-
mate could be better, but he pointed to
the BES research farm as evidence of the
company’s long-term commitment to turf
— and its conviction that the market will
continue to grow.

The Clayton site will be used to test
new products, but much of the activity
there will also focus on finding ways to add
value to the chemistry that Bayer has al-
ready developed or obtained through ac-
quisitions. As researchers at the site seek
formulation advances, new delivery sys-
tems and packaging improvements, other
BES personnel will be focusing on ways to
“partner” with lawn care companies to ad-
vance their programs, said Fetter.

One of the biggest challenges facing
Bayer BES, he added, will be “sorting out
all the brands” now under its umbrella, and
finding a common voice within the turf
market for them along with its strong
Bayer and Chipco lines. “Both have been
around a long time,” said Fetter.

Dr. Nick Hamon, Director of Develop-
ment and Technical Services, emphasized
that the site will be used to develop, test
and bring value-added products to the
T&O market. “We wanted a dedicated
team here, not an adjunct to an ag busi-
ness,” added Hamon.



Be aware of
OSHA changes

BY SUSAN KRUEGER, J.D.

In May, a 42-year-old North Carolina
landscape worker was killed when the rid-
ing mower he was operating tipped over.

This tragedy reinforces the need to stay
abreast of changes to Occupational Health
and Safety Act (OSHA) regulations, in-
cluding a change in the record keeping
standard for injury, illness, or death (29
CFR 1904)

As of Jan. 1, 2002, OSHA requires that
when an employee is injured while on the
job, or when an employee contracts an ill-
ness as the result of workplace exposure,
the appropriate forms must be completed
to investigate and record the incident. If an
employee dies on the job, his or her em-
ployer must immediately (within eight
hours) contact OSHA at 800/321-6742
and inform them of the incident. The em-
ployer now must complete new OSHA
FORMS 300, 300A, and Form 301 (which
are available at www.osha.gov/), rather
than the series of forms previously used.

It requires that the employer maintain
these forms for a period of five years. Fur-
thermore, employers must post the Sum-
mary (Form 300A) every year from Febru-
ary 1 until April 30 to inform employees
of job-related risks. Some injuries and ill-
nesses treated differently in the new regu-
lation include all sharp object injuries,
musculoskeletal disorders, hearing loss and
cases involving work-related transmission
of tuberculosis. Privacy concerns involved
with injuries of a sensitive nature are also
addressed in the new regulation

This article is a brief overview of only
the newest regulations. Contact TechneTrain
Inc. at 800/852-8314 to order their easy-to

read Nursery and Landscape-Federal
OSHA Compliance Manual

2 3 J A S .| w2
info Center

VIDEOS AND LITERATURE FOR THE GREEN INDUSTRY

King Innovation electrical/
irrigation products catalog

guard and Easyguard connectors,
irrigation products, hand tools and
electrical accessories.

For more information on
King Innovation products,
contact King Innovation at
3801 Lloyd King Drive, St.
Charles, MO 63304, or call
800/633-0232 or fax

King Innov.atton, e
formerly King ININOVATION
Safety Products, an-
nounces the release
of its new four-
color catalog that
details the com-
pany’s products
including DryConn
Waterproof Connec-
tors, Proline, Safety-

contact them at their Web
site at www.kinginnova-
tion.com.

636/519-5410. You can also

october 22-23, 2003 |5t s ko)

LAS VEGAS

CONVENTION CENTER

western

EXPO
2003

www.landscapemanagement.net / JULY 2003 / LANDSCAPE MANAGEMENT

17


http://www.osha.gov/

INDUSTRY TRENDS BY THE NUMBERS

WHAT'S YOUR SALARY?
Based on their work with over 50 com-
panies across the country, the consult-
ing firm of KehoeGuido found that
owner-managers in high profit companies
under $3 million in annual sales are earning com-

bined salary (pay for managing their companies) and divi-
dends (pay for return on ownership investment) at a rate of
8% of sales. In other words, in a high profit $2 million con-
tracting business, the owner-manager grosses $160,000 per
year, of which $100,000 is salary and $60,000 is dividends.

Survey says...

This little exercise always helps to get
n priorities in line. We asked our on-
line visitors to take a minute to think
about what they might do next if
money were not an issue. If their capital were

unlimited, what would be their next big
investment? Here are the results.

33% Z/New trucks

16% Z/Training program

13% KNew ME\ES

1% Z/New landscape technician

9% Z/New office support personnel
7% Z/New computer system

7% Z/Other

4% Z/New field supervisor

rFe tages based on 89 responses
Log onto www.landscapemanagement.net

and answer our online survey. We publish
the results here monthly

\

SUBSTANCE ABUSE COST

Workers who use illegal drugs...

are 2.5 times more likely to have absences of
8 days or more

are 3.6 times more likely to injure themselves
or another person in a work-related accident

are 5 times more likely to injure themselves off
the job (thus affecting performance and/or
attendance on the job)

are 5 times more likely to file a workers
compensation claim

are 1/3™ |ess productive

incur 300% higher medical costs

3 25
.~ DATA COMPILED BY THE
INSTITUTE FOR A DRUG-FREE WORKPLACE
A - -

AMERICA’S HOTTEST ‘BURBS

The so-called “housing bubble” shows no signs of bursting, at
least not in the suburban neighborhoods that Money magazine
identified as having the largest price increases over the past five
years. We've paired their list down to two each from the eight
largest metro regions tracked by Case Shiller Weiss. For a com-
plete list visit http://money.cnn.com/pf/features/liststophoods/

5-yr. price increase

Community Median price (1997-2002)
Cambridge, MA $480,000 126.30%
Somerville, MA $477,000 124.90%
Oak Park, IL $385,000 78.80%
Evanston, IL $459,000 73.00%
Huntington Woods, MI $254,000 50.40%
Birmingham, M| $297,500 46.20%
Rumson, NJ $493,500 102.90%
Montclair, NJ $365,000 102.50%
Bryn Mawr, PA $307,500 62.70%
Wyncote, PA $237,000 56.10%
Berkeley, CA $766,000 101.50%
Aptos, CA $525,000 99.70%
Glendale, CA $360,000 108.50%
Van Nuys, CA $359,000 106.30%
Silver Spring, MD $349,000 84.70%
Chevy Chase, MD $691,500 82.10%
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G\\‘ES ME THE F'NIS”

The perfect balance of engine and suspension. That's what it takes to win in NASCAR
competition; and that's exactly what the new Ferris IS®* 5000Z gives you. With its
powerful Caterpillar® diesel engine and Ferris 4-wheel Independent Suspension,
you'll mow faster, ride smoother and keep mowing longer without stops for refueling.
Plus, with Caterpillar's legendary reputation for power and long life, you'll be getting
more performance and better fuel economy for year after productive year. To learn
more about the new CAT*-powered Ferris IS®* 5000Z, call 1-800-933-6175 or visit
www.ferrisindustries.com. We'll answer all your questions and match you up with your

nearest Ferris dealer. And we'll show you how you can start driving the

only commercial mower made that's powered by CAT!

Ward Burton:
2002 Daytona 500 Winner
#22 CAT Winston Cup Race Car FERRIS

r

Ferris Industries * 5375 N. Main St. * Munnsville, NY 13409 « www.ferrisindustries.com * 1-800-933-6175 c Mower Sp

Circle No. 111
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R T

IES SUPER DUTY
Up to 21,500 Ibs. of towing power (F-350 — F-550)

New available Power Stroke™ diesel and 5-speed automatic TorgShift™ transmission

Highest available torque and diesel horsepower in its class*
Available in Reqular Cab, SuperCab or Crew Cab

E-SERIES

E-Series is the full size van sales leader 24 years running
Only full-range van to offer diesel power

Widest range of bodystyles and GYWRs up to 14,050 lbs.
Wheelbases up to 176"

On 6.0L Power Steoke ~ diesel engines with outomotic transmission

www.commtruck ford.com
or 800-301-7430



http://www.commtruck.ford.com

New Fall Dates

EXPO is changing dates so
your suppliers can show you
their entire new product lines!

You and your colleagues
wanted the opportunity to
bring more people.

Now you can!

EXPO and Louisville in
October - It’s ALL New.

/i
EXPOSITION

f ([ F]
INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT

Saturday - Monday

October 18 - 20, 2003
Kentucky Exposition Center
800-558-8767 or 812-949-9200

Pre-register at www.expo.mow.org
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These companies are the largest for a reason: they deliver quality service at a fair
price year after year. Because of them — and thousands of other smaller
landscape, grounds maintenance and lawn care companies — all of us can enjoy
the feel of soft green grass under our feet, the scent of blooming roses, the quiet

LM10

BIG 50 COMPANIES

murmur of a backyard pond. These companies are as unique as their services.

Branches &
Company Headquarters franchises Services Employees
T The TruGreen Cos. Memphis, TN 300 WIN 37%, LC 63% 25,000
[} valleycrest Companies Calabasas, CA 90+ - 7,500
3 The Davey Tree Expert Co. Kent, OH 65 MN 5%, LC 5%, other 90% 5,000
[}l e Brickman Group, Ltd. Langhore, PA 9% DBI 12%, MN 82%, IR 4%, other 2% 5,400
5 Scotts Lawn Service Marysville, OH 100 LC 100% 1,200
[ weed Man Mississauga, ON, Canada 195 LC 100% 1,500
7 OneSource Landscape & Golf Svcs Inc. Tampa, FL 21 DB 22%, MN 35%, IR 10%, other 33% 1,600
[l Gothic Landscape Inc. Valenda, CA 9 DBI 89%, MN 11% 1,200
9 Lawn Doctor, Inc. Holmdel, NJ 435 LC 90%, other 10% 800
[I}) American Civil Constructors, inc. Liteton, CO 16 DBI 40%, MN 30%, IR 30% 1300
11 American Landscape Companies Canoga Park, CA 1" LS 37%, MN 20%, DB 2%, IR 10%, other 31% 850
[Z] omni Fadility Sves, Landscape Group Noristown, PA 7 DBI 21%, MN 74%, IR 5% 650
13 Vila and Son Landscaping Corp. Miami, FL 3 DBI 2%, MN 10%, IR 13%, other 75% 455
B2 Atin cos. Erie, PA 9 DB 8%, MN 5%, other 87% 7
15 Grounds Control/Terrain San Antonio, TX a DBI 43%, MN 35%, IR 19%, other 2% 690
[ Marina Landscape Inc. Anaheim, CA 2 DBI 5%, MN 5%, IR 60%, LC 30% 21
17 The Bruce Co. of Wisconsin Inc. Middleton, W1 1 MN 30%, DB 45%, IR 2%, other 23% 300
[T veufel Nursery inc. Portand, OR 2 DBI 45%, MN 40%, R 15% 400
19 Greenspace Services Ltd. Toronto, ON, Canada 19 MN 10%, LC 90% 550
] chapel valley Landscape Co. Woodbine, MD 4 DBI 48%, MN 41%, R 10.6%, other 0.4% 375
21 Landscape Concepts Inc. Graysiake, I 4 DBI 5%, MN 40%, IR 5% 2
] sensen corp. Cupertino, CA 5 MN 35%, DBI 60%, other 5% 25
23 The Groundskeeper Tucson, AZ 6 DBI 50, MN 50% 600
2] Lipinski Landscape & Irrigation, Inc. Mariton, NJ 2 DBI 43%, MN 22%, other 35% 30
25 Cagwin & Dorward Novato, CA 13 DBI30%, MN 61%, other 9% 350
[E mariani Landscape Lake Biuff, IL 2 DBI 50%, MN 50% 30
27 Urban Farmer Inc. Thornton, CO 2 DBI 70%, MN 30% £V
7] Nanak's Landscaping Ortando, FL 3 MN 100% 40
29 Scott Byron & Co. Inc. Lake Bluf, IL 1 DBI 70%, MN 25%, LC 2%, IR 2%, other 1% 300
[E] naturatawn of America Frederick, MD 60 LC 100% 300
31 AAA Landscape Phoenix, AZ 2 DBUIR 50%, MN 50% e
[EZ] the Greenery inc. Hilton Head, 5C 4 DBI 38%, MN 48%, IR 5%, other 9% 20
33 Tropics North Miami, L 4 DB 50%, MN 40%, R 10% 260
2 spring-Green Lawn Care Corp. Plainfield, IL 97 LC 85%, other 15% 35
35 DuBrow’s Nurseries, Inc. Livingston, NJ 2 DB 25%, LS and IR 4%, MN 26%, other 45% 200
[ wester DuPage Landscaping Inc. Napenville, I 2 DBI 70%, MN 30% 15
37 New Garden Landscape & Nursery Greensboro, NC 2 DBI 26%, MN 29%, R 6%, gar cir 37%, other 2% 192
[E5 cocal Landscape Contractor Denver, CO a DB 10%, MN 60%, IR 20%, other 10% 350
39 Clintar Groundskeeping Services Toronto, ON, Canada ) DBI 5%, MN 38%, IR 5%, other 52% 120
The Highridge Corp. Issaquah, WA 3 DBI 64%, MN 21%, R 15% 30
41 McFall & Berry McLean, VA 4 DB15%, MN 85% 230
] ALDO 1 Landscaping & Lawn Service Inc.  Ocean Tup, N 1 DBI 50%, MN 30%, IR 5%, other 15% 130
43 Clarence Davids & Co. Chicago, I 2 DBI 45%, MN 45%, LC 10% 25
] pora Landscaping Co. Apopka, FL i DB 45%, MN 28%, IR 22%, other 5% 100
45 HighGrove Partners LLC Smyma, GA 3 DBI 25%, MN 75% 200
7 uvi Landscapes inc. Canolton, TX 3 DB 50%, MN 25%, IR 25% 150
47 ILT Vignocchi Wauconda, I 1 DB 71%, MN 20%, IR 7%, LC 2% 150
I pennis’ seven Dees Portand, OR 2 DB 29%, MN 35%, IR 20%, other 16% 200
49 Hermes Lenexa, KS 3 DB 40%, MN 40%, IR 20% 20
EJ Heads up Albuquergue, NM 1 DB 50%, MN 20%, IR 20% 120
*estimated
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g.ctr.: GARDEN CENTER
DB / DBI: DESIGN/BUILD; GV: GOVERNMENT
DESIGN/BUILD/ANSTALL H ARDSCAPE
ED EC: EROSION CONTROL ID: INDUSTRIAL
GC: GOLF COURSE IS: INTERIORSCAPE

IR: IRRIGATION PS: POWERSEED / HYDROSEED
LC: LAWN CARE RS: RESIDENTIAL

MN: MAINTENANCE RV: RENOVATION

PC: PEST CONTROL SR: SNOW REMOVAL

PL: PONDALAKE ST: SPORTS TURF

CM: COMMERCIAL

TITOR, OTHERS

AC: ARBOR CARE

Revenues Expected changes Years in Business Principal URU/e-mail
$1,500,000,000* — 34 Don Kames, Pres. www.trugreen.com

620 7%+ 54 — www.valleycrest.com
325 0.9%+ 13 Doug Cowan, Chairman/CEO www.davey.com

323 8.4%+ 68 Scott W. Brickman, Pres./CEO www.brickmangroup.com
125 33%-+ 6 Tony Colatrella, Senior VP www.scottslawnservice.com
85C% 33%+ 32 Michael Kemaghan, COO www.weed-man.com

80 8%-+ 28 Ronald E. Schmoyer, Pres. rschmoyer@2onesource.com
80 9%+ 19 Michael C. Georgio, CEO mgeorgio@gothidandscape.com
73 8%+ 36 Russell J. Frith, Pres/JCEQ www.LawnDoctor.com

57.8 — 28 Chris Graeber, COO WWw.acconstructors.com

55 1%+ 30 Mickey Strauss, Pres. www.americanlandscape.com
50 9%+ 5+ Mark Allen, VP www.omnifadility.com

46 6%+ 19 Juan C. Vila, Pres. www.vila-n-son.com

45 — 24 John Allin, Pres. www.allinco.com

40.1 0.1% 14 Al Honigblum, Pres. www.sanitorsinc.com

35 5%+ 32 Robert Cowan, Pres. WWW.marinaco.com

334 - 51 Bliss C. Nicholson, Pres./COO www.bruceco.com

3 57%+ 13 Rick Christensen, Landscape Div. Mgr. www.teufel.com

32.2C% 0 25 Dr. William M. Black www firstservice.com

2 8%+ 35 J. Landon Reeve, CEQ www.chapelvalley.com

3 8%+ 2 Mike Kerton, Pete DeVore, Owners www.landscapeconcepts.com
30 — 34 Steve McGilvray, Pres. WWW.jensencorp.com

28 — 27 Kent Miller, VP www.groundskeeper.com

28 7%+ 27 Robert A. Lipinski, Chairman www lipinskiland.com

247 8%+ 48 Wayne Richards, VP/ CO0 WWW.cagwin.com

245 0.1% a4 Frank Mariani, owner/CEQ www.marianilandscape.com
233 8%+ 20 David L. Tollefson, Pres. —

23 - 2 Sampuran Khalsa www.nanaks.com

23 1% 16 Andrew Otting, Pres/CO0 —_

3 15%+ 16 Philip Catron, Pres. www.nl-amer.com

23 8%+ 27 Richard Underwood, VP ‘www.aaalandscape.com

21 1%+ 30 B. W. Edwards, Pres. www.thegreenery.com

20 — 30 Rich Hanzel www.tropicsnorthinc.com

20 1%+ 2% Tom Hofer, Pres. WWW.spring-green.com

20 — 45 Michael Branch, COO www.dubrows.com

17 0.9% 27 Steve Brodt, Pres. www.wdlinc.com

17 — 26 J. Morris Newdin, Pres. www.newgarden.com

17 7%+ 1" Jesus "Chuy” Medrano and Tom Fochtman www.cocal.com

17C§ 8%+ 30 Robert C. Wilton, Pres, www.dintar.com

164 — 18 Phil Schuetz & Mike Bushmaker www.highridge.com

16.1 — 14 Mark D. McFall, Pres, www.mcfallandberry.com

16 — 12 Christopher Aldarelli, Pres. www.aldo1.com

16 — 52 Bill Davids, Pres. www.clarencedavids.com

16 — 27 James H. Oyler, Pres. www.doralandscapingcompany.com
16 — 14 Jim McCutcheon, CLP www.highgrove.net

15 1% 16 Jody M. O'Donnell, Pres. www.Imilandscapes.com

14 — 34 Donna Vignocehi, CLP, VP www.iltvignocchi.com

13 — 47 David Snodgrass, Pres, www.sevendees.com

12 — 38 Dalton Hermes, Pres. www.hermeslandscaping.com
10 —_ pi) Gary Mallory, Pres. www.headsuplandscape.com
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26 / Mariani
Landscape

Frank Mariani, President
Lake Bluff, IL

ometimes our future is cho-

sen for us, and at a young

age, too. That's just what
happened to Frank Mariani of Lake
Bluff, IL, a suburb of Chicago where
you can find deep dish pizza and
Wrigley Field.

Mariani was 17 in 1973 when
his father died. The teen was literally
thrown into the company’s land-
scape business. Founded in 1959 as
a small, family-operated residential
lawn mowing service, Mariani Land-
scape grew well and healthy under
the guidance of young Frank.

27 / Urban Farmer

Dave Tollefson, President
Thornton, CO

ongratulations, Urban Farmer, on your 20th year anniver-

sary. This high-performance firm that offers services to

the commercial, residential, sport and golf course mar-
kets, started out with two trucks and little more than a dream.
“We entered the market by installing small irrigation systems
and also by mowing lawns,” recalls Dave Tollefson, President.

Today, Urban Farmer is a leader in Colorado’s landscape

industry with an 11,000-sq.-ft. corporate headquarters sitting on
15 acres and a full staff of 330 employees. Says Tollefson: “We
pay special attention to detail and maintain a company philoso-
phy of, ‘The Customer Comes First."”

Today, the company has a na-
tional reputation for its customer-
centered enterprise.

“We concentrate on the
client,” said Mariani. “We are cus-
tomer-driven, customer-focused
and we will do anything for the
client.”

Mariani’s team consists of li-
censed landscape architects and de-
signers, horticulturists, a trained and
experienced workforce of about
300, and conscientious foremen
and supervisors. Today, the com-
pany is among the most respected
in landscape design.

Frank Mariani has come a long

ning the landscaping company as a
science; it's much, much more

way since 1971. Success requires than the ability to mow lawns and
operating a diversified and cus- rake leaves. It requires dedication,

tomer-comes-first business, run- a love for what it takes to oversee

Gary Mallory, President
Albuquerque, NM

play on words that
Heads Up provided
because we installed
pop-up sprinkler
heads. And, while
playing basketball we
were always yelling,
‘Heads up,’ so the
name worked out
well on two
fronts, “said President
Gary Mallory.

Heads Up has

such an operation and being an ex-
ample for others, using an unwa-
vering, consistent work ethic —
qualities that Frank Mariani learned
at a young age.

50 / Heads Up Landscape Contractors

n 1974, four basketball-playing buddies wanted to start an irrigation

company, so they founded Heads Up. This was in the summer

between their senior year in high school and freshman year in college
Because other companies were called Leo’s or Fred's, etc., “we liked the

progressed into a full-service operation and is sawy in six service seg-
ments: design, landscape construction, irrigation, revegetation,
Xeriscape conversion and grounds management.

“Growing better” is the firm’s outlook for the future. “We're
still growing our three core segments of the business: grounds
maintenance, commercial design/construction and residential

design/ construction,” relates Mallory.
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22 | Jensen Corp.
Landscape Contractors

Scott McGilvray, President
Cupertino, CA

sure to find Jensen Corporation, which
includes Jensen Landscape Services in
Cupertino, CA.

Jensen, owned and operated by Duane
Wasson and Scott McGilvray since 1982, was &
established as an ESOP in 1994 and continues to JT. TIM :
operate as an employee-owned company today.

Performing site work, landscaping and
restoration in the greater Bay Area, the La n d sSCa pe S e rvice B Od ies
company contracts 100 projects per year, rang-
ing in size from $25,000 to more than $10 mil-
lion. It has worked on major corporate campus-

I f you know your way to San Jose, you'll be

es, residential estates, athletic fields, park devel-

opment and upscale retreats to public works.

Their corporate clients ring familiar around .' '8 O 0'6 4 2_4 8 8 9

the world: Dysan Corporation, world headquar-
ters for Apple Computer, Oracle Corporation,
Syntex, Sun Microsystems, 3Com, Intel, AMD, At Supreme, we don't cut corners. So you'll get a truck
Rudionh & S'Q“ef‘ and Ake. ; body that works as hard as you do. Choose from our full
Jensen athletn; landscape skills are segn at line of hardworking flatbed/stake truck bodies: Landscaper,
the Stanford Stadium World Cup Installation, ;
the University of Santa Clara, nine school fields Vanscaper, Stake Body, or Dump Body. Designed to keep
in Cupertino, and Milpitas Sports Center. your crews on time, on the job, on the money; built to
The La Entrada playing fields located in give you years of rugged service. So keep your business
Menlo Park involved “a massive grading and running smoothly with a Supreme body. And GET MOVING.

underground operation complete with seeding,

which created a joint-use field for the adjacent
school and community,“ says McGilvray. . mmm
DRIVEN TO ©0 THE EXTRA MILE

SUPREMEcorp.com

Rea d \\ v.landscapemanagement.net
M O r e To read more stories on Big 50 companies,

check out the LM100 feature on our Web
site at www.landscapemanagement.net
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You can count the number of applications on one finger.




PRODUCTS

It sounds like a big idea, but it's simple. Just one application of Barricade® prevents crabgrass for an entire season. No other
pre-emergent herbicide works as long or as effectively. Stop worrying about repeat applications and breakthroughs. And

start worrying about how you'll handle all the repeat customers. For more information on Barricade, call 1-800-395-8873.

Barricade

Herbicide

www.syngentaprofessionalproducts.com
3 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, Bamcade” & ta logo are trademarks of a Syngenta Group Company

Circle No. 114



http://www.syngentaprofessionalproducts.com

LM100

TOP 10 SMALL COMPANIES

small companies

These guys know
their customesrs
by name

Siciliano Landscaping
Wayne, NJ
Paul Siciliano might look like
an extra for “The Sopranos.”
But he never makes his cus-
tomers offers they can't
refuse. He doesn’t have to.
His $600,000 company has
achieved enough success by
“getting quality customers
and taking care of quality properties.” Siciliano
started out in 1984 with a truck and a couple of
mowers. “I never worked for anyone,” says Sicil-
iano, who also serves as president of the New
Jersey Landscape Contractors Association.
“Today, I'm in charge of design and | oversee
landscape construction.” His company does
mostly residential maintenance work, but Sicil-
iano says he'd like to see design/build overtake
maintenance someday.

Clark Landscape Group

Monroe, NC

Clark Landscape Group dukes it out for clients in
highly competitive Research Triangle Park/Chapel
Hill, NC area. “There’s a tremendous amount of
price pressure in the marketplace,” admits Mark
Clark, owner. But Clark has the experience nec-
essary to make the business succeed — working
for his family’s nursery/landscape business, six
years at Bland Landscape, and managing a
branch for a national landscape company. His
wife, Jennifer, helps out on the administration
end. What it amounts to is $700,000 in revenue,
a figure Mark doesn’t want to increase by much.

Utermark & Sons Quality

Lawncare Co.

Chicago Heights, IL

From starting out in his fa-
ther’s business to starting his
own in 1994, Mike Utermark
has always bled green. He's
used his love of the outdoors
and hard-working nature to
grow his business to its cur-
rent size of 20 employees
with $650,000 gross revenue in 2002. When he
started, he had one full-time employee and one
part-time employee. About 60% of the business
is maintenance, with 35% desigrn/build and 5%
to 10% snow removal. About 60% of the ac-
counts are residential, perhaps not unintention-
ally — Utermark likes going to a client’s home,
walking the property and talking about the per-
son'’s needs and preferences.

Southern Turf & Omamental
Charleston, SC

Erik Brown's business is only two years old and
grosses $350,000, but he’s got ambitious plans
for the future. Currently targeted at a 30% an-
nual growth clip, he expects to hit the half million
mark soon through referrals only — he says
100% of his business now is from referrals. He
calls a motorcycle accident earlier this year a
blessing in disguise — he’s still not able to super-
vise jobs on site, so it's forced him to delegate re-
sponsibility more to his nine employees and
streamline his operation.

DeSantis Landscapes, Inc.

Salem, OR

Referrals. That's been the name of the game for
DeSantis Landscapes, Inc., in Salem, OR since
1974. Why is the business DeSantis gets so
strongly referral-driven? “We provide an enjoy-
able professional experience in every client inter-

S
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action that we have,” Dean DeSantis, General
Manager, says. Family also plays a large part in
the company’s success: Tony DeSantis is the
President, and Tom is the Operations Manager.
Together, they manage 40 employees.
Emerald Coast Services, Inc.

Santa Rose Beach, FL

David Seay, armed with an international econom-
ics degree from the University of Massachusetts,
decided to go from program manager at an At-
lanta telecommunications company to landscape
company owner in 1999. The move paid off as

the company now boasts $1.7 million in revenue
and average annual growth of 30% to 40% in
maintenance, 50% to 60% if you combine the
growth he's had in design/build. “I felt there was
a need for a customer-oriented landscape com-
pany in our area,” Seay says, referring to Santa
Rose Beach. “There wasn't a lot of stiff competi-
tion as far as clean uniforms and trucks.”

Dickerson Landscaping

Tallahassee, FL

William Dickerson has no problem telling people
his business is small. In fact, it had grown too big
for his liking recently, and he intentionally scaled
back because things were getting out of control.
In 2002, he grossed $700,000, down from just



over $1 million a couple
years before. About 60% of
his clients are residential,
while 40% are commercial.
He employs a top figure of
17 people in summer, with
crew sizes ranging from two
to five people depending on
the project. Services offered now include land-
scape design and installation, landscape mainte-
nance, and irrigation repair and installation.
Custom Lawn Care & Landscaping
Washington Court House, OH

Jaret Bishop is right where he wants to be. The
27-year-old's company did $250,000 in snow
business last year, and, after adding bark-blowing
and hydroseeding equipment, is slowly becoming
the one-stop shop for commercial clients. “We
also offer parking lot sweeping, which helps us
lock in our commercial accounts,” Bishop says.
Total gross revenues last year were around
$750,000, and he expects to pass the million
mark by 2005. He has 17 employees.

Integrity Landscape & Design
Fairview, TN

Shortly after Tom and Nancy Taylor started their
business in 1994, growth sped up quickly. Focus-
ing on landscape maintenance, they grew in no
time to almost $700,000 in gross revenue and 10
to 12 employees. But systems were not in place
to handle that growth, and things got out of
hand. Today, they're back to doing what they
love, design/build, and bringing in a modest
$500,000. Almost 80% of what they do is de-
sigrvbuild, with maintenance being only a small
portion along with outdoor lighting, hardscapes,
drip irrigation, and turf management.

AA Tex-Lawn Co.

Matthews, NC

Mark Lay cuts his 92-year-old grandmother’s
lawn for free, but he's hardly worried it's busting
his budget. He did about $500,000 in business
last year and hopes to hit $750,000 in 2003, fo-
cusing on his commercial maintenance niche and
increasing cash flow. “Our dients can always get
a hold of either me or my brother,” Lay says, re-
ferring to Cory, who got out of the Navy and
joined the business 11 years ago. Mark started
20 years ago because of his entrepreneurial drive

U vw

and the fact that it was an easy
business to get into. To drive
growth, he’s focusing on up-
selling current customers and
seeking new customers.

Introducing

DRYC:5NN

WATERPROOF CONNECTORS
from King Innovation

& America’s
riginal Patent
' ed
Filleg Connec{or

Innovation has always had a first name...King.

We invented and patented the "One Step"®, easy-twist, filled connector and
proudly make them in the U.S.A. Our new brand name reinforces that same
quality connection. “DryConn” will be the waterproof connector everyone will
ask for by name. Wherever moisture exists: landscaping, irrigation or direct bury,

DryConn™ Waterproof Connectors are the perfect solution.

Get your FREE Sample Today!
Call 1-866-DRY-CONN (1-866-379-2666)

Youlll love the ease, simplicity and reliability of DryConn™ Waterproof Connectors...
America’s original patented filled connectors!

INNOVATION™

Where Quality and Innovation Connect*™

3801 Lloyd King Drive * St. Charles, Missouri 63304 * 636.519.5400 » www.kinginnovation.com

IR ©2003 KING Innovation
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TOP 10 DESIGN/BUILD COMPANIES

design/build firms

Consistency and
innovation make
these firms special

Kinman Associates
Dublin, OH

Gary and Cynthia
Kinman built a suc-
cessful landscape
design/build firm by
serving only the
best residential
clients who they
then teach to ap-
preciate the art of
professional land-
scape design. Tired
of seeing other companies dump “rocks, trees
and dirt on yards” and call it a landscape, Gary
decided to do something about what he saw as a
lack of standards and professionalism in the de-
signvbuild industry. He formed The Kinman Insti-
tute to develop landscape design/build profes-
sionals through training and education. Through
the Kinman Institute, the couple hosts seminars,
an “eXtreme Design-Build” forum, and publishes
training manuals. “The trend in landscape design
now is to sell more stuff, not do better work, ”
says Gary. “| teach people how to connect with
clients ... how to educate clients so they want
better projects. Our typical client ends up doing
more than we would have dreamed because we
educate him, rather than presenting a cookie cut-
ter plan.”

Land Designs by Ellison

Avon, CO

Designing mountaintop landscapes is both chal-
lenging and rewarding. For 23 years, Land De-
signs by Ellison has been using the extreme

topography, seasonal changes and native plant
materials in the Vail Valley of Colorado to its ad-
vantage. Glenn Ellison started the firm in 1980,
and his brother, Rich, manages the administra-
tive/financial side. Glenn now heads the construc-
tion division with Mike Pratz, while landscape ar-
chitect Pam Granade spearheads the design team
and Julie Kite heads the maintenance division.
More than two-thirds of the company’s business
stems from desigrnvbuild, but the company also
handles maintenance and irrigation installations.
“We're known for our water features,” says
Glen. “We get asked to speak on waterfalls and
other water features at industry events quite a
bit.” The firm, which routinely designs and con-
structs waterfalls with 45 ft. elevation changes,
also designs and build custom pools and spas.
One secret to the company’s innovative water
features: spending as much time on the land-
scape and plants around the water feature as
they do designing the water feature itself. “No
matter how wonderful a water feature is, it's not
successful if the plantings around it aren’t of the
same quality,” Glen says. “It can’t stand alone.”
Outdoor Environments, Inc.
Minneapolis, MN

The business is split for Outdoor Environments al-
most evenly between landscape maintenance
and design/build. The company has been in busi-
ness since 1975, but recently created an innova-
tive way to reduce costs. The company gains effi-
ciencies using Landscape Manager, a proprietary,
integrated computer program that monitors each
job from start to finish. The program creates pro-
posals, schedules crews, establishes crew goals
and tracks job efficiencies. All job communica-
tions also reside within the system, including in-
ternal notes and customer communications. The
customer is automatically notified via e-mail
when a service work order is completed, and is
directed to the company’s Web site to complete
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a quality survey. Feedback from the survey is then
automatically e-mailed to Outdoor Environments'
account managers for follow-up. “Landscape
Manager was designed to reduce the administra-
tive costs of managing an account,” says Hugh
Kramber, CEO of Outdoor Designs. “This allows
us to spend more time in the field where our cus-
tomers can see the results.”

Town and Gardens, Ltd.

New York, NY

Town and Gardens lives up to its name, specializ-
ing in urban landscape development with clien-
tele that include high-end residential clients, Co-
lumbia University, and some of New York’s top
building management, architectural and land-
scape architectural firms. “We have chosen to
focus our talents on a small region in order to
provide the best possible service to clients who
expect the highest possible standard,” says Don
Sussman, president of Town and Gardens. De-
signing landscapes in The Big Apple often means
creating innovative landscapes on rooftops. Town
and Gardens has learned how to reduce weight
and maximize modular roof sites. Its designs have
won 23 national and regional awards, and have
been featured in high-end consumer magazines.
The eight-year-old firm employs about 30 people.
“We design and manage each project as a team
effort, employing a diverse range of resources in-
cluding landscape architects, horticulturists, ar-

continued on page 35



Our fertilizer
comes with
a built-in
insurance policy.

24—5-10-'—"‘

UHS Signature Brand Fertilizers with Prospect Plus
not only provide quality nutrients, they also work to:

* Help turf establish or withstand

environmental stresses

* Develop a more fibrous, extensive

root system

* Build greater shoot mass

* Increase uptake of soil nutrients
and moisture

* Increase photosynthesis

* Enhance early plant growth and vigor

UHS Signature Brand Fertilizers with Prospect® Plus have been impregnated with a proprietary nutrient solution that has
shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented additive in
Prospect* Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field studies in the U.S.

and several other countries.

Those studies have consistently shown a
positive effect on early plant growth and
development and with mature plants under
stress. Sod farms results show that turf can be
harvested earlier due to increased root mass and
quicker establishment from seed or sprigs.
Mature turf has greater root mass with a noted
"tighter" visual appearance and less
susceptibility to stress.

The same benefits can be found in Prospect;
a liquid micronutrient for foliar application or for
use in fertigation systems.

Effect of Fertilizer with Prospect Plus on
Creeping Bentgrass Density
Ohio Turfgrass Foundation Research and Educational Center - 2000

% Turf
Treatment Rate Density
Check 60.00
Fertilizer (46-9-(2)7 - 0.014 Lb. N/1000 sq ft . 72.00
Fertilizer (46-0-0) + Prospect Plus 0.014 Lb. N/1000 sq. ft. + 48 oz, /acre 77.00

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 lbs. per 1000 sq. ft.
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment)

Study Results: “.. a significant increase in creeping bentgrass establishment two months
after seeding mth the application of fertilizer and Prospect Plus compared to the untreated
control.” A 22% improvement over check and more than a 12% increase over fertilizer
alone!

For more information, contact your local UHS representative

www.uhsonline.com
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We've got seed with

your name

Signature MarvelGreen Supreme Ryegrass
Close Cut 90/10 Mixture
Signature Fescue Plus
Super Shade Mixture
Signature Grand National
Contractors Mixture
Signature Heather Links
Fast Grass Mixture
Division 1 Rocky Mountain Sports Mixture
Signature Royalty Bentgrass Blend
Northeast Tee Mixture
Country Oaks Athletic Mixture
Signature Sahara Tall Fescue Blend
Native Grass & Wildflower Mixture
Signature Stadium Mixture

When ordering turf seed, you want to choose from the best varieties,

MarvelGreen Supreme
blends and mixtures and tailor them to your specific agronomic needs. Signature TourStar Ryegrass
Signature Trilogy Bentgrass Blend
When delivering seed, we want to provide a product that meets those Auburn Perennial Ryegrass Blend

Central Jersey Shade Mixture

personal requirements while delivering quality above industry standards
Commercial Pro Mixture

S0 you want to order from us time and time again. Signature Close Cut Bluegrass Blend
Divot Repair
With UHS and Signature brand seed, you get the perfect marriage Low Maintenance Bluegrass Blend

Wetland Mixture
Signature Open Rough Mixture

right appeal to you or you want to add your own to the list, give us a call. Maxium Tall Fescue Blend
Signature Premium Fairway Mixture

Native Grass Seed Mixture
Signature Tall Fescue Blend
Native Low Grow Mixture
Signature Premium Bluegrass Blend
New England Sports Turf Mixture
Signature CPR Ryegrass Blend
Play N Shade Mixture
Signature Division 1
Sait Fescue Mixture
Signature Club Choice Ryegrass
Country Oaks Fast Grow Mixture
Sunny Lawn Mixture
Survivor Mixture

of flexibility and guaranteed quality. If some of the familiar names to the

For more information, contact your local UHS sales representative
www.uhsonline.com
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continued from page 32

borists and irrigation and lighting technicians to
ensure total quality control and avoid budget
overruns,” Sussman says.

Hendrikus Schraven Landscape
Construction and Design
Issaquah, WA

“What we've done in this
company is create an alterna-
tive to all the different as-
pects of the landscape indus-
try so that we could be
100% organic,” says Hen-
drikus Shraven, president of
Hendrikus Schraven Land-
scape Construction and Design. “Then we tied
them all together to make them work in a com-
pany and scientifically tested our methods to
make sure they worked as an application.” Those
different aspects include organic soil, which is
created and sold by Hendrikus Schraven Organ-
ics, and reclamation projects using organic mate-
rials that are handled by another Schraven com-
pany, Soil Dynamics. Schraven, who has been
doing business organically for 32 years, is still in-
tent on changing the way the industry designs,
installs and maintains landscapes. “The clients are
getting ahead of the industry in terms of accept-
ing organic methods,” he says. “We are working
hard to educate landscape professionals and turf
managers on organic practices.”

The Pattie Group
Novelty, OH

Known for its water feature
design/build work, The Pat-
tie Group also operates a
successful landscape mainte-
nance firm. Steve Pattie,
CEO of the firm, started
mowing lawns at age 13.
His company now has an-
nual sales of $10 million and about 100 employ-
ees. Those employees are carefully selected
using a combination of personality and skill pro-
files that help the company’s officers place the
right person in the right position. Employees are
also routinely evaluated to ensure they’re on the
right career path. “Evaluation, training, career
path — they're all tied together,” Pattie says.
“It's okay to pay people the best, but they have

to be the best producers.” Evaluations help to
ensure that Pattie employees are meeting their
full potential. Clients, too, are evaluated by The
Pattie Group using questionnaires to ensure
their needs are being adequately expressed and
met. The questionnaires help the clients realize
what they want, set realistic expectations and
give The Pattie Group vital information on the
clients’ wants and needs.

Watters & Associates Landscape
Rome, GA

In business for 10 years, the 60 employees of
Watters & Associates Landscape focus on quality
workmanship and the satisfaction of its customers

in northwest Georgia. The firm owes its success to
its business philosophy of exceeding customer ser-
vice expectations with a professional, interdepen-
dent team working to achieve a common goal.
Watters and Associates divides its time between
landscape desigrvbuild and maintenance services.
It also provides irrigation services.

Dennis’ Seven Dees Landscaping
Portland, OR

Safety and landscaping go hand-in-hand at
Dennis’ Seven Dees landscaping. President
David Snodgrass, who is also chair of ALCA’s in-
surance/safety committee, seeks to integrate
safety into every aspect of his business. “You
need to make safety part of the business cul-
ture,” says Snodgrass. “You need to talk about
it every day.” A safety committee comprised of
company employees keeps safety front and cen-
ter. From stretching before installations to wear-
ing safety vests to driving with their headlights
on, Dennis’ Seven Dees’ employees are exposed
to safety-related activities and ideas daily. In ad-
dition to keeping employees safe and sound, fo-

cusing on safety allows the company to obtain
better insurance rates and market its safety
record to clients.

Garden Gate Landscaping

Silver Spring, MD

In the early 90s, when the
economy dipped, Charlie
Bowers needed to know
where his company stood
financially, day-to-day. He
created a system to track
Garden Gate Landscaping's
current performance vs. its
historical performance. A decade of improve-
ments has yielded what Bowers call the “System
That Achieves Results” (STAR). “You have some
people who don’t even create a budget. Then
you have the next level of people who create a
budget and stick it in the drawer for a year, Then
you have people like me who are fanatical about
it,” says Bowers, who routinely changes his bud-
get according to STAR data. He admits to missing
last year's budget ... by just a quarter of a per-
cent. With STAR, Bowers knows — week-by-
week — where each profit center and even each
employee stands in relation to the company’s fi-
nancial goals. The system helps keep everyone
goal-oriented and spotlights any factors that
might cause the company’s goals to be missed.
“Financials tell you history. STAR tells you where
you are now and where you need to be,” Bowers
says. “You can see what you need and what
you've got, then react accordingly. "

Thornton Landscape

Maineville, OH

After 42 years in the landscape business, it might
be easy to fall into a routine. At Thornton Land-
scape, the routine is change. The company is al-
ways looking for ways to improve efficiencies —
from cell phones, to laptops, to Palm Pilot per-
sonal digital assistants to design software. “We
use AutoCAD as our design software,” says Rick
Doesburg, owner/president of Thornton Land-
scape. “Because we do so much residential de-
velopment work, the time we save with Auto-
CAD is just immense.” The company can receive
e-mailed community plans from engineers, com-
plete with sewers, grades and roads, which saves
“thousands of hours a year” and makes it easy to
incorporate changes to designs.
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lawn care companies

These firms excel
in customer service
and commitment

Broccolo Tree & Lawn Care, Inc.
Rochester, NY

This outstanding 13-year-old
company “walks the talk”
when it comes to practicing
Integrated Pest Management
(IPM). About 65% of its ‘03
revenues will be generated
by its IPM-based horticultural
services, the remainder from
landscape maintenance and desigrvinstalls. This
company remains a step ahead of most of the
rest of the industry in its services and how it com-
municates them to its clients.

Teeple’'s Lawn Care

Crossville, TN

Mark Teeple, CTP, CLP, COLP, and Stephen
Teeple, CLP, are small business owners passion-
ately committed to learning their trade to better
serve their customers and community. The desig-
nations behind their names indicate their dedica-
tion to learning the technical aspects of the ser-
vices they provide. “Certification is an important

tool to provide feedback on how well we're mas-
tering our trade and to provide motivation to
learn news aspects of the trade,” says Mark. The
brothers have budgeted revenues of $400,000 in
2003 for their 17-year-old operation, which is split
evenly between lawn care and landscape services.
All American Turf Beauty, Inc.

Van Meter, |1A

Daryle and Linda Johnson started this company in
April 1976 and grew it by themselves for two years.

By 1978, they had attracted 900 lawn customers
and, by 1983, their company’s growth was so ro-
bust it was recognized by Inc. magazine. Their son,
Kevin, now runs day-to-day operations of this $2.9
operation whose motto is, “Treat every lawn as if it
were our own.” That's saying a lot; All American
Turf Beauty, operating out of two locations, counts
6,500 customers in lowa and Minnesota.

Turf Doctor

Mt. Vernon, OH

Fred Schillinger, who started this company just after
graduating from The Ohio State University 19 years
ago, proves you don‘t have to be in a big market to
be successful. Turf Doctor’s 35 employees serve cus-
tomers in many small towns in north central Ohio.
Schillinger, an active member and former president
of the Ohio Lawn Care Association, runs a company
dedicated to excellent service. About 60% of its $2
million revenues come from lawn care, the rest
from related landscape services. Lawn Doctor con-
tinues to grow 5% to 7% annually
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Fairway Green

Raleigh, NC

Georgia native Sam Lang has long since been
"adopted” by the turfgrass industry in North Car-
olina. Besides running his 14-year-old, 21-em-
ployee lawn care company, Lang is a staunch
supporter of the excellent turfgrass program at
nearby North Carolina State University. For
months, he lobbied the NC legislature to close a
tax loophole, and almost two years ago it paid
off, giving the state budget a boost and also pro-
viding additional funding to establish a “Turf-
grass Center” at NCSU. Fairway Green's licensed
applicators know the value of customer educa-
tion and prompt response . . . and Lang knows
the value of persistence and a convincing story.

The Lawn Dawg
Nashua, NH

Who says the lawn care mar-
ket is mature? Not Lawn
Dawg, no longer a puppy.
This relatively young opera-
tion has grown to five
branches (Nashua and North
Hampton, NH, Woburn, MA,
Portland, ME and Albany, NY)
and $4 million in revenues in just six years. “Our
significant growth has been a result of honest, ag-
gressive marketing coupled with a commitment
to outstanding customer service,” says Jim Cam-
panella, who also serves on the board of the Pro-
fessional Lawn Care Association of America.
Landscape Services

Tupelo, MS

“This past year, we embarked on a journey to
fine-tune our organization,” says Pete Poland of
his 21-year-old “total lawn care” firm. This in-
cludes a five-year plan to manage and track pro-
jects more efficiently. “We now follow a simple
process to set specific goals that are tracked




daily,” he adds. This northeast Mississippi firm
will generate about $1 million in revenues this
season. You can‘t miss this company’s service
personnel — they drive pink trucks!

Green Turf Lawnscapes, Inc.

Worland, WY

“Because our market area is so vast (areas of
Wyoming and Montana), we must be efficient,”
says Todd Graus, understating his routing chal-
lenge. “We go out of our way to service ac-
counts even when the mileage exceeds the profit
margin.” This 19-year-old operation is noted as
much for its excellent tree fertility program as it is
for lawn care. Key managers include Matt
Herrman, Mike Johnston and Holly Graus. And
no, there is no animal — a cross between a jack
rabbit and an antelope — called a “jackalope.”
GroGreen

Plano, TX

b.'l

Remember Dallas? The South Fork Ranch? Gro-
Green takes care of the turfgrass at J.R. Ewing’s
former digs, one of its many clients, in surpassing
$2.5 million in revenues this season. This nine-
year-old operation is also moving into a new
10,000-sq.-ft. facility about a mile from its pre-
sent location north of Dallas. This will allow tech-
nicians to park all of their trucks indoors.
Owner/President Gary LaScalea has always prided
himself on offering rapid and professional cus-
tomer turf, tree and shrub service.

David Pursell

Jackson, MS

“Systems. Systems. Systems.” That, says this
owner, is the only way to run a lawn service com-

selling really hard.” Pursell is always in
his shop when his crews arrive early
each morning. Each fall, he teaches
Equipment Maintenance and Opera-
tions at nearby Hines Community College.

pany. Pursell joined the U.S. Lawns
family of companies in 1999 and has
since built his operation to $800,000.
He says he lost one key account this
spring but recovered the revenue by “getting out
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ds ma

stallation, arboriculture and
turf management. He and
his seven other full-time
staffers take care of more

grou

Pros that advance
their profession in
the public’s eye

than 592 acres, including
54.4 acres of extensively

groomed turf and ornamen-

Damon Ervie / Director of Facilities
t Sct tals on the main campus

Says Lukas, “We combine Integrated Plant Man-
agement (IPM) and Plant Health Care (PHC) into
a holistic landscape management system that
emphasizes proven methods. "

Maintaining 230 acres of common grounds and
100 acres of sports turf keeps Damon Ervie and
five full-time employees hopping. But this staff

has the spunk and knowledge to meet this pro-
gressive school system’s high expectations, even
on a tight budget of $250,000. The biggest turf
challenge facing Ervie's team is the curse of the

John Mott / Supt. of Rec. / Sports Grds

John Mott and two full-time employees figure
their handiwork touched 495,000 people in
2002, the number of users of the facilities they
maintain. The short list of their tasks include: 90
acres of recreational sports turf, 50 acres of
amended sand/soil profile fields, the 43-acre
state-of-the-art Fred Beekman Park, 26 irrigation
systems, 10 flowerbeds, eight shrub beds and six

Transition Zone — managing both cool-season

and bermudagrass sports fields
Keith A. Lukas / Landscape Supt.

Keith Lukas has done it all (or almost all) during

his 28 years in the Green Industry, including golf
sand volleyball courts

nagers

Randy Koch / Asst. Supt. Grounds

It's a chilly 7 a.m. the Satur-
day morning prior to Memor-
ial Day, and Randy Koch is a
! solitary figure policing the
- - grounds surrounding the Ot-

gﬁ & {, tawa County Courthouse

These grounds are the focal

point of the community and
contain an important memorial to the county’s
war dead. Since Koch and his boss, Jim Adkins,
became county employees 12 years ago, its prop-
erties have never looked better. Part of the credit
goes to an innovative inmate work program. Res-
idents of the county jail can reduce their sen-
tences by a day for each day spent helping with
grounds duties

Mark Nauschutz / Horticulturist

More than 2.5 million visitors visit this historic
4. 3-acre site each year and get an opportunity to
stroll turf-bordered paths and enjoy the beau-

course maintenance, landscape architecture/in-
MT Check Out Our NEW WebStore
You Can't Beat The SAVINGS at

www.SPRINKLERS4LESS.com
2D Rav 3 Biro, B Honter |

@ possssne  Irritrol  NEIS®N AN
S

ELECTRONICS INC.
Order by 1 p.m.

800-600-TURF...,

Call NOW & $AVE $$$ All Year
M-F 7:30-5 Sat 8-1 Pacific Time
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tiful beds developed by Mark Nauschutz and
maintained by his two full-time groundsmen
Nauschutz, a Texas A&M-educated horticul-
turist, has significantly improved the grounds
by renovating its sprinkler system and its
many beds

Ken Mrock / Head Groundskeeper

NEl Ch

After 36 years in turfgrass
management, Ken Mrock
is among the best in the
business at managing in-
tensively used sports
fields. He and two assis-




tants manage five acres of practice fields at the
Lake Forest, IL, training facility for the Chicago
Bears. Mrock says he gets great cooperation from
the team in balancing traffic on the fields, which
he helped build six years ago

Chris H. Fay / Grounds Manager
University of North Carolina Greensboro
Greensboro, NC

This beautiful 200-acre cam-
pus in the Piedmont Triad Re-
gion serves 13,400 students.
Chris Fay has been there 22
years, 16 as its grounds man-
ager. His grounds and sports
field staff is working around
15 major construction pro-
jects this year, tending more than 100 acres of
turfgrass, 17.5 acres of sports fields and 17 acres
of practice golf turf. Each spring they also put out
10,000 annual flowers in addition to tending var-
ious perennial beds. “The time | spend with our
staff really pays off,” Fay says

Scott Stelling / Turf Manager

Missouri Botanical Garden

St. Louis, MO

Scott Stelling and his three-person crew maintain
33 acres of outstanding turf. This National His-
toric Landmark boasts an incredible variety of
gardens — Japanese, Chinese, English, German
and Victorian — as well as a tropical rain forest
in a conservatory. “Our biggest challenge is sim-
ply working around the thousands of people
who tour the Garden every day,” says Stellin,
who also serves as a director for the Missouri
Valley Turfgrass Association

John Van Etten, CGM

Manager of Landscape & Design

Hoffman Development Corp

Albany, NY

John Van Etten, 23 years in the grounds business,
shifted gears just over a year ago when he began
managing this in-house landscape services de-
partment. He and three others maintain the turf
and ornamentals at 28 commercial and six resi-
dential sites. Beyond turf, Van Etten’s team tends
160 individual flower displays, some as long as
150 ft., growing 1/3 of the bedding plants they
use and more than 200 22-in. plant containers
and hanging baskets.

Kevin Voss, CSFM /
Athletic Facilities

City of Muscatine

Muscatine, IA

Spring field overuse is the toughest challenge fac-

ing this veteran turf manager. Voss, who relies on
Athletic Facilities Tech Randy Moeller and 10 sea-
sonals to stretch his $270,000 budget, maintains
110 acres of turf (50 acres of sports turf), 1.5 acres
of beds and about 350 trees and evergreens.

If it's not
a FINN, it's not a
HydroSeeder®

TRUTH IS, no other equipment even
comes close for performance, reliability
and state-of-the art capabilities. You
see, we invented hydroseeding over

50 years ago. Today we're the world
leader in hydroseeding technology
and customer satisfaction.

SMARTER WAYS TO

wo

Learn before you buy. Call and talk
with a FINN HydroSeeder expert.

No one is more qualified to help you
grow your business. Because your
business success is built on results,
and that's what we deliver.

R K

1-800-543-7166 » www.finncorp.com

9281 LeSaint Drive, Fairfield, OH 45014
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DM Guide

Call now to ask for your FREE copy of

The Landscape Management
Guide to

Business-to-Business

Direct

=1 commun
Direct Marketing B8]
1m uccess

Discover how to

reach your best
prospects—
imb i including the highly
responsive decision makers who read

Landscape Management—with direct
response letters, mailers, postcards,

and e-mail.

Writt T T Our readers donate scape enhancements and cleanup projects. The
nk"’"_ o us;vev Y ‘:i )ll{ime» b city funds the project up to $10,000, and the

Tar le'"fg pr;) e R ll e:](;‘uﬂ. s time, material for group offers a match in labor hours, Exactly 40

s, e .’y'ﬂep o ? i s 2l such projects have been completed within the

through the direct marketing process c°mm‘““tv causes last four years — street tree plantings, park land-

from start to finish. It shows how to use
direct marketing as part of an integrated
campaign to announce your new line of
products... generate highly qualified
sales leads. .. boost traffic to your trade
show booth... offer special sale
merchandise... cross sell and up-sell
current customers. .. drive qualified
traffic to your web site... send out
samples or product literature.

scape installations, open space improvements,
school planting projects, and the development of
three butterfly gardens.

Chapel Valley Landscape Company
Woodbine, MD

On Sept. 24, 2001, a twister tore through the
College Park campus of the University of Mary-
land. As a former Terrapin alum and owner of
Chapel Valley, J. Landon Reeve, IV, last year gath-
ered over 300 employees to spend half of the
“company meeting” day to fix up the university.

fou'll get all the tips and tactics you
need, including...

. ﬂe advantages direct marketing can Spring Green Lawn Care One team prepped new beds and installed
give you a the competitive marketplace Cicero, IL

® Dozens of proven offers that increase Bill Gundilach and his employees annually partici-
response pate in the local Relay for Life event that benefits

the American Cancer Society. Each spring, Gund-
lach inserts a flier in each mailer his company sends
out. “Our clients really respond,” says Gundlach.
This year, the “walk-a-thon"” was June 14-15. “At

* Simple tips for letters, forms, and more

* How to generate qualified leads for
your sales team

* Easy ways to boost e-mail response first, it was just going to be a few employees partic-

o s 7 5 W 5 R G . . ipating, but then we decided to have our own

I This guide is yours FREE courtesy : team. More employees started to come out and shrubs, perennials and small trees at a woodland

I of Landscape Management. I bring their families.” The relay lasts all night. area near the Denton Hall dormitory that had
Justcall., gl | e s Hiéen bkt viomd. Thesaccnd temrn beiated

| 8 0 0 z z 5 45 6 9 City of Hollywood Landscape a New Orleans-style garden and patio in the rear

I Department courtyard of a wing of the Clarice Smith Perform-

I Ask for David Kenney, : HOHVVYOOd' FL v = ing Arts Center.“It's a special day in the life of

I ext. 3113 i Thg Neighborhood Capital Improvement Initiative oy company when we can work together with

1 1 Project was created to encourage private home- our valued vendors and our valued employees to

1  For advertising opportunities owners and civic associations to beautify their

1 call Sue Porter 440-891-2729 | neighborhoods with tree planting projects, land- continued on page 42
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contractors everywhere!
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continued from page 40

give something as special as this
back to the university and our com-
munity parks.”

Utz Environmental Services
When the Tourism Committee of
Round Rock, TX presented the idea
to recreate the Chism Trail cattle
drive to the Chamber of Commerce
Board, owner Chris Utz and com-
pany realized the importance of
contributing to a place of history
and education and decided to do-
nate their labor towards the land-
scaping of the park. They installed
470 feet of fence, all of the irriga-
tion, planting beds, trees and turf
The landscaping enhances the

beauty of the 40 statues that tell
the story of Round Rock and its
founding members

Yards “R” Us Landscape Co.

N

In Las Vegas, Christmas is in April,
thanks to Yards “R"” Us Landscape
Co. The company donates the land-
scaping for a needy person’s home
that’s being spruced up as part of a

Turf-Seed’s Premium Kentucky Bluegrass

Midnight has been our top selling variety for over 20 years with many

companies attempting to duplicate it.

At Turf-Seed, we concentrate on the development of different varieties
that complement Midnight such as North Star, Moonlight and Brilliant.

Upgrade your turf blends with varieties that are better than Midnight,
or Midnight types, with mildew resistance, salt tolerance, rust resistance
and are adapted to low mowing heights.

AOONLNGRN Yes

BRILLIANT Yes

Mildew Salt Rust Dark
Resistant _Resistant __ Resistant Color
Yes Yes Yes Yes
Yes Yes Yes
No Yes Yes
No No Yes

Midnight and Look-alikes No

E __ TUIRFSIEHEDING

Your Success Depends on Seed / Sutisfaction Guaranteed.

800-247-6910 » www.tu d.com *

email: info@turf-seed

om * fax: 503-651-2351
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program called “Christmas in
April.” “As a local landscaper, we
feel that everyone in the Green In-
dustry should give back to their
community, even if it's a small ges-
ture,” says Joyanna Diaz, co-owner
of the business with husband, Rob.

Greenscorps Chicago
This community greening and job
training program of the Chicago
Department of Environment and
WRD Environmental trains unem-
ployed individuals in landscaping
Trainees learn basic skills such as
carpentry and operation of power
tools and heavy equipment includ-
ing mowers, skid-steers and augers
Trainees are also placed in intern-
ships with regional landscaping
firms. One recent project involved
working with students at a school
for the trainable mentally handi-
capped to transform a swampy,
unused yard into a native garden.

Acres Group

Last April 24, this company orga-
nized a “Take Our Daughters and
Sons to Work Day” at its three facil-
ities. Owner Jim Schwantz arranged
a morning welcome with dough-
nuts, juice and milk, followed by a
presentation of the history of Acres
Group, a facility tour, and hands-on
activities such as planting flowers
About 50 children attended

Quality Seasons, Inc.

When owner Derek Blumberg's
church asked him to help with an in-
door garden display for the annual
ladies’ spring banquet, he said,
“You bet.” He had connections to
get material donations worth more
than $3,000, and the church didn’t

have to buy any additional plant ma-

terial, retaining wall stone or other
items. Quality Seasons helped volun-
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teers build two mirrored, raised beds
stocked full with annuals and ar-
bovitae shrubs laid in a western red
cedar mulch to create a planted feel
It was so well-liked that it was left
up for the next two Sundays for the
whole church to enjoy.

Heart’s Ease Landscape &
Garden Design

Last year, Peggy Krapf, president of
Heart's Ease Landscape & Garden
Design, donated her landscape de-
sign services to create and imple-
ment a landscape master plan for
the Hospice Support Care Facility
being built in Williamsburg, VA
With the help of Jeff Wehrung,
owner of Colonial Gardens, a land-
scape contractor, and donations, a
sweeping walk was created around
the facility with a perennial garden
for each visitor room, a culinary
herb garden off the kitchen win-
dow, an ornamental herb garden,
and a patio garden at the edge of
the woodline. This past spring, the
Hospice project received an Arbor
Day Beautification Award from the
VA Federation of Garden Clubs

Shady Characters Garden
Design, Inc.

Shady Characters Garden Design,
Inc. worked with a local school’s
Peaceable Garden Club and PTA to
beautify an area with native plants
and a tree planted in honor of the
school’s retiring principal. Laura
Fish, president of Shady Characters,
says the native plants were planted
on prairies in conjunction with the
school curriculum. The school chil-
dren and adult helpers planted the
area not once but several times. No
one gave up; they replanted,
weeded and watered
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Say hello to Ron Hall.
He's the mild mannered,
award winning Editor-in-Chief of

Landscape Management.

But when he writes about turf, he changes...
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EQUIPMENT

BUY, rent or

ea

BY DAVE BERNER

ash is king in professional
landscaping and lawn service
businesses, and cash flow is
critical. The choices you
make on equipment ulti-
mately determine whether
you can keep the cash com-
ing in and going out of the company.

There are no hard and fast rules con-
cerning the buying, leasing and renting of
your hardware, and every Green Industry
business owner must run the numbers to
see which works best for him/her. Consid-

erations include how much they'll be using

the equipment (and how often), mainte-

nance/repair and storage.
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Dyle MacGregor has owned and oper-

ated Keep it Green Landscaping in Fair-
lawn, NJ, for 22 years. He's kept his small
business strong by adapting simple rules
about equipment.

“We know the life span of things be-
cause we've been in business so long,”
says MacGregor. “We
know the real value of
equipment comes
after the loan pay-
ments are done.”

MacGregor buys

his big equipment,

MacGregor has such as trucks, from

rules for buying. the dealers he’s



worked with for years. “1 still want to kick
the tires,” he says. “It's about product loy-
alty and the deals I can get.”

But MacGregor cautions landscapers to
weigh all options. He believes too many
businesses buy a piece of equipment just be-
cause the deal appears “too good.” “ If you're
not going to use the equipment regularly,

Another national rental chain agrees.
“On some larger equipment, the right lease
or purchasing terms might justify the in-
vestment, but with small to mid-size
equipment, rentals are almost always the
more efficient way to go,” says Carlo
Cavecchi, Chief Executive Officer of Den-
ver-based HSS RentX. “I have yet to talk

buying may not make to a landscaper or turf
much economic sense.” pro who would rather
“Whatever helps to be sharpening blades

preserve cash flow is and replacing belts on
what works best,” says equipment he pur-
Bruce Allentuck of Al- chases than be out
lentuck Landscaping, a & there on the job mak-
60-man operation in Allentuck (left) aims to preserve cash flow.  ing money.”

two locations in Clarks-  Cavecchi (right) is all for renting.

burg, MD. The com-
pany provides both commercial and residen-
tial landscape construction and maintenance.
Allentuck rents backhoes, tampers and
chippers because his crews don't use them
enough to justify purchasing them. Mulch
blowers and mowers are another matter,
however. “You'll spend several thousand
dollars to buy a good mower or blower,
and if it's maintained properly, it can pay
for itself over and over,” says Allentuck.
Before making a buy, rent or lease deci-
sion, landscapers should evaluate their busi-
ness and focus on their money-making ser-
vices to get in position to evaluate which
equipment to buy and which to lease or rent.

When renting works

“Landscape businesses can be small and
undercapitalized, and some businesses
can't afford to-own equipment,” says Bruce
Conrad, Business Development Manager
at Caterpillar Rental Services. “If your busi-
ness is highly seasonal, you may not use
equipment enough to own it.”

Maintaining it can be a cash drain.
“Plus,” says Conrad, “if you rent, you can
transfer that risk to us when your business
has peaks and valleys.”

All in all, that’s cer-
tainly true. But accord-
ing to some landscapers, renting is usually
best for the small operator or the land-
scaper just starting out.

“We don't do much renting,” says owner
James Weidner of The Weidner Group,
North Ridgeville, OH. “When we were

small we did. You have to because you can't
afford to buy things. These days, we would
rather make a loan payment than a rental.”

Let accountant tag along

“We are landscapers. That's what we do.
And that's why we should all have accoun-
tants,” says Weidner. He believes before
any business owner decides on how to han-
dle his equipment, he/she must have a pro-
fessional assess the business and be on the
lookout for hidden costs in leases, the de-
tails of purchase agreements and the fine
print in rental contracts.

“An accountant is just better at this,”
says Weidner. “He's going to negotiate bet-
ter, and I would strongly suggest you take
an accountant along with you when you
make a deal.”

The Weidner Group leases much of its
large equipment such as Walker mowers
and hydroseeders, and assesses its needs
each spring. “We don’t buy anything until
we absolutely need it,” adds Weidner.

ADVANTAGES / DISADVANTAGES

No maintenance costs Some maintenance Responsible for full
costs maintenance

Pay rental fee only Pay buyout payment Each monthly

when equipment is to own equipment payment

used

goes to ownership

No risk if equipment

Risk if equipment

Unless under warranty,

there's availability

breaks down breaks down breakdown costs are
owner’s responsibility
No storage needed Storage needed Storage needed
Rental gives chance to Depending on lease Equipment yours to
try new equipment deal, there’s opportu- keep and to sell if no
without buyer outlay nity to switch equip- longer needed or used
ment needs
Have to plan for use of Yours to use when Yours to use when
equipment to be sure needed needed
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“Leasing, per se, doesn’t work in our in-
dustry,” says George Kinkead, President of
Turfco, a landscaping equipment manufac-
turer and seller. Kinkead believes the reason
is simple — no one wants the equipment
when you're done. “The blue book on land-

scape equipment is marginal at best. No one

in the industry has come up with a good
way to determine normal wear and tear.”

Kinkead believes the sophistication in
the landscaping market has grown hugely.
Landscapers are smarter and more business
savvy, whether they have accountants or
not. Plus, he says, with his company, along
with others, landscapers can get free trial
periods or demos to see how a particular
piece of equipment fits their business be-
fore actually buying it.

Exactly, says Caterpillar's
Conrad. “Renting is a good
way to try equipment before
you decide to invest in it.”

Despite these incentives, most landscap-
ers say determining a customer base is key
to buying, renting or leasing equipment.
And using an accountant to determine how
to balance the core business with needed

cash flow is the best approach.

The trend

“Take a look at your business model and
decide what you want to do, “ says Tur-
fco's Kinkead. “If it's primarily mowing,
then buy mowers. If you're a service guy,
and need different kinds of equipment,

then buy some and rent some.”

No matter how you lean, you have to
be flexible, meaning that owners match
their equipment needs with their projects.

“A landscaper’s need for certain types of
equipment can go from zero to full-time
on a moment’s notice. We put a top-qual-
ity machine in their hands, ready to run,
and as soon as it stops earning money for
them they hand it back,” says Cavecchi of
HSS RentX. “You can't beat the rental op-
tion for sheer cost effectiveness.”

Adds Bruce Allenteuck, “Whatever pre-
serves your cash flow is your best choice.”

The newest wrinkle in the buy, rent or

lease debate is the growth in information

PEOPLE
SOLUTIONS

by JP Horizons, Inc.

www.jphor; Fons.com

PH=JAMS
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«4 Renting a wood chipper
might be the smart way to go
for a one-time cleanup job.

technology. Landscapers and lawn service
company owners are beginning to adopt
the Internet for information and products.
“We've seen a slow but steady upward
trend in online transactions,” says HSS
RentX CEO Cavecchi. “
knows what he wants — model, engine ca-

If the customer

pacity, attachments — then there's no
vagueness to the decision, and online book-
ing can be convenient.”

At Caterpillar Rental Services, all rental
sales are done through outside sales from
rental stores. But the company Web site is
used by customers for examining products
and making decisions about equipment.

Those who sell equipment, however, say
customers still want to work face-to-face with
a dealer or salesperson who can answer ques-
tions and maintain a good working relation-
ship. In this case, the Internet is used more for
researching equipment, not buying it. Still,
the online sites are becoming popular places
for initial shopping decisions and for sorting
out the details and styles of equipment.

The bottom line

The decision to rent, buy or lease is an im-
portant one that can’t be made without
comparing products and deciding what your
business will be providing. For instance,
buying aeration equipment if you're primar-
ily a mowing company may not make sense.

“There are three things you have to
think about,” says Turfco’s Kinkead. “One,
the typical lifespan of the equipment
you're considering. Two, determine how
the equipment fits into your business. And
three, if you decide to buy, what's the best
way to do it? Your monthly payment
shouldn’t be the basis of your decision.”

It’s all about the cash in the company cof-
fers, and at the same time using reliable
equipment. If renting keeps the cash flowing,
then do that. If buying or leasing equipment
works for your company, then do that. The
optimum approach may be a mix of all three.

thing. And consider the whole picture.” v
— The author is a freelance writer based in
Chicago, IL. He can be reached at
630/926-5173.

“Look at price, not payments,” says Jim
Weidner of the Weidner Group. “Look at
longevity of equipment. Look at the loan.
Look at how much you're going to use some-

J‘uj Revyenny
JJJJJJ)JJJ/

If you're in the business of
recycling, you need to know
about Peterson Pacific.

We make the machines that
make your job possible. Wood
waste, C&D, land clearing,
asphalt roofing... we build
horizontal grinders that

can take it. And our Blower
Trucks make quick work of
delivery and application of

your end product.

Pneumatic Delivery System

HC 1410
rack Mounted Recycler

HC 2400-B
Asphalt Roofing Recycler ¥

When you want the best,
there’s really only one choice...

800/269-6520 e

Fax 541/689-0804 e

www.petersonpacific.com
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BUSINESS MANAGEMENT

‘maintenance
mode

One of the best ways to grow your

HighGrove Partners does
more maintenance work
now to stabilize business.

design/build business might be to

increase your maintenance business first

BY GEORGE WITTERSCHEIN

f you think landscape mainte-
nance is low-end, low-gain
work that won't help your
business, think again. The land-
scape industry, shifting from

the soaring 1990s to today’s

downsized expectations, is
gaining a greater appreciation for the recur-
ring revenues (and opportunities for re-
lated landscape work) that maintenance of-
fers smartly run operations.

Even companies that helped shape the
direction of landscape design and installa-
tion in their respective markets now focus
more of their efforts on providing mainte-

nance services.
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Focus on maintenance
“Five years ago, we were about 80% con-
struction and 20% maintenance,” says Jim
McCutcheon, CLP, Chief Operating Offi-
cer of HighGrove Partners. "For the long-
term health of our business, we decided
to change that mix to 75% maintenance
and 25% design and design/build, an in-
teresting decision when you consider that
two of the partners are landscape archi-
tects.” (HighGrove Partners is a $16 mil-
lion company in Atlanta and Charlotte,
NC that grew out of the landscape divi-
sion of Post Properties.)

“We were thinking about the stability of

the business, especially given the up-and-



Doing quality hugi‘rend

maintenance work pays off.

down nature of economic cycles. If we were
still 80% construction today, we would re-
ally be hurting,” McCutcheon adds.

"From time to time, we've even advised
customers not to put so much money into
design/build so that they would have
enough money for maintenance. We want
to minimize one-job situations. We're try-
ing to capture this customer’s business per-
manently. And we're pretty confident we'll
make back those dollars down the road.”

There are other reasons why shifting
your focus to maintenance might be good
for your business, in-
cluding opportunities
to sell installation and
construction jobs to
maintenance clients.

“Another plus is
that we thought if we
were prospering on our
maintenance, we could
be really selective
about the design/build jobs we accepted
and not have to take everything that came
down the pike,” McCutcheon explains. “It
enabled us to get away from a lot of true

bid work — work that someone else de-

Jim McCutcheon (left) and Ken Hochkep-
pel agree: grow maintenance first.

signs and that we're just bidding on as a
construction contractor.”

Grow your business
Another benefit to maintenance is the op-
portunity it offers for growing a business.
As a landscape company matures, the ques-
tion that arises is: “Where do we go next?”
Green Industry consultant Ken
Hochkeppel, veteran of years of service
with big Green Industry names like Ruppert
and TruGreen, observes: “Often, landscap-
ers starting out primarily in design/build or
construction/installa-
tion will evolve to the
point where they say,
‘If we want to grow
our business, we
should increase our
maintenance business
to 65% or 70% of what
we do’. As companies
mature, they realize
that if they're going to grow, the growth
should occur on the maintenance side. The
maintenance business is more stable than
the construction business and may be the
best source of growth.

“The maintenance business tends to be
more recession proof and is an annuity,”
Hochkeppel adds. “Maintenance is a neces-
sity for property owners and managers;
construction isn’t. Even if buildings stop
going up, or if owners defer installing land-
scaping features, it's still important for
them to maintain existing landscapes, both
for the sake of keeping up appearances and
to avoid losing value on their assets.”

Two-thirds maintenance

Landscape company owners Debby Cole
in Austin, TX and Bob Maffei in Cape
Cod, MA also endorsed Hochkeppel'’s ratio
of roughly two-thirds maintenance to one-
third design/build.

Cole's 22-year-old company, Greater
Texas Landscapes, derives about 60% of its
$4 million annual revenues from commer-
cial maintenance. Cole, too, appreciates the
ongoing business relationships generally asso-
ciated with providing maintenance services.

Cole sees the ongoing maintenance re-
lationship as including an element of
“hand-holding” with the customer during
difficult times. “We understand that
they're worried about the economy and
what it will mean to them,” she says. “We
provide a sense of continuity and stability
to them. We're there every month, and we
look after them. During this winter’s ice,
many of them called on us to help with
things like sanding.”

Maffei Landscapes in Cape Cod is an-
other $4 million company that does 60%
of its work in maintenance and 40% in
construction. “We're building a clock here,
a well-integrated business based on a long-
term relationship with the customer,” says
Robert Maffei, President.

In his operation, Maffei says construc-
tion projects almost always turn into main-
tenance accounts, too.

“Our maintenance division salesperson
bids new work with about a 29% win rate.
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Converting our construction into mainte-
nance, that figure changes to 98%-plus. It’s
almost an automatic sale,” says Maffei.

That conversion rate is no accident. “In
our construction contracts, we've created
terms and conditions that spell out specifi-
cally how the guarantees will be applied, giv-
ing substantially stronger guarantees if our
company is doing the maintenance.”

Maffei isn't alone in achieving big suc-
cess converting construction jobs to main-
tenance contracts. HighGrove
Partners targets a conversion rate
of 80% and is close to achieving
that number, says McCutcheon.

In addition to the high main-
tenance win rate flowing out of
his construction business, Maffei
likes several other aspects of the
maintenance business.

“It's much easier to make a
budget based on maintenance
because we know who's renew-
ing. The construction budget is
all up in the air — you make a budget for
the year and you roll the dice.”

Maintenance also makes it easier to sell
enhancements and maybe even additional
construction/installation down the road.
Once the maintenance budget is in place, “1
can easily do percentage analyses off that to
predict that I will get so much in enhance-
ments and so much in seasonal rotation ma-
terial. It's almost automatic,” Maffei reports.

In it for the long-term
“Our landscape architect sells the company
because of the maintenance division first,”
Maffei explains. “We start with the fact that
we're going to maintain the property as part
of a long-term relationship. That's appealing
to the high-end customers who want to
own beautiful properties on Cape Cod.
“When they're trying to decide what's
right about this company and what's
wrong about that one, and you go in and
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immediately start talking long-term rela-
tionship and being accountable for that
property for years to come, you really
lower their anxiety level about using you as
their contractor,” he adds.

Maffei also believes in exceeding cus-
tomer expectations, and finds his mainte-
nance business helps him there.

“For example, our maintenance depart-

ment tells the account manager when a
plant is dead, usually before the customer

nance crews work to establish long-

smemmresterinirelationshi

has even noticed. The
account manager feeds
that information back
to the construction de-
partment at weekly
meetings, and then the
construction depart-
ment replaces that plant. We're replacing
that plant before the customer ever picks up
the telephone. I know a lot of companies
are striving to reach that level of exceeding
the customer’s expectations, and this is one
way we've discovered of doing that. Cus-

tomers are wowed by this level of service.”

When's the right time?
Given the desirability of converting a con-
struction contract into a maintenance con-
tract, how and when should the land-
scaper approach the customer about the
maintenance sale?

“We weren't always very good at that,

2003 / www.landscapemanagement.net
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Bob Méffei (below) and his mainte-

but we've learmed,” says HighGrove’s Mc-
Cutcheon. “From the very first meeting with
the customer, we're already talking about
maintenance. We try to streamline our sales
process and not make it segmented. In other
words, we don’t want to have to start selling
two or three times in the process. We don’t
want to have to get the customer all excited
about the design, then again about the install
and then the third time about the mainte-
nance. We're trying to sell the entire package
from the beginning.”

“Even in the early conceptual
stages of the design/build project
when everybody is going
through the budgeting process,”
he continues, “we work towards
A making sure that there's enough
money in the maintenance bud-
get as well. Why? Because cus-
tomer satisfaction with what
we’ve designed and installed
won't be there a year from now
if there isn't enough money to
maintain the landscape.”

Greater Texas' Debby Cole says her
company opts to mention maintenance
early, too. “In 75% of the cases, we see a
requirement to enter a bid for one year's
maintenance in addition to the bid for the
construction. With the other 25%, we
bring it up during construction.

“In some cases, the property manager
has a maintenance contractor they work
with on all their properties. In theory, that
could pose a problem for us. But what we
find is that they want whoever did the in-
stall to do at least one year’s maintenance
through the warranty.”

In addition to having his design architect
talk maintenance with the customer from
day one, Bob Maffei gets his maintenance
salesperson, Cara Christopher, together in a
weekly meeting with construction adminis-
trator George Searles. Searles can then trans-
fer his list of construction jobs that are wind-



Talk maintenance early

The experts agree: When selling a customer on a construction job, try to sell them

on a maintenance contract as well. Do it early in the process, and don't wait.

“We don't want to have to start selling two or three times in the process. We

don‘t want to have to get the customer all excited about the design, then again

about the install and then the third time about the maintenance.”

lim McCutcheon, HighGrove Partners

“What we find is that the commercial customer wants whoever did the install to

do at least one year’s maintenance through the warranty.”

Debby Cole, Greater Texas Landscapes

“Start talking maintenance as early as possible.”

ing down to Christopher. With Christo-
pher’s 98% win rate selling maintenance to
the company’s construction customers, it's
not difficult to get her to the meetings.
“Start talking maintenance as early as
possible,” Ken Hochkeppel adds. “Some

Ken Hochkeppel, Green Industry consultant

customers will make that easy for you by
deciding to purchase maintenance when
they purchase the installation. Others will
wait until the building is up and the grass
needs to be cut and there’s a crisis.

“But it may not always be a good idea

to try to sell the maintenance at the same
time that you're selling the construction,
because the company that winds up man-
aging the property will likely be a different
company from the one that built the prop-
erty,” continues Hochkeppel. “ So the real
issue is not when but who — who are the
right people to make the sale to? Who's
the property manager? Because it's not
necessarily going to be the general contrac-
tor or even the owner who signs the main-
tenance contract. You need to identify the
property manager as early as possible, and
then begin immediately to build a relation-
ship with that person.” Lm

— The author is a frequent contributor to

LM. He can be reached at

grbwitt@aol.com.

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.
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TECHNOLOGY

Put wetting

s a landscape
professional,
you develop
and main-
tain land-
scapes that
keep your
customers happy.

Water is a critical part of
your business. More stringent
water usage guidelines and re-
strictions make water use a
more important issue than
ever. When faced with these
challenges, how do you provide
your customers with the lush,
vibrant landscapes they've
come to expect? Wetting
agents can help.

This important yet often
overlooked tool can help you
overcome water management
issues. This technology has
been a vastly underutilized re-
source in commercial landscape

and residential applications.

Wetting agents explained
Because of surface tension and
the accumulation of water re-
pellent coatings on soil parti-

cles, water has a natural ten-

agents to work

Expand your service offerings and help your

clients’ landscapes with these underutilized

BY COLLEEN R. CLIFFORD

dency to run off sloped
surfaces, sit on the surface
where it’s susceptible to
evaporation, or channel
through the soil past the
rootzone where it becomes
inaccessible to plant roots.
In fact, studies show that
30% to 70% of applied
water never reaches the
rootzone at all.

Wetting agents, also
known as surfactants, are
chemicals used to help
move water more efh-
ciently through the soil
profile. By reducing surface
tension, wetting agents
allow water to penetrate into
the soil or mulched beds uni-
formly. They also help retain

optimum soil moisture levels.

Regular use of wetting

agents allows subsequent appli-

BEFORE

Surfactants increase the efficiency of
irrigation, product distribution.

cations of water through nat-

ural rain or irrigation to pene-

trate quickly and uniformly.

While untreated soils that have

been allowed to dry out will

allow water to run off the top,
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soils previously treated
with surfactants readily
pull water through the soil
profile. This more efficient
distribution of water en-
ables you to reduce your
overall water usage while
still maintaining healthy
plants. Improving water
infiltration benefits the in-
stallation and maintenance
of trees, shrubs and flower
beds, and enhances the
ability of plants to survive
droughts. More efficient
water penetration isn't the
only benefit you get from
using surfactants. Fertiliz-
ers and other water-soluble
chemicals use water as the car-
rier to get it into the soil. By
promoting deeper and more
uniform penetration of water,
you also ensure that these



products are being distributed
as uniformly as possible and
that your customer is deriving
the maximum benefit from
these treatments.

Benefits to customers

The use of surfactants trans-
lates into several key benefits
for your customers. The most
direct benefit is financial sav-
ings; since surfactant-treated
landscapes require less water to
maintain, your clients will
spend less on their water bill.
The extra charge for surfactant
treatment will more than pay
for itself in savings on soil-di-
rected fertilizers and pesticides,
water and energy.

As well as being concerned
with economic factors, today’s
consumers are also more envi-
ronmentally conscious than
previous generations. As well as
lessening the demand on an
overtaxed water supply, using
surfactants can also help miti-
gate the environmental impact
of applied chemicals.

Using surfactants also helps
to control the runoff of fertiliz-
ers and pesticides.

Benefits to you

Incorporating surfactant appli-
cations into your business can
help improve your bottom line,
too. An expensive yet common
problem for landscape profes-
sionals is the loss of plant mate-
rials in new landscapes from
moisture stress. The cost for
the replacement plants them-
selves as well as the manpower
needed to install them reduces

your profitability. By using sur-
factants, you can lessen the im-
pact of moisture stress on new

plantings as well as established

landscape areas.

The use of surfactants can
be promoted to your client
base as an effective treatment
against drought stress during
the height of summer, an
added benefit that can give
your company an edge on the
competition. Most surfactants
are available in liquid, granu-
lar or injectable formulations
to suit the needs of you and
your customers.

By promoting the more ef-
ficient use of applied chemi-
cals in the soil profile through
surfactant usage, you'll need
to apply less product less
often to achieve full coverage
and maximum benefit. This
helps you save money on the
purchase of fertilizers and pes-
ticides, as well as save on the
manpower to apply them.
Some surfactants can be tank
mixed safely with common
fertilizers and pesticides, so
that all products can be ap-
plied simultaneously rather
than in separate treatments.
Offer surfactants as a stand-
alone treatment or in combi-
nation with other products as
a treatment package, and
maximize your profitability
while minimizing time spent
by your crew at each site. Lm

— The author is Marketing
Manager for Aquatrols
(www.aquatrols.com) and
can be contacted at
lifford@aquatrols.com
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IRRIGATION TECHNOLOGY

Fertigation’s m time

dlTIVeS

Utah city pleased with
“test” results and intends

to keep expanding the

BY RON HALL / EDITOR-IN-CHIEF

arry Fredrick-
son, the Parks
& Landscape
Supervisor of
‘Lﬁ St. George,
o 4&5 UT, manages
I 475 acres of
public property with limited

manpower, money and re-

sources. These properties range
from hikers’ trailheads to inten-
sively maintained sports fields.

Fertigation, through a
unique partnership of city,
manufacturer and distributor,
is one of the tools he's begun
using to meet these challenges.
Specifically, Fredrickson is doc-
umenting fertigation’s role in:
P increasing the vigor of his

Fertigation

controllers are
simple to
operate.

city’s turfgrass and ornamentals,
» reducing the number of
labor man-hours needed to
fertilize the turfgrass and,

» improving irrigation effi-
ciency and conserving water.

Water, what water?
Geography and climate deal
Fredrickson some tough land-
scape challenges. St. George is
located in a high-desert valley
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(elevation 2,800 ft.) ringed by
sandstone cliffs. The Pine Val-
ley and Beaver Dam Mountains
frame its horizons. The region,
known as Utah’s Dixie, gets an
average of eight inches of pre-
cipitation annually. The
scarcity of water threatens the
area's continued economic
growth, and few communities
within the United States are so
conscious of using it wisely.



Fredrickson began “beta
testing” fertigation on city
properties thanks to an agree-
ment between the city, Hous-
ton-based Turf Feeding Sys-
tems and regional supplier Turf
Equipment and Irrigation.

In July 2002, John Soren-
son, local branch manager of
Turf Equipment and Irrigation,
began installing fertigation sys-
tems (supplied by Turf Feed-
ing Systems) on city properties.
Additional systems have been
installed since. To date, nine
areas within the city are bene-
fiting from fertigation systems,
the smallest at six acres and the
largest at 33 acres.

“I think it’s a great project,”
says Fredrickson, “Hopefully
we will continue to install the
systems on all of our public

properties.”

It makes a difference
While Turf Feeding Systems,
Inc. foots the bill for the equip-
ment and its installation, the
city pays for the liquid fertilizer
that local supplier Sorenson de-
livers to the fertigation stations
once every three months. The
fertilizer is specially blended to
meet the needs of the turfgrass
as determined by soil tests and
seasonal conditions.
Fredrickson says he sees a
marked improvement in the
city’s fertigated landscapes, in-
cluding more colorful beds and
a reduction in surge turfgrass
growth in parks and sports
fields. Because he can also add
wetting agents and soil condi-
tioning products such as sulfur

in with the fertilizer and water,
he expects long-term benefits
associated with improving the
parks’ soils.

The soil issue is significant
(and may increase the credibility
of fertigation as part of the solu-
tion) as more and more land-
scapes, public areas and sports
fields are irrigated with recycled
water with a resulting buildup of
salts in the soil.

“As the soil gets better and
better, we'll be able to get
healthier plants,” says Fredrick-
son with conviction. “Healthy
turf will require less water and
other products in the long run.”

If fertigation offers so many
benefits, why haven’t more con-
tractors and grounds managers
embraced it more enthusiasti-
cally?

Not to worry, say propo-
nents, they will — eventually.

“My theory is that landscape
managers are so busy as they
learn their trade they tend to
stay with what they have
learned,” says Bill Nolde, Di-
rector of Technical Services,
Plant Choice, San
Diego. “And, of
course, suppliers will
not offer new ideas or
products unless there
is a big demand for

Simple, workable concept

Fertigation is the process whereby fertilizer is applied
lightly with each irrigation cycle to “micro feed” the land-
scape. A typical system consists of injectors, a controller
and a plug-in transformer. City and county ordinances re-
quire the installation of a backflow preventer between
the injector and the water source.

Fertigation’s technical elements are simple to under-
stand. Using water pressure, an injector installed on the ir-
rigation system’s main line pulses each time the fertiga-
tion controller sends it a signal. Every pulse injects a tiny
amount of fertilizer and/or material into the main line.

The fertigation controller is wired to the irrigation con-
troller, and when the controller turns on a zone, the ferti-
gation controller sends a signal to the injector conveying
the number of pulses required to deliver a pre-deter-
mined amount of fertilizer to meet the requirements of

each zone.

Professionals recommend soil and water tests before
choosing a fertilizer solution. The recommended rates will
probably have to be adjusted seasonally.

find favor, too, especially with
Fertigation offers landscape
companies a new revenue op-
portunity. The primary mainte-
nance requirement on the
equipment is to refill
or replace the tank
every four to six
weeks. This can be
done during normal
maintenance stops.

them.” - Another benefit to
Nolde, a former Bill Nolde says fertigation is the

golf course superinten-  fertigationis get-  money saved on the

dent, says fertigationis ~ ting more popular.  |abor required to

becoming more popu- spread fertilizer, not

plexes, campuses and large com-
mercdial properties. Residential
fertigation units are starting to

to mention the money on the
warranty of plant material, fer-
tigation supporters say.

“I like the concept that

every drop of water has a little
bit of nutrient in it,” says
Nolde. “This is an emerging
technology with great potential
for grounds and landscape
managers.”

While fertigation is a rela-
tively new concept in the land-
scape industry, it's been used
for more than 40 years in agri-
culture and slightly fewer years
in golf course maintenance.
Fertigation's benefits include:
» Reduced labor expenses —
Light feeding through fertiga-
tion will control plant growth
rate, and the injection rate can
be adjusted down to keep the
growth rate to a minimum
while maintaining rich plant
color. This will allow mowing
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intervals to be set as far
apart as possible, and pre-
vent the necessity of haul-
ing off excessive cuttings,
which can be costly.

» Improved and consistent
turf quality — Light and
continual feeding promotes
the health and ap-
pearance of the land-
scape. Many land-
scape designers and
maintenance con-
tractors are reluctant
to fertilize too often
due to budget re-
straints. Often fertil-
izing with traditional
dry applications
equates to an increase in
mowing — more labor
costs. Consistent quality
and survivability are crucial
when a new landscape is
installed.

» Water conservation —
Too often, landscapes are

overwatered. When a land-
scape begins to decline, the
first response by many
managers is to put down
more water. Too much
water will encourage the
development of plant dis-

eases or even damage or kill

plants. Fertilizer applied
properly through fertiga-
tion along with organics

such as ROOTS, an organic

additive product, will pro-
mote major root growth

development and strength.
A deeper, denser root sys-

tem will store and use
water and nutrients more
efficiently.

» Reduced pesticide usage
— A healthy landscape is
more resistant to disease,
insects and weeds. This is
possible through fertiga-
tion. The best way
to force weeds out is
by having thick,
healthy turfgrass. In-
sects and disease
will usually attack
plants that are suc-
culent or stressed.
By keeping the plant
healthy in its opti-
mum growth, with
thick cell walls, stressors
are minimized.

A properly installed and
maintained fertigation sys-
tem can result in a health-
ier, better-looking land-
scape, which is maintained
at a lower cost. Lm

MAKING IT PAY OFF

Action/benefit Dollars
Installation fee* $300-$500
Labor savings (refill instead of spreading granular fertilizer) $40
Recurring revenue on sale of fertilizer $40
Prevent transplant shock (e.g., labor and cost of 2-3 shrubs or 1 tree) $200
Generate at least one need lead based on results $100
No callbacks/reduced callbacks $50
Total increased revenue $730-$930
Cost of unit (1.5 gallon) $170

Total potential realized revenue $560-$760

*SOURCE: FEE CHARGED FOR 1.5- AND 3-GALLON UNITS BASED ON CONTRACTOR SURVEY 2002-2003;

INFORMATION PROVIDED BY EZ-FLO (WWW.EZFLOINJECTION.COM)

58 LANDSCAPE MANAGEMENT / JULY 2003 / www.landscapemanagement.net

Fertigation
suppliers

EZ FLO

Roseville, CA

724/940-4071
www.ezfloinjection.com

» Systems available in four differ-
ent sizes — from 12,000 sq. ft.
properties up to two acres. Each re-
fill of the unit can last up to four to
eight weeks.

FertiGator

St. Louis, MO

866/344-2867

www. tor.com

» Automatic lawn care system at-
taches to any in-ground sprinkler
system. FertiGator M1 comes with
M1 injector, eight-zone controller,
plug-in transformer.

Turf Feeding Systems
Houston, TX

800/728-4504

www. turffeeding.com

» Fertigation technologies since
1986. Six models, 10 capacities
from three to 50 acres.

CSI Systems International
Cedarburg, WI

262/375-8550
www.fertigation.com/chemigat.htm
» Supplying agriculture and turf
with fertigation and chemigation
equipment since 1982. Fertilizer
metering pumps, injectors.

Flowtronex

Dallas, TX

800/786-7480

www. flowtronex.net

» NUTRIFEED nutrient injection sys-
tem can apply up to three differ-
ent nutrients with digital control.
Self-contained controller with 16
program modes.


http://WWW.EZFLOINJECTION.COM
http://www.flowtronex.net
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Bayer Environmental Science
95 Chestnut Ridge Road
Montvale, NJ 07645

Phone: 800-842-8020

Fax: 201-307-6870

WEB SITE:
www.bayerprocentral.com

E-MAIL:
bes.gpcinfo@bayercropscience.com

KEY EXECUTIVES:
Josh Weeks, Vice President,
Professional Business

Dan Carrothers, Vice President,
Chipco Professional Products
Nick Hamon, Director,
Development and

Technical Services

Jim Fetter, Director of Marketing
Neil Cleveland,

Northern Regional Manager

Rich Burns,

Key Account Manager
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Bayer Environmental Science

Product focus:

Bayer Environmental Science manufactures a full
line of turf and ornamental products for use on
golf courses, home lawns, sports fields, commercial
landscapes, nurseries and greenhouses. Bayer
Environmental
Science continues
a tradition of in-
novative research
and top-of-the-
line professional products, backed by highly
trained sales and field development representa-
tives.

Manufacturing facilities:

With manufacturing facilities worldwide, Bayer
Environmental Science produces premier prod-
ucts for use in the turf and ornamental market-
place. In the United States, facilities are located in
Pasadena, Texas; St. Louis, Mo,; and Kansas City,
Mo. Bayer Environmental Science supports its
green industry products with a dedicated turf and
ornamental research facility in Clayton, N.C,,
where industry experts develop and investigate
new chemistries and formulations.

Jayer Environmental Science

Technical support, sales, training and
customer service:
Our focus at Bayer Environmental Science is the

development and creation of innovative technolo-
gies and solutions for the challenges our customers
face every day.

g Field develop-
BAYER
\ E

R

ment, sales and
technical repre-
sentatives located
throughout the country offer regionalized support
for all Bayer Environmental Science products. Go
to www.bayerprocentral.com to find the represen-
tative nearest you.

Major product lines:

From trusted standards such as Merit® insecticide,
Ronstar® herbicide and Compass™ fungicide to
newly launched products such as Revolver® herbi-
cide and TopChoice™ insecticide, Bayer Environ-
mental Science offers products to fit all areas of
turf management and ornamental pest control.
The well-regarded Aventis Chipco Professional
products and the respected Bayer product group
are now combined, forming the most complete
product line in the green industry.


http://www.bayerprocentral.com
mailto:bcs.gpcinfo@bayercropscience.com
http://www.bayerprocentral.com

CORPORATE

Buck’s Fabricating

Product focus:
Switch-N-Go is a patent-
pending Detachable Truck
Body System (sometimes
called a truck body changer)
that gives truck owners
more uses out of a single truck, enabling them to
become more productive and efficient. At the
push of a button, truck owners have the option of
changing in and out from a variety of truck beds
(almost any type — dump, flat, chipper body,
mulch bodies, water tanks and more). Used for
small- to medium-scale hauling and loading,
Switch-N-Go has the power to set a fully loaded
body to the ground or pick it up.

Manufacturing facility:

Buck’s Fabricating is a hauling manufacturing
company that specializes in multi-sized, roll-off
containers. They are located in Western Pennsylva-
nia and have been providing storage solutions to
the waste, hauling, scrap and recycling industries
for almost 20 years. Buck’s has a strong reputation
for manufacturing products to the highest quality

DETACHABLE TRUCK BODY SYSTEM

and standards in the industry.
To build Switch-N-Geo,
Buck's added a 12,000-foot
assembly and storage area to
its current facility.

Technical support, sales, training and

customer service:

With a strong belief in continuing education for its
employees, Buck’s Fabricating operates under the
belief that knowledge is power. Currently, Buck's
employees 35 to 40 people in its Sheaklyville, Pa.,
facility. Buck’s has built its reputation on quality,
value and reliable delivery.

Major product lines:

Well-known for making high-quality roll-off con-
tainers for waste recycling and storage, Buck’s has
started to build a reputation in the landscape and
construction industries with Switch-N-Go.
Switch-N-Go can accommodate almost any type
of truck body, no matter what the need — water
tanks, storage bodies, spray systems and more.

CAPABILITIES

Buck's Fabricating
3547 Perry Highway
Hadley, PA 16130
Phone: 800-233-0867
Fax: 724-253-3863

WEB SITE:
www.bucksfab.com

E-MAIL:
bgreener@bucksfab.com

KEY EXECUTIVES:

Dale Deist, President/CEO
Bud Greenert,

Product Manager
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Express Blower, Inc.
1275 Bailey Hill Road
Eugene, OR 97402
Phone: 1-800-285-7227
Fax: 541-349-8161

WEB SITE:
www.expressblower.com

E-MAIL:
info@expressblower.com

KEY EXECUTIVES

David Nelson, President
Denny Drennan,
General Manager

David Looney,

Service Manager

Brent Whitley,

Sales Manager
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Express Blower, Inc.

Product focus

The Express Blower™ is the only blower equip-
ment designed and manufactured to quickly and
efficiently apply mulches, soil blends, compost,
wood chips, sand and aggregates for the landscape,
erosion control and construction industries. It re-
duces labor requirements while increasing prof-
itability and efficiency.

Manufacturing facility:

Each Express Blower™ is built to our customer’s
specifications at the Eugene, Ore., facility. Newly
expanded and remodeled, there are seven manu-
facturing bays, a new and extensive parts ware-
house, plus modern and efficient office space for

all service, parts and sales personnel.

Technical support, sales, training and
customer service:
Express Blower invites you to visit Eugene, Ore.,

to personally view the capabilities of the trucks as
well as the potential business opportunities, com-
prehensive operator and maintenance training, 24-
hour technical and service support, plus marketing
materials to help with the advertising and promo-

tion of your business.

Major product lines:

All Express Blower™ models are manufactured to
the same high quality standards. With the variety
of models available, there is one to suit any need,
including fully-integrated box and chassis units
and trailer mount units. The newest trailer mount
model is the RB-20. It has been designed to blow

aggregate at great distance.


http://www.expressblower.com
mailto:info@expressblower.com

Ferris Industries

CORPORATE

* Product focus:
Ferris Industries manufactures

the most complete line of mid-
mount zero-turn mowers in the
commercial mowing industry.
Featuring IS® Independent Sus-
pension, powerful engines and heavy-duty con-
struction, Ferris mowers increase productivity and
profitability. IS Independent Suspension is the first
and only independent suspension system for riding
mowers.

Manufacturing facility:

To meet the increasing demand for its products,
Ferris is building a 50,000-square-foot addition to
meet the needs of its customers. Highlighting this
expansion is a new assembly line designed specifi-
cally for value-added manufacturing. Combined
with a previous expansion in 2000, the Ferris facil-
ity totals 160,000 square feet.

Technical support, sales, training and
customer service:

Ferris Industries, a Simplicity Company, is part of
The Dealer Line™. Customers can count on the
service and support they get from authorized
Ferris dealers and distributors. Those dealers and
distributors are backed by the most experienced
sales force in the industry and a parts and service
organization that is second to none.

Major product lines:
Mid-mount, zero-turn riders featuring IS Indepen-
dent Suspension, including the IS 5000Z featuring
a CAT ® diesel, four-wheel IS Independent Sus-
pension and 72-inch mower deck.

ProCut™ commercial outfront three-wheel
riders.

Commercial walk-behind mowers: UltraBelt™
gear-drive model; HydroWalk™ single-drive and
dual-drive model; and 32-inch HydroCut™.
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CAPABILITIES

Ferris Industries
5375 N. Main St.
Munnsville, NY 13409
Phone: 800-933-6175
Fax: 315-495-0109

WEB SITE:
www.ferrisindustries.com

E-MAIL:
info@ferrisindustries.com

DATE FOUNDED:
1909

KEY EXECUTIVES:

Phil Wenzel, President/CO0
Bill Shea, VP of Sales

Rod Roberts,
Technical/Service Contact
Jennifer Loran,

Corporate Contact

Jerry Dawes, VP of Finance
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FMC Corporation
Specialty Products Business
1735 Market St.
Philadelphia, PA 19103
Phone: 800-321-1FMC
Fax: 215-299-6100

WEB SITE:
www.fmc-apgspec.com
E-MAIL:
fmc@mnb-us.com

FMC Corporation

ih'sfar =L

_{ [ | R

FMC's Specialty Products Business, headquartered
in Philadelphia, Pa., is a leading manufacturer of
high-performance insecticides, termiticides, ter-
mite baits, miticides and ant control products for
use by the golf course, lawn care and structural

pest control markets. FMC's Specialty Products
business also provides Talstar® insecticides to fertil-
izer manufacturers for use in the lawn and golf
markets. FMC Specialty Products is an integrated
solutions provider, offering SmartBiz™ business-
management software.

Manufacturing facilities:

FMC Corporation is a global, diversified chemical
company serving agricultural, industrial and con-
sumer markets for more than a century with inno-
vative solutions, applications and products. The
company employs over 6,000 people throughout
the world. FMC Corporation divides its businesses
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into three segments: Agricultural Products, Spe-
cialty Chemicals and Industrial Chemicals.

Technical support, training, customer service:
The FMC Specialty Products Business is staffed
with dedicated professionals in research and devel-
opment, technical service, field sales, customer ser-
vice and marketing. To reach a customer service or
technical support representative, please contact the
Customer Satisfaction Center at 800-321-1FMC.

Major product lines:

FMC has a leading global position in pyrethroid
chemistry. The Talstar® family of insecticides
offers long residual control with a variety of
high-performance products labeled for treatment
of a broad spectrum of pests. Products for the
turf and ornamental industry include Talstar® F
Insecticide/Miticide, Talstar® EZ and PL
Granular Insecticides, QuickSilver™ T&O
Herbicide, Astro® Insecticide and SmartBiz™
software. Products for the golf industry include
Talstar® GC Flowable Insecticide/Miticide,
Talstar® GC and EZ Golf Granular Insecticides
and QuickSilver™ T&O Herbicide.


http://www.fmc-apgspec.com
mailto:fmc@mnb-us.com
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Ford Commercial Truck

Ford Motor Company is more than a global cor- matter what your business is, Ford has what it takes.
poration. It's a world of people nearly 400,000 The best-selling truck in the United States and
strong, connecting with customers every day. Ford  the world, F-Series reports to work in a variety of
offers the widest variety of trucks drivetrain, wheelbase, cargo box and
built for commercial applications. * - e *  cab choices to suit your crew and pay-

load needs. E-Series has been the best-
selling full-size van in America since
1979. It provides a near-endless vari-

Everything from E-series cargo
vans and wagons to Super Duty F- #
Series trucks and chassis cabs that
can be tailored to meet specific ety of configurations and customiza-
vocational needs. tion possibilities, whether the mission
Whether the job is big or is hauling cargo, people or both.

huge—Ford has the go-to line of Be sure to visit your local Ford

TOUGH)

trucks. And when you see that Ford dealer. Your dealer will help you select

is the sales leader in many cate- the right truck and the right services
gories of commercial trucks, you can be sure it's to meet your needs.
more than a popularity contest. For years, for Ford Commercial Trucks ... What line of work Ford Commercial Truck
decades, Ford trucks have gotten the job done. No are you in? So Are We! Customer Relationship Center
P.O. Box 6248
Dearborn, MI 48126

Phone: 1-800-392-FORD

Web site:
www.commtruck.ford.com
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Husqvarna

7349 Statesville Road
Charlotte, NC 28269
Phone: 704-921-7000

Customer Service Department:

1-800-448-7543
Fax: 704-599-4310

WEB SITE:
www.husqvarna.com

E-MAIL:
Info@husqvarna.com

DATE FOUNDED:
1689

KEY EXECUTIVES:
David Zerfoss, President

Barbara Paez, VP Marketing

Bob Cestaro, Sales

Product focus:
Husqvarna outdoor
power equipment’s
exceptional quality
and performance can
be attributed to ex-
ceptional manufac-
turing. Based on its
Swedish heritage,
Husqvarna brings a
tradition of excellence
to every product, pro-
viding precision engi-
neering, ergonomic ex-
cellence, innovative design
features, exceptional attention
to safety and performance, and a
continuing commitment to environmental in-

tegrity and respect.

Manufacturing facilities:

Husqvarna's North American headquarters in
Charlotte, N.C., serve as the main office for ad-
ministrative functions such as sales, marketing and
customer service. In addition, a warehouse opera-
tion coordinates product shipments, while a newly
expanded assembly operation produces trimmers,
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saws, blowers and accessories. Husqvarna also op-
erates distribution centers in Albany, N.Y,, and Salt
Lake City, Utah.

Technical support, sales, training and
customer service:

Husqvarna supports its end users with an exten-
sive technical support system as well as top-flight
training through its professional
product specialists and mobile train-
ing units. Husqvarna also partners
with ALCA and PGMS to sponsor a
number of training programs and in-
structional events throughout the
year.

Major product lines:

Husqvarna offers forest, lawn and
garden power equipment for all ap-
plications, providing Total Source So-
lutions through a complete line of
chain saws, clearing saws, cut-off
saws, and lawn and garden products,
including riding and walk-behind
mowers, yard and garden tractors,
tillers, edgers, brushcutters, grass
trimmers, backpack and hand-held
blowers, snow throwers, and com-
mercial turf care equipment.


http://www.husqvama.com
mailto:lnfo@husqvarna.com
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John Deere Construction

Product focus:

The John Deere Construction & Forestry Com-
pany produces more than 120 machine models
used in all facets of earthmoving, including road-
building, underground utilities construction, site
development and residential construction. John
Deere construction equipment also is used in
landscaping, nurseries, material handling, road re-
pair and maintenance.

Manufacturing facilities:

A global company, John Deere Construction &
Forestry has manufacturing facilities in the United
States, Canada, Mexico, Finland and New
Zealand.

Technical support, sales, training,

customer service:

John Deere employs a vast network to provide re-
liability and customer service, with more than 420
dealer locations in North America. To locate a
dealer, customers can use John Deere’s dealer lo-
cator online at www.JohnDeere.com. For informa-
tion on John Deere products, customers can also
visit the Web site or call the Customer Communi-
cations Center at 800-503-3373.

Deere’s commitment to training is reflected in
its Worldwide Training Center, a 55,000-square-
foot facility in Davenport, lowa. It was the indus-
try's first facility solely dedicated to training.
Deere also maintains facilities in [llinois and Ari-
zona for demonstrations and training.

John Deere provides technical training to cus-

tomer groups to ensure that Deere equipment con-
tinues to deliver the maximum performance up-
time. The company also offers numerous training
programs to dealers, employees and college students.

Major product lines:

John Deere construction and forestry products are
sold and serviced through a network of more than
800 locations worldwide. Construction equipment
models include crawler dozers, 4WD loaders, ex-
cavators, articulated trucks, backhoe loaders,
crawler loaders, tool carriers, waste handlers, land-
scape loaders, compact excavators, skid steers, util-
ity vehicles and motor graders.

Forestry equipment models include skidders,
4WD log loaders, wheel and track feller-bunchers,
forwarders, knuckleboom log loaders, crawler-
based log loaders, crawler-based delimbers and
crawler-based road builders.

CAPABILITIES

John Deere Construction
& Forestry Company

1515 5th Ave.

Moline, IL 61265

Phone: Division Headquarters:
309-765-0227

Customer Communications
Center: 800-503-3373

Fax: 309-765-3102

WEB SITE:
www.JohnDeere.com

E-MAIL:
jdeere@groupo.com

DATE FOUNDED:

Deere & Co. - 1837
Worldwide Construction &
Forestry Division — mid-1950s

KEY EXECUTIVES:

Pierre Leroy, President,
Worldwide Construction

& Forestry Division,

Deere & Company

Bob Brock, Vice President,
Sales and Marketing,

John Deere Construction

& Forestry Company

Jim Mitchell, Manager,
Marketing Communications,
John Deere Construction

& Forestry Company
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LESCO, Inc.

15885 Sprague Road
Strongsville, OH 44136
Phone: 800-321-5325
Fax: 440-783-3587

WEB SITE:
www.lesco.com

DATE FOUNDED:
1962

KEY EXECUTIVES:

Michael DiMino,
President/CEQ

Steve Cochran,

Senior Vice President of Sales
Kevin Gill, Vice President

of National Account Sales
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LESCO, Inc.

LESCO overview:

LESCO is the nation's leading manufacturer
and distributor of a broad line of lawn care,
golf course and pest control products for the

equipment;

professional turf care and pest control industry.
LESCO is a vertically inte-
grated company and has pio- ®
neered a uniquely effective E SCO
sales and distribution
method allowing it to market T
directly to more than
100,000 customers. Its customers include lawn
care operators, turf maintenance companies, LESCO for:
golf courses, athletic facilities, theme parks,
resort and recreation complexes, schools, uni-
versities, military installations, nurseries, indus-  mowers
trial complexes and cemeteries.

LESCO has over 240 LESCO Service

Centers” and a fleet of 78 Stores-on-Wheels®, a ® Spreaders

looking to maintain the prop-
erty with the right equipment
— LESCO has you covered.
Count on LESCO for indus-
try-leading products, includ-
ing:

® Fertilizers with a variety
of slow-release technologies —
including PolyPlus®, Novex®
and PolyVex® — and formula-
tions for all growing condi-
tions;

® Combination products
for one-step convenience;

® Control products includ-
ing LESCO and national
brands;

® Pest control products plus application

® Turfgrass seed varieties and mixtures that
exceed industry standards.
And when it comes to equipment you can'’t

beat the LESCO Commer-
cialPlus® lineup. Designed to
stand up to the day-in and
day-out demands of the pro-
fessional while offering er-
gonomic features that make

the job easier with less operator fatigue. Look to

m Utility vehicles
® Gear- and hydro-driven walk-behind

® Zero-turn radius riding mowers
® Trim mowers

concept pioneered by LESCO, that call directly

on golf courses. To further support its cus-
tomers, LESCO has a national account team
along with both lawn care and golf sales repre-
sentatives ready to support its customers with
agronomic advice and business solutions.

LESCO product overview:

Whether you are searching for agronomic

products or expertise, you need not look fur-

ther than your nearest LESCO representative.
If you are growing lush, beautiful turf - or

® Tank and backpack sprayers

® Renovation equipment

® Hand-held power tools

® [rrigation equipment

® Safety equipment

® Replacement parts and repair service

® Golf course accessories

For all your professional turfgrass and pest

control products, LESCO is there with the
products, service and advice to support your
business.


http://www.lesco.com
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MTI - Marsan Turf and Irrigation

At Marsan Turf & Irri-
gation Supply, Inc.
(MTT) we offer a

complete line of
wholesale turf and ir-
rigation products,
from sprinklers to
low-voltage outdoor
lighting. Our ware-
house in Southern
California is FULL of
professional land-
scape sprinkler equip-
ment and the parts
and supplies you
need. You can count
on an expansive in-
ventory of ALL the
major manufacturers
to meet your needs. Everything you need to get
the job done right! All at the most competitive
prices to help you save money and boost your
profits. Please take some time to check out our
web site and view all the great prices we offer you
on products you use every day.

MTT has served the Southern California mar-
ket for 25 years, and we've
been helping contractors to
save money nationwide for
the past 10 years. We offer
free shipping for ALL orders
placed online, and for tele-
phone orders over $500.

With thousands of products in stock priced to save
you money every day, it isn't hard to hit our free
shipping minimum. For prompt delivery, we
promise that ALL orders received by 1p.m. Pacific
Time ship that day.

Please note that these prices are ONLY avail-
able to professional contractors, so our site is only
advertised in professional trade publications. These
special prices also require box quantities on
most products except items like backflows or con-
trollers. This site is WHOLESALE ONLY for
working contractor professionals. Boost your prof-
its through savings.

Our WebStore at www.sprinklers4less.com con-
tains hundreds of our top-selling products, many at

11

special sale prices for the season and all others at
everyday low prices that you can’t beat or find con-
sistently. As more folks use the online WebStore,
we'll add additional items to expand online avail-
ability. For items not found in the WebStore, you
can place as much of your order online as you can
and then e-mail or call us for any other items you

want to save money on. Of
course, you can always call us
at 800-600-TURF and one of
our customer service specialists
will take your order and answer
any questions you may have.

Our goal is to make your
purchasing job easier with prompt, courteous, and
efficient service while saving you money on every
order and every item you purchase. Unlike some
“partner” programs, our approach lets you keep
ALL the money you save all the time. You can de-
cide how you want to spend your savings. Since
you can assume that most marketing “partners”
want to help share YOUR money, you'll probably
save more here than the value of ANY partner
program in the long run. In today’s challenging
economic times, this can help small and medium
contractors to raise their profits and keep more for
themselves.

This is the MTI economic recovery program
for contractors - try it and $AVE !!

CAPABILITIES

MTI - Marsan Turf and
Irrigation

519 Terrace Drive

San Dimas, CA 91773-2915
Phone: 800-600-8873
Fax: 800-445-7770

WEB SITE:
www.sprinklers4less.com

E-MAIL:
bob@marsanturf.com
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CORPORATE LoV

Rain Bird Corporation
970 West Sierra Madre Ave
Azusa, CA 91702

WEB SITE:
www.rainbird.com

DATE FOUNDED:
1933

KEY TECHNICAL/SERVICE CONTACT:
Rain Bird Customer Support

70

1-800-RAIN BIRD

Rain Bird Corporation

P

Product focus:
Why waste time
replacing a
controller just to
add more stations? Rain Bird Corporation
introduces ESP Modular Controllers that start
with a 4-station base unit, then add 3-station
modules during installation or in the future.
This is the one controller that’s Rain Bird
reliable, simple to program, feature and value-
packed.

Manufacturing facilities:

Rain Bird maintains several state-of-the-art
manufacturing and assembly facilities in the
United States in California and Arizona, and
internationally, in France, Sweden and Mexico.
Rain Bird maintains one of the largest indoor
irrigation testing centers in the world to ensure
the development of quality products.
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RN I BIRD

Technical support,
sales, training and
customer service:
Rain Bird’s trained
technicians and customer service representatives
are on hand to react to problems, answer
questions and provide solutions to irrigation
needs over the Technical Services Hotline. Rain
Bird provides a wide array of customer education
resources such as on-site service calls, irrigation
training camps and distributor training sessions.

Major product lines:

With over 4000 products, the line covers every
aspect of irrigation and installation—from
sprinkler heads and rotors, reliable valves and
timers, computer-operated large-scale control
systems, to tools and accessories for installing
systems. Every product is focused on its
intended application and environment.


http://www.rainbird.com

Shindaiwa, Inc.

Product focus:

Shindaiwa, Inc. has been an industry leader in pro-
viding quality outdoor power equipment for pro-
fessional users since 1981; the company markets
its full line of handheld power equipment around
the world. Shindaiwa products meet the highest
industry standards for quality and performance,
typically with more engine power and less weight
than other comparable units.

Manufacturing facility:
At the heart of all Shindaiwa products is their en-

CORPORATE

gineering excellence. With more than 100 degreed
engineers, Shindaiwa is a fully integrated manufac-
turer. Every new product from its Hiroshima,
Japan, manufacturing facility is subjected to an es-
tablished set of criteria (ISO9001) to maintain a
high level of performance and quality control.

Technical support, sales, training and

customer service:

Shindaiwa products are sold through independent
distributors and dealers who know and under-
stand the outdoor power equipment industry.
Shindaiwa values its relationship with its distribu-
tors and dealers by investing heavily in the devel-
opment of numerous sales programs, creative mar-
keting tools and technical training material to help
improve their sales and profitability.

Major product lines:

Shindaiwa manufactures a full line of commercial-
grade outdoor power equipment including trim-
mers, brushcutters, hedge trimmers, blowers, the
PowerBroom™, chain saws and lawn edgers. In
October 2001 the company established itself as a
leader in technical innovation when it introduced
its patented C4 Technology™ and the industry’s
first low emission 2-stroke/4-stroke hybrid unit,
the commercial-grade T2500 trimmer.

CAPABILITIES

Shindaiwa, Inc.
11975 SW Herman Road
Tualatin, OR 97062
Phone: 800-521-7733
Fax: 503-692-6696

WEB SITE:
www.shindaiwa.com

E-MAIL:
info@shindaiwa.com

DATE FOUNDED:
1981

KEY EXECUTIVES

Tom Bunch, President
Jorge Lazo,

Vice President of Sales

Pete Fernald,

Technical Services Manager
Mike Nichols,

Director of Marketing

Jay Larsen, Product
Marketing & Communications
Manager

LeeAnn Baker,

Media Relations Coordinator
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CORPORATE LoV

Snapper Products, Inc.
McDonough, GA
Phone: 770-957-9141

WEB SITE:
www.snapper.com

E-MAIL:
info@snapper.com

DATE FOUNDED:

1894

KEY EXECUTIVES:

Shane Sumners, President
William Lowe,
Technical/Service Contact
Wayne Whitehead,

Sales Contact

Troy Blewett,

Simplicity Manufacturing,
Corporate Contact
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Snapper Products, Inc.

Product focus:

Snapper makes a complete
line of residential walk-
behind mowers, rear-engine riders, lawn tractors,
tillers, snow throwers, generators and pressure

washers. Snapper also manufactures a solid line of

commercial mowers that includes walk-behinds,
front-cut riders and mid-mount zero-turn units.
Snapper also offers utility vehicles.

Manufacturing facility:

Nearly all Snapper products, residential and com-
mercial, are manufactured in its 450,000-square-
foot facility in McDonough. The plant includes
manufacturing, engineering, product develop-
ment, technical service and support, and a model
and test shop.

Technical support, sales, training and
customer service:

Snapper Products, a Simplicity Company, is a
member of The Dealer Line™. Customers are

supported by independent authorized dealers who
are experts in the lawn & garden industry. Snapper

dealers are backed by the most experienced sales
force in the industry and a parts and service orga-
nization second to none.

SNAPPEI

Major product lines:
Residential walk-behind mowers:
Mulching, Side Discharge, Rear
Discharge, HI-VAC® Bagging and Hi-Wheel
models.

Rear-engine riders: Side Discharge, HI-VAC,

Hydro Rider

Residential zero-turn riders: Yard Cruisers

Lawn Tractors: from 15-hp with 33-inch deck to 20-
hp with 48-inch deck.

Commercial Walk-Behinds: 21-inch mowers,

PRO HYDRO mid-size walks, PRO EXPRESS
gear-drive walks.

SNAPPERZRIDERS®: Pro Cruiser® and Turf Cruiser”
Mid-mount Zero-Turns: Pro Z



http://www.snapper.com
mailto:nfo@snapper.com
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Stihl Incorporated

Product focus: erheads in 2003 for its electric- and gasoline-pow-
The new STIHL® FS 110R grass trimmer is the ered tools.

first product manufactured with the STIHL 4-

MIX™ engine, a patented design that combines the ~ Technical support, sales, training and

benefits of 2-stroke and 4-stroke technologies customer service:

combined while providing a solution to emissions  Stihl's commitment to achieving the ultimate in

regulations through product performance and

2005. The 4-MIX™ en- ® dependability comes with :

gine has a more com- a long history of distrib- Stihl chorpprated

pact design and less uting products exclu- 536.\/.*'"9 Drive

maintenance than a typ- sively through indepen- Virginia Beach, VA 23452
o) . L Phone: 757-486-9100

ical 4-stroke engine and dent servicing dealers.

il _ _ . : i : 1- 800 GO STIHL (467-8445)
offers higher power and lower weight than most Stihl-servicing dealers offer a broad selection of Fax: 757-486-9288
4-strokes on the market today. outdoor power equipment and provide the i

knowledge and training to help customers select WES PILE:

Manufacturing facility: the right product to meet their needs. A listing of www.stihlusa.com
Stihl Incorporated has become one of the few Stihl-servicing dealers can be found on the Dealer E-MAIL:
power equipment manufacturers with complete Locator at www.stihlusa.com. stihlcs@stihl.de
manufacturing capabilities in heat treating, ma- AN FouRTED:
chining, monofilament line extrusion, plastic injec-  Major product lines: 1974 (in United States)
tion molding and blow molding. The company Dependable and affordable, Stihl's outdoor power

= . g ; : : KEY EXECUTIVES:
houses more than 650,000 square feet of manu- equipment makes light work of heavy clean-up Fred J. Whyte, President
facturing space at its Virginia Beach, Va., head- jobs. Recognized as the world’s No. 1-selling brand Peter j Burto'n
quarters and has begun a $60 million, 228,000- of chain saws, Stihl also has become known for Vice President,
square-foot expansion to its operations this year. high performance, precision-engineered trimmers, Sales and Marketing
Stihl uses state-of-the-art equipment and is ex- brushcutters and clearing saws, blowers and Thomas Elsner,
pected to manufacture more than 2 million pow-  sprayers, hedge trimmers, edgers, and hand tools. National Service Manager
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CORPORATE Je9\Z:L:RMIS

Syngenta Professional
Products

P.0. Box 18300
Greensboro, NC 27419
Phone: 800-334-9481
Fax: 336-632-6278

WEB SITE:
www.syngentaprofessional-
products.com

E-MAIL:
chuck.buffington@syngenta.com

DATE FOUNDED:
Nov. 13, 2000

KEY EXECUTIVES:

Mike Mack, President,
Syngenta Crop Protection
North America

Bill Lewis, Vice President,
Professional Products, Syngenta
Crop Protection North America
Keelan Pulliam,

Head of Professional Products
Chuck Buffington,

Market Manager,

Key Corporate/Sales Contact
Dave Ross, Ph.D.,

Key Technical/Service Contact

74 LANDSCAPE MANAGEMENT /JULY 2003 / www.landscapemanagement.net

Syngenta Professional Products

Product focus:

The vision of Syngenta is to provide the best prod-
ucts and services in the industry and to build opti-
mal packages of chemistries and technology to
help its customers meet their goals. For lawn care
operators, Syngenta offers industry leading prod-
ucts to prevent and cure disease and manage turf -
as well as a variety of additional resources to help
customers better manage their operations.

Manufacturing facilities:

Syngenta Crop Protection operates five manufac-
turing facilities and two formulation facilities in
the United States. Syngenta also contracts 43
other formulation and packaging facilities. These
state-of-the-art facilities manufacture many of
Syngenta’s herbicides, fungicides and insecticides.
Worker safety is top priority for manufacturing
operations while producing the highest quality
products possible for our customers. Contract for-
mulation and packaging allows rapid response to
changing demand needs.

Technical support, sales, training and

customer service:

In addition to its strong portfolio, Syngenta has the
industry’s most complete line of non-product-re-
lated offerings. These include the web-based ser-
vice GreenCast™ (www.greencastonline.com)
that can deliver pest, weather and product infor-
mation directly to a customer’s desktop. In addi-
tion, Syngenta has five field technical representa-

tives (which include former extension agents and
university researchers, all with many years indus-
try experience) who live and work in all districts
across the United States. Through the GreenPart-
ners™ (www.greenpartnersonline.com) reward
program, customers can accrue points for each
Syngenta product purchase. These points can be
redeemed for business tools such as computers,
equipment, and educational seminars and confer-

ences through PLCAA.

Major product lines:
Syngenta offers some of the most highly regarded
products in the industry, including:

® Barricade® pre-emergent herbicide — Long-last-
ing pre-emergent control of crabgrass and more
than 30 other weeds. Available as either a powder
or flowable formulation.

m Heritage® fungicide — Only systemic strobil-
urin with up to 28 days of outstanding preventive
control on 21 disease organisms of turf.

= Daconil® fungicide — The premium contact
fungicide in a leading-edge formulation with
proven disease control.

® Banner MAXX® — Broad-spectrum and sys-
temic disease control for turf and ornamentals.

= Subdue MAXX® fungicide — Industry standard
for Pythium control.

® Primo MAXX® turf growth regulator - Growth
regulator for clipping management and pre-stress
conditioning of turf.

PEOPLE RESEARCH PRODUCTS STEWARDSHIP

¥
syngenta


mailto:chuck.buffington@syngenta.com
http://www.greencastonline.com
http://www.greenpartnersonline.com

CORPORATE

United Horticultural Supply

Business focus:

United Horticultural Supply is
specifically designed to serve the
professional turf and ornamental
industries by providing the finest
products and technical expertise
available.

Since our inception, we have
committed ourselves to three
principles:

®To provide the highest qual-
ity products available;

m To provide qualified techni-
cal personnel dedicated to the
horticulture industry;

®To implement and promote
environmental stewardship.

UHS's national strength provides customers a
wider selection of products and is the reason we
are leaders in bringing innovative and cutting-edge
technologies to the market.

Four regional divisions, each operating as a
local business with its own sales, management and
marketing staffs, enable us to concentrate on the
unique needs of the diverse parts of the country as
well.

This blend of national scope and local focus is
what makes United Horticultural Supply unri-
valed in the industry.

Facilities:

Each regional United Horticultural Supply divi-
sion is linked to a series of strategically located
warehouses, which ensures prompt delivery and
availability of product.

Technical support and training:

Complementing our extensive line is a staff of
dedicated professionals that is knowledgeable
about the items it sells as well as its intended mar-
kets. The salespeople have working experience
within the industry they serve, enabling them to
provide solid advice and accurate answers to your
questions.

Regional research and field trials enhance our
position in responding to local needs and our abil-
ity to bring effective and innovative products to
market.

Major product lines:

United Horticultural Supply is uniquely posi-
tioned with all major manufacturers of chemicals,
fertilizers and related products, carrying only the
finest items to satisfy the needs of today’s working
professional.

In addition, we have developed our own exclu-
sive line of premium products. Marketed under
our own label, these products are recognized as
top performers in the business. Several of these
products were first introduced by UHS and have
quickly become industry standards.

Examples include UHS Signature® Brand Fer-
tilizers and Seed, the Chaser® family of herbicides,
Prospect” micronutrients, Alleviate™ and
Respond® water management products, plus sev-
eral surfactants and spray additives. We also carry:

® Fertilizers — Blends formulated to perform
best in the various micro-climates and manage-
ment programs found throughout the United
States. Our premium Signature Brand line meets
the highest standards for turf quality, longevity
and product consistency.

m Turf Seed — Perennial ryegrass, bluegrass, fine
and turf-type fescues, bentgrass plus custom
blends and mixtures. The Signature Brand Seed
line contains premium, pure seed without un-
wanted weeds and grasses.

m Safety & Professional Products — A compre-
hensive line of safety products to meet worker
protection standards.

CAPABILITIES

United Horticultural

Supply
9335 Elm Court

Denver, CO 80260
Phone: 800-847-6417
Fax: 303-487-9010

WEB SITE:
www.uhsonline.com

ATLANTIC DIVISION
Jeff Allison,
Division Manager
302-266-7580

CENTRAL DIVISION
Jeff Allison,
Division Manager
302-266-7580

SOUTHERN DIVISION
Steve Jackson,
Division Manager
813-628-0496

WESTERN DIVISION
Dan Kellar,
Division Manager
480-592-9900
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Property at a glance

Location: University, MS

Grounds Supervisor: Jeff McManus
Category: School or University Grounds
Total budget: $1,705,846

Year site built: 1848

Acres of turf: 331

Acres of woody ornamentals: 112
Acres of display beds: 4,047 sq. ft.
Total paved area: 203 acres

Total man-hours/week: 1,680

Maintenance challenges

P Campus beautification during busy
school session

» Developing low-maintenance
natural areas

P Maintaining campus beauty after
home football games

Project checklist

Completed in last two years:

» Quadrangle (former parking lot)
P Lyceum (administration)

P Yates Parish Chapel

On the job

P 22 full-time staff, 16 seasonal
employees, 1 licensed pesticide
applicator

University of
Mississippi
or University Grounds

Grounds management is in Jeff Mc-
Manus's blood. By the time he was eight
years old, he was driving a tractor on his
family’s 15-acre property. But that
doesn’t mean he liked it. “I said I'd never
be in this industry,” McManus says. “I
didn't want to get a degree

in manual labor.”

Now, 15 years later, he
says he loves what he does.
For 11 years, he was Direc-

tor of Landscaping at the Sult Mickinmss Galt) sowt his croes
posh Turnberry Isle Resort wakie sure shudents 3¢ the University
& Club, rubbing elbows . °f Miscissippl iave.a cloan and relas-
with Michael Jackson, O.J. - ing campus to strol through.

Simpson and Lawrence Taylor. As Direc-  get to clean up the campus after home
tor of Landscape Services for the Univer-
sity of Mississippi, he performs a much
more humble yet equally satisfying job.
McManus tries to tell his employees
to work smarter, not harder. And his
catchy sayings like, “Always inspect what

football games — an average of 50,000
fans show up who generate over 200
cubic yards of litter per game.

McManus counts spraying weeds in
turf around 14,000 people as the most
challenging task crews face. Crews must
you expect and it builds respect,” res- take lots of things into account — the
onate in their heads each day.

They need all the inspiration they can

time of classes, students’ locations, noise,
wind and target areas.

Editors’ note: Landscape Management is the exclusive sponsor

of the Green Star Professional Grounds Management Awards
for outstanding management of residential, commercial

MANAGEMENT ! S
Grounds Management Society in November. For more in-
formation on the 2002 Awards, contact PGMS at:

and institutional landscapes. The 2003 winners will be
named at the annual meeting of the Professional
720 Light St. » Baltimore, MD 21230 * Phone: 410/223-2861. Web site: www.pgms.org
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.= % The J.D. Williams Library
Yo7 andthe Quad are two
¥ ai...s  popular student hang-
e —— outs that receive lots of
. attention from grounds.

v

¥
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\ Adjusting rotary sprinkler heads on
‘-‘1 the Quad and removing pesty
nutsedge at the Chancellor’s home
+fill out the grounds crews’ schedule.
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IRRIGATION

TECHNOLOGY

an opportunity?

Yes, to those landscapers who

create a new profit center by

upgrading clients’ irrigation

systems with ET controllers

BY MICHAEL RILEY

rought” is a word
that's been beaten
to death. So many
warnings are is-
sued that people
stop taking them

seriously.

Perhaps adding a new definition
is in order: Drought — An oppor-
tunity for landscape and irrigation
contractors to make money.

That might sound bold. Maybe it
is, especially when a report from a
recent water summit in New Or-
leans states, “Landscape water users
are typically targeted in times of sup-
ply shortage, causing substantial dis-
ruption to the landscape industry

and product marketplace.”

This is true, especially for
contractors who still approach
irrigation the way the industry
did 30 years ago when there were
fewer people tapping the well.

But the opportunity is real.
We're not talking about paving over
turfgrass, or throwing up your arms
like a Saguaro cactus and resigning
to specialize in arid design. In fact,
plant pallets aren’t even the issue.

What's also real is that every
year regions of the United States

endure drought conditions.

Water woes
According to the American Water
Works Association Research Foun-

dation, residential landscaping
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water use accounts for 59% to 67%
of total demand. In regions that are
typically wet or cool, that figure is
closer to 35%, while in hot and dry
regions (the Southwest), it climbs
closer to 70%.

“It’s an industry standard that
you water to the dry spot,” notes
Pete Navarro, president of Blue
Skies Landscape Maintenance in
San Diego, CA. “The problem is,
when you get the dry spot green,
you've flooded everything else.”

Navarro points out that “the
shotgun method” isn't going to meet

water needs in the near future now



that we've entered an era of
water shortages being made
worse by a growing population.

“The Green Industry can’t
wait another five or 10 years to
change the way we water land-
scapes,” says Tom Ashe, Water
Conservation Manager for the
Irvine Ranch Water District
(IRWD) in Orange County .

Last year, California’s dwin-
dling water supply almost re-
sulted in a law that would have
vastly reduced the amount al-
lowed for landscape use — and
could have devastated landscap-
ing businesses there. The state is
attempting to cut annual con-
sumption by 1.1-million-acre-
feet while still meeting the needs
of its burgeoning population.

“[The bill] scared the day-
lights out of the Green Indus-
try,” Ashe says.

While it didn’t pass, it was a
clear signal of coming changes
that will impact irrigation re-
quirements and the way the in-
dustry does business in California
— and right behind it will follow
other regions in the country.

Controlling the flow

Irvine Ranch is one of several
water districts conducting stud-
ies on one of the most efficient
irrigation technology available
today: controllers that use evap-
otranspiration data to determine
optimal watering times and
amounts.

Evapotranspiration, or ET,
is the total amount of water
lost from the soil through evap-
oration, or used by plants to
take in nutrients and control

temperature. For healthy
growth, a plant requires only
the amount of water provided
by the ET measurement.

Applying the right amount
of water, based on local weather
conditions and pallet require-
ments, is the key to efficiency.
The way to accomplish that cur-
rently is by using ET controllers.

The controllers come in two
types: stand-alone units that are
preprogrammed with a region’s
typical weather pattern
throughout the seasons, and
those that are constantly up-
dated with data fed back from a
local weather station (also
known as ET signal controllers).

In June 2001, IRWD pub-
lished the results of its pilot
study on ET signal controllers in
volunteer homes. By adjusting
watering times to local weather
conditions, the controllers cut
consumption in each household
by an average 37 gallons a day,
or 13,500 gallons per year.

The study also reported:
» 16% to 25% reduction in
home landscape water use
» 30% reduction on city land-
scape sites
P turfgrass appearance im-
provement
» other plant materials re-
mained healthy and robust
» customers liked not having to
change/set irrigation schedules
» landscape water runoff ap-
peared to be reduced

About 97% of study partici-
pants also reported either im-
provement or no change in
overall landscape appearance.

To put things into further

perspective, study volunteers
were already water-conscious
with above-average irrigation sys-
tem efficiency. Taking this into
account, the potential for overall
water savings from ET is esti-
mated to be 30% to 50% higher.

“While poor irrigation sys-
tems contribute to inefficient
water use,” says Ashe, “it is be-
lieved that inaccurate irrigation
scheduling is the largest factor
in landscape overwatering.”

Market incentive

Although ET is no alien to golf
courses and agricultural appli-
cations, it's still rare in residen-
tial and light commercial set-
tings, where the greatest waste
occurs. With the majority of
municipal water supplies going
to landscape irrigation, and
much of that going down the
drain, all levels of government
are starting to take action.

The average annual water
cost savings per home during
the IRWD study was $114 —
not enough to offset ET's cost.
Study participants indicated
their willingness to pay up to
$125 per controller plus a $4
monthly signal fee. Many water
districts, including IRWD, are
discussing subsidies.

Currently, the small de-
mand for ET is keeping the cost

Warren Gorowitz

up. But IRWD expects that
controllers will drop in price
to about $100, with some
manufacturers predicting
that it will take three years
to reach that level. Other
costs to the consumer in-
clude installation (about
$75) and the $4 monthly signal
fee. ET’s useful life expectancy
is 10 to 15 years.

Water use by Irvine Ranch’s
150,000 residents has dropped
54% since 1991 — without re-
sorting to cactus and rock land-
scapes. Ashe predicts that
25,000 to 35,000 new residential
ET controllers will be installed in
the district in the next decade.

Retrofitting for the future
“The majority of older irriga-
tion systems aren’t designed for
this exacting controller,” says
Warren Gorowitz of Ewing Ir-
rigation Products. “This is an
opportunity for the contractor
to upgrade or replace them.
Right now, it’s the customer’s
choice. But sooner or later, it
could become by legislative
mandate as the [water] situa-
tion worsens.”

When water supplies drop,
water agencies implement
tiered billing. This includes
penalties for excessive use that
can easily double or triple
water bills.

Suddenly, ET becomes an
attractive alternative — and a
boon to the contractor. Lm

— The author is a freelance
writer based in Sacramento, CA.
He can be contacted at

mriley33@sbcglobal.net.
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Tackle these .

Snapper's Grounds

Cruiser tows up to
1,000 Ibs.
B V" Hughes,
\T ’”!‘IL;“ president of
q .I-A.\-‘_LI".'.‘_"' Hughes
. (‘5’{ Nursery, Inc.,
zim ' c"‘{"; . Tampa, FL,
= T teamed up
e TR
- ‘)? with a local

fabrication shop and turned his
dull-looking vans into multi-
tasking specialty vehicles.

“When you buy a van, it's a

Buying questions

» What kind of horsepower does it have?

big empty shell,”
says Hughes. “The
vans that we use
for irrigation and

P Is it small enough to fit in tight areas? lighting are fitted
B Is it bi hto handle large jobs? | MSRRAR
s it big enough to handle large jobs?
9 9 i designed by us.”
P Is it attachment friendly? Some of the bins
» Does it perform multiple tasks? fit against the walls

and some are lo-

pecia

~ trucks

cated on the floor. All are one-
piece assemblies that can be re-
moved while the vehicle moves
on to another job site. Every-
thing a contractor needs is right
there in the bins, saving unnec-
essary trips back to the shop.

When buying a vehicle,
Hughes says many people
are hesitant about changing
what's already there, but they
shouldn’t be. “Find a good fabri-
cation shop to build whatever
you dream up. Also, make sure
it's legal and functions properly.”

Hughes has also installed
spray rigs on the back of his
F350 trucks — a 300-gallon
tank for fertilizer and another
that holds insecticides.

“By having two tanks that
can do both at the same time, it
saves money and boosts effi-
ciency,” says Hughes.

Maximize productivity
When buying vehicles, Hughes
says he always looks at trucks
that maximize productivity.
“Since we're doing a lot of
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out-of-town jobs and need the
extra space for towing materi-
als, our last purchase was an
International semi with a 48-
foot drop deck trailer,” says
Hughes. “We have plants on
the top deck and trees on the
lower deck and still have 10
feet in the back to load our
front-end loaders.

“The key to truck purchas-
ing is getting one truck to do
the job of several trucks and
having the right trailers,”
Hughes adds.

When it comes to utility ve-
hicles, Steve Barhorst, Manager
of the Dayton, OH, branch of
Groundmasters, Inc., says
multi-tasking is what he likes
about his John Deere Gator.

“With its four-wheel-drive,
we also can use it for snow re-
moval in the winter, and with
an enclosed cab, it really makes
for an all-season vehicle,” says
Barhorst. “After winter, we
take the blades off and the ve-
hicle is used to transport fertil-

izer in the warmer months.”



BOBCAT COMPANY A
701/241-8700

WEST FARGO, ND
www.bobcat.com

= Toolcat 5600 Utility Work
Machine

= 44-Kubota diesel engine, all-
wheel steer, 4WD

= Suspension system allows flex
and axle oscillation

= 2-speed, hydrostatic drive
system, shift on-the-fly
operation

= 2000-Ib. box capacity, multiple
attachments available

Circle #257

BROYHILL
800/228-1003, EXT. 34
DAKOTA CITY, NE
www.broyhill.com

= TerraSport

with 1500-Ib. total capacity

= Robotic-welded tubular steel
frame construction

= 16-hp Briggs and Stratton
engine

= Continuously variable
transmission (CVT), power
steering

= Multi-leaf spring, dual shock
suspension

m Steel or wood boxes (with
removable 10-in. sides) easily
convert to a 48-in. x 48-in.
flatbed

Circle #258

CLUB CAR, INC. »
800/258-2227

AUGUSTA, GA
www.clubcar.com

= Carryall 2 built on aluminum
frame

= Hauls up to a 1200 Ib.-load,
including passengers

m Standard flip-down tailgate
for easy dumping

= Powered by either a 35-cc
gasoline engine or a 48-volt
electric motor

= Fits in a full-size pickup
truck bed

Circle #259

COLUMBIA PARCAR CORP.

608/524-8888
REEDSBURG, WI
Www.parcar.com

= 510G Gas Scout with 13-hp
B&S engine

= High-strength, low-alloy
tubular steel
frame

= Carrying
capacity of 800 Ibs.,
including two
occupants

= 7-gal. capacity fuel tank,
weight 1120 Ibs., speed to 19
mph

Circle #260

JOHN DEERE
800/537-8233
RESEARCH TRIANGLE
PARK, NC
www.deere.com

= 6x4 Diesel Gator, 4WD, 18-hp,
liquid-cooled Yanmar diesel
engine

m An increased payload and
towing capacity of 1400 Ibs.
= Continuously variable

transmission, speeds to 18 mph
= Low center of gravity
enhances stability and handling
= Tight, 24.8-ft. tuming
clearance circle

Circle #261

EXPRESS BLOWER ¥V
800/285-7227

EUGENE, OR
www.expressblower.com

= The EB-30 with side opening
doors that reduce the loading
height to 8 ft.-5 in.

= Applies mulches, composts,
soil blends or wood chips to
difficult-to-reach areas

= Water level capacity 30 cu. yd.,
heaped load capacity 40 cu. yd.
= 366 ft. of blower hose

= Optional supplemental
injection system allows the
injection of seed directly into the
compost or soil blend
(Terraseeding) as product
applied

Circle #262
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LM REPORTS

E-Z-GO TEXTRON JACOBSEN V
706/798-4311 704/504-6600 CUB CADET A LESCO »
AUGUSTA, GA CHARLOTTE, NC 877/835-7841 800/321-5325
WWW.e2go.com www.jacobsen.com CLEVELAND, OH CLEVELAND, OH
= Like the standard Workhorses, = Jacobsen Utilimax combo www.cubcommercial.com www.lesco.com
the LX 120 models feature tractor/utility vehicle = Big Country utility vehicles w Ground Tamer GT642 with six-
differential scuff guards, tubular = Full-time 4WD hydrostatic available in 4x2 and 6x4 models wheel independent suspension and
front bumpers, bed liners, homns drive and power-assisted ® 4x2 models with18-hp Honda two advanced ergonomic seats
= Fuel gauges or charge meters steering engine, 10.2-cu.ft. bed, 1100-Ib. = Honda 20-hp engine, five-
= A 36-volt electric motor u Tilt steering wheel, fully payload speed continuous variable
= 9-hp or 11-hp twin cylinder 1 ®» 6x2 models with 20-hp Honda torque transmission
overhead cam gasoline engine, 13.3-cu.ft. bed, 1400-Ib. w Select-A-Trac lets the operator
engines available payload drive in 2WD or 4WD
Circle #263 u Six-whee,| fully independent = Hauls 1400 Ibs. including
suspension driver and passenger, towing

KIMBALL Circle #268 capacity is 1200 |bs.
PRODUCTS INC. Circle #270
800/358-4586 KOYKER
BENTON HARBOR, Ml MANUFACTURING CO. PETERSEN PACIFIC CORP. V
www.kimballproducts.com 800/456-1107 541/689-6520
= J98 haulers in 2WD and 4WD adjustable padded seat CLEVELAND, OH EUGENE, OR
= Dana/Spicer limited split rear = More than 30 “Quick-Hitch" www.koykermanu- www.petersonpacific.com
differential accessories facturing.com = BT 60 blower truck travels
= 16-hp OHV engine, auto = Choose 31-hp Vanguard liquid = Raptor Light Utility Vehicle longer distances, delivers higher
transmission cooled gasoline, 26.5-hp 1000-M-Series and 4000-M- volumes of materials
= 12x25-in. high flotation tires Vanguard Diesel or 34-hp Series = Easy-to-use remote control
® 18-in. dump box Vanguard turbocharged diesel w Hydraulic disc brakes, 16-hp = Live floor unloads rapidly
Circle #264 engine gas engine, transaxle forward without bridging

Circle #266 and reverse » Power Sweep cleans the floor
FINN CORPORATION = Two hi-back bucket vinyl with one pull of the lever
800/543-7166 JACOBSEN seats, 2-in. receiver hitch Circle #271
FAIRFIELD, OH 704/504-6600 Circle #269 continued on page 85
www.finncorp.com CHARLOTTE, NC
= Model 1240 Bark Blower with www.jacobsen.com
40-cu.- yd. capacity = Cushman Commander 4800
m Step-deck trailer or skid unit carries up to 800 Ibs. of cargo
for direct truck chassis mounting = 16-hp V-Twin engine, tubular-
= Powered with John Deere steel frame
115-hp turbo diesel engine = Front & rear leaf-spring
= Electric tarp systems, suspension, hydraulic shocks
convenient hose storage = Rack-and-pinion, high-torque,
Circle #265 continuously variable

transmission

= 48-in. load bed with electric

dump feature

Circle #267
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continued from page 8
OESCO, INC.
800/634-5557
CONWAY, MA

WWW.0escoinc.com

= Goldoni Transcar 4WD with
rigid frame or articulated bodies
= Features right, left or rear
hydraulic dumping

= 3300-b. capacity for Model
255N, 4106 Ibs. for the W35SN
= Body sides hinged to allow
dumping; sides remove for flat
dumping

Circle #272

POLARIS INDUSTRIES V
800/765-2747

MEDINA, MN
www.polarisindustries.com
= UTV 1500 2x4 with 18-hp, V-
twin, air-cooled 4-cycle engine

= MacPherson struts provide 4.6
in. of travel up front

m Dual-shock rear suspension,
automatic tranny

= 4-wheel hydraulic disc brakes
with steel braided brake lines

= Rustproof composite cargo
box, vehicle payload capacity of
1250 Ibs.

Circle #273

REDEXIM »
CHARTERHOUSE, INC.
800/597-5664

PITTSTON TOWNSHIP, PA
www.redexim.com

= TigreCar GST77 by Antonio
Carraro S.p.A, 4WD with front
steering

= 4000-Ib. carrying capacity,
rear flatbed three-sided
hydraulic dumping capability

= Hydraulic double-circuit brakes
on all four wheels

= Two rear PTO, two-cylinder
hydraulic steering; steering
wheel adjustable in height and
inclination; and an “anti-stress”
driving seat

Circle #274

SNAPPER

888/762-7737
MCDONOUGH, GA
www.snapper.com

= Snapper Grounds Cruiser with
286 cc (9.5 hp) Kawasaki OHV
= Independent front suspension
= Foot-pedal accelerator
control/cruising speed of up to
18 mph

m Offers a tilt cargo bed with a
500-Ib. capacity, tows up to
1000 Ibs.

Circle #275

SUPER LAWN TRUCKS, INC.
866/787-3752

BONAIRE, GA
www.superlawntrucks.com
= Large box-type van eliminates
need for trailers

= Hydraulically-operated ramp,
hand & power tool storage
system

= Fuel transport tanks which
carry enough fuel to keep
working all week

= Changeable billboard signage
system

Circle #276

THE TORO COMPANY
612/888-8801
BLOOMINGTON, MN
www.toro.com

= Toro Workman 2110 utility
vehicle

w Hydraulic self-cleaning front
disc and rear brakes

= 1200-Ib. towing capacity

= 16-hp Briggs & Stratton
Vanguard air-cooled gas engine
= Wide range of attachments
including hard cab, brush guard
Circle #277
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products

TECH CENTER

Store it

Benko Products’ Hazmat storage buildings pro-
vide safe chemical storage and secondary spill
containment. Available in a variety of sizes and
configurations, these non-rated, insulated and
fire rated models are available in 5- to 96-drum
capacities. The buildings meet current EPA,
OSHA and NFPA standards and are Factory
Mutual Approved.

For more information contact Benko at 440/934-
2180 or visit www.benkoproducts.com /
circle no. 250

Clip it off

Worksaver, Inc. says its new Tree Clipper solves
the problem of trimming and cutting hard-to-
reach tree branches or unwanted trees. De-
signed for use with a tractor loader or skid-steer,

o o > 3

it features cutting blades made of T-1 steel. The
cutting head rotates 113 degrees. The head ro-
tator cylinder is 3 in. by 10 in., and the cutting
head cylinder is 5 in. by 8 in. Model TC8-FL is
designed for use with a tractor loader, comes
with standard pin type attachment brackets,
and requires a minimum of 45 PTO hp.

Model TC8-SS is designed for use with
skid-steers and uses a “universal”

attachment system.

For more information contact

Worksaver at 217/324-5973 or
www.worksaver.com / cirde no. 251

Spray day

The Tru Mark Athletic Field Marker has a new
accessory — the Model E-100 spray boom. Ac-
cording to the maker, it solves the problem of
spraying a uniform application of pest controls
such as fungicides, fertilizers and deicers. The

Packin’ grass

Exalted Mechanicals’ new grass
catcher mounts easily on the side of
mowers. Its cylindrical shape and
body slits enhance circular air-flow
motion, which ensures that debris is
deposited at the rear of the chamber to prevent clogging and allow for maximum filling
capacity. Equipped with a large inlet area, it can be modified to match the discharge
opening of most lawnmowers and allow installation on any commercial mower.

For more information contact Exalted Mechanicals at 800/536-3166 or

www.grasspacker.com / cirde no. 252

four quick release nozzle caps spaced at 16 in.
on a 52-in. boom provide overlap coverage at
48 in. using wide angle and off center spray
tips. With the four spray tips, the spray boom
covers 80 in. with adjustable collars for differ-
ent grass heights.

For more information contact Tru Mark at
800/553-6275 or wwww.athleticfield-
marker.com / circle no. 253

Trim it good

RedMax's BC3401DL trimmer/brushcutter pro-
vides landscape professionals with the extra
power and control to mow down the heavy
brush. This heavy duty trim-
mer/brushcutter’s 33.6 cc
two-cycle G34L engine
drives a six-inch

commercial tap-
and-go head with large
> 46-ft. line capacity. A heavy
" duty metal guard protects the fuel
tank and also provides a stand to sup-
port the engine when the unit is
not in use. The unit weighs just
13.4 Ibs. and its handle can be
positioned by the operator for comfort.
For more information contact RedMax at
800/291-8251 or www.redmax.com /
circle no. 254
Happy trailering
Belmont Machine Company’s new line of trail-
ers are built with 6-in. channel steel frames re-
inforced every 2-ft., 2-in. pressure treated deck,

LANDSCAPE MANAGEMENT / JULY 2003 / www.landscapemanagement.net

and electric brakes on all four wheels. The
Model 2016 skid-steer trailer measures 22-ft. 4-
in. long and 102-in. wide, with a deck size of
16-ft. x 83-in. It also has tandem axles and
easy-load ladder ramps for a wide range of
equipment. Standard features include 2 5/16-
in. ball or pintle hitch, drop leg jack, built-in
chain and binder storage, and built-in pockets
for storing skid-steer forks or other implements.
For more information contact Belmont at
717/768-7393 / circle no. 255

Rake away

Snowman’s new SMR80 rake works
great for road maintenance and land-
scaping. It easily levels gravel, topsoil and
cinders. Also use it to remove stones, roots and
debris from job sites. The eight-ft. rake is avail-
able as a complete system or as an attachment
to the 75LDA snow plow. It features hydraulic
power angle and cab remote control. Gauge
wheels are optional.

For more information contact Snowman at
888/766-6267 or visit www.snowman-
plows.com / circle no. 256
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many hats. .
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Everything from profitability to personnel issues to picking up a shovel and doing
it yourself. Making it all happen doesn’t have to rest on your shoulders alone.

-

~
<.

-

50 should your truck.

~ giving you more uses out of a single truck. With the push of a button, you
can quickly change out from one bed to another. And the patent-pending
Switch-N-Go system has the power to load a filled body directly from the ground,
smoothly and safely.

If you want your truck to do more for you, locate your nearest dealer or distributor
by calling ’

Starting at

3547 Perry Highway
Hadley, PA 16130
Fax: 724-253-3863
www.bucksfab.com

Circle No. 135
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events

WHAT, WHEN & WHERE

July

2325 Turfgrass Producers

International Summer Convention &
17 Sports Turf Workshop / Quicksand, KY; Field Days / Dayton, OH; 800/405-8873;

U. of Kentucky and KySTMA; 270/726-6323 www.turfgrasssod.org

What's thb NumberOne
Reason to Join ALCA?

st

‘I was told by every ALCA
member that | talked fo that
ALCA helped them grow ore
than amﬁ'hmg else Hfu’ véed or
any other orgamza‘hon Hﬂoq Jomcd’
Tim White
Frecision l—iin¢J§4:ilPiné§_ wec
Bolton, CT

Need help grdwing
"myour landscape business?
R,
Contact ALCA
www.alca.org
800-395-2522

B
.l'll

II“""I\
110

EEJ.-

ASSOCIATED LANDSCAPE
CONTRACTORS OF AMERICA

“Serving professional interior and exterior landscape

‘ “maintenance, installation and design/build contractors”
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2630 Soil and Water Conservation
Society Annual Conference / Spokane,

WA; 515/289-2331; www.swcs.org

27+3 Perennial Plant Symposium /
Sacramento, CA; 614/771-8431

29 Midwest Regional Turf Field Day /
West Lafayette, IN; 765/494-8039

29.31 Penn Allied Nursery Trade Show /
Fort Washington, PA; 610/544-5775

30 Rutgers Lawn and Landscape Turf
Research Field Day / Freehold, NJ; 732/932-
9400 x339

August

810 ALCA Productivity Symposium /
Atlanta, GA; 800/395-2522; www.alca.org

13 VNLA Field Day / Ashland, VA; VA
Nursery & Landscape Association; 540/382-
0943

13 OSU/OTF Turfgrass Research Field
Day / Columbus, OH; 888/683-3445

20-24 ANLA Landscape Operations
Tour / Southern Ohio; 202/789-2900

21 17th Annual IPLLA Summer Field
Day / Carmel, IN; 317/575-9010

24.27 2003 APWA International Public
Works Congress and Exposition / San
Diego, CA; 816/472-6100; www.apwa.net

September

9 Clemson University Turfgrass Field
Day / Florence, SC; 843/669-1912 x226;
www.clemson.edu


http://www.turfgrasssod.org
http://www.swq.Qrg
http://www.alca.org
http://www.apwa.net
http://www.clgmson.gdu
http://www.alca.org
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BlIY PBUDUL‘TS DIBEL‘T
and Save $$9%!...

Land Leveler
Planer with Hydraulic Scarifier

OTHER AVAILABLE COMING SOON...

ATTACHMENTS * Auger

* Rod Bucket . An@e Broom
* Snow / Light Material Buckets  « Box Blade

* Industrial Material Buckets * Digger

* Low Profile Buckets * Roto Tiller

* Tooth Bars
* Quick-A-tach Plates
* Industrial Tine Bucket

* Power Landscape Rake
* Power Landscape Planer
* Snow Blade

* Snow Blower

 Utility Fork w/Grapple

Quick Bite
Low Profile Material

Call for your
FREE Catalog!

1-866-759-7295

Phones open 24 hours/day.

7 days/week

PO. Box 128
Alexandria, MN 58308

Quick Scape-n-Grad
Inclustrial Matevial Bucket

fn':"'”’ ditl

oty
el o P

|

With products like

If you need it
out there,
it's in here.

When your job is the outdoors, your work is
only as good as the tools you use. That’s why
Forestry Suppliers, Inc., features more than 9,000
top-quality products geared especially to outdoor
professionals. Every product we sell comes with
the best technical support and customer service
in the business, and each is backed by a 100%
Satisfaction Guarantee!

Check us out for yourself. Give us a call or log on
to www. forestry-suppliers.com to get your own
copy of our latest 650 + page catalog today

www. forestry-suppliers. com
Sales 800-647-5368
Catslog Request: 800-360-7788

) Forestry Supphen inc Al nghts reserved

Circle No. 126
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Prices Start at Just $8500

12 Models - Gas & Diesel Available
Over 50 Attachments Offered

4Wheel Drive Compact Wheel Loaders
Articulated Steering - Won't Damage Turf!

Models available with 800 Ibs, 1200 Ibs,
1800 Ibs, or 2400 Ibs Lift Capacity

Trailer Packages Also Available

JROWERINRAE

1-800-THE-YARD www.power-trac.com

Circle No. 127
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Shred Ieaves,
branches, debris
as large as |"
diameter at a
nonstop pace.

Long-term use and profitability
require an investment in a
chipper/shredder with enough
power to handle branches up to
5" in diameter and the ability to
shred leaves and small debris.

Bear Cat 5" models
feature:

* 4 reversible chipper blades

* 20" x 30" loading hopper

* 12" shredder opening

* Diamond-shaped chute to get
irregular branches into the
chipper

* 20-horsepower Honda engine

cate

Additional screens are available to
get per[edh slzed chips for mulch,

» 125 Ib. dynamically-balanced rotor

== CRARY=S . .’

BEAR ‘0 CAT

Bear Cat Company
800.247.7335

West Fargo, ND 58078
www.bearcatproducts.com

LEIT Light Energized Irrigation Technology

From coast to coast, installed by cities, municipalities,
transit authorities and environmental agencies, DIG LEIT
features the only ambient light powered irrigation controller
capable of operating in a low light environment without
direct sunlight. The LEIT harnesses the energy of ambient
light to power the unit day or night in any weather
condition, any place in the world. LEIT delivers the latest in
controller technology without the hassle with electric
power, resulting in a better performance in a user-friendly
irrigation controller.

* Available in four to twenty-eight stations

* Built to the highest quality E
control standards (ISO 9002) |

* Controller function and

operation are 100% tested
* Four programs with three
start times per program
* Bilingual software in English
and Spanish

» Status report, custom
grouping and more

For more information or a catalog:
[-800-322-9146
www.digcorp.com

DYG

¢ or hoddi 1210 Activity Drive * Vista, CA 92083, USA
P p 14 A division of TerraMarc Industries A b Per The- TIT-Cinn
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Guaranteed to be the BEST BLADES for all your cutting needs

Family Owned and Operated

o A S

Al ,
QUALITY DIAMOND TOOLS

“NAME SAYS IT ALL"
www.qualitydiamondtools.com

Circle No. 130
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Commercial Grade Vacuum System from Protero Inc.

R
THE HOME (PAGE)
OF GOLF.

TI'he Pro Vac 230/232 will fit both walk- I
behind and zero-turn mowers. Will |
|

ping. F

F
Dump and Go! §

Circle No. 131

LM MART

www.golfcoursel.com

PRESENTED BY THE
AMERICAN SOCIETY
OF GOLF COURSE ARCHITECTS

-

The Commercial Series

INCLUDED

Quick-adjust cutting from 1/27-3
F/ualing reel that fu//uws Ilw terrain

”

;(f;,H 52E 'O Alab 3646;

wy * Opp, Alabama
800-285-7227 1-800-537-3713 + 334-493-1300 » www.Jocketurf.com
www.expressblower.com Send for a kit of the full Locke line * Dealer inquiries invited

Circle No. 132
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CLASSIFIED SHOWCASE

MANAGEMENT

ADVERTISING INFORMATION:

Call Nicole Himsel at 800-225-4569 x2670

or 440-891-2670, Fax: 440-826-2865,

E-mail: nhimsel@advanstar.com

 For ad schedules under $250, payment
must be received by dlassified closing date.

* We accept VISA, MASTERCARD, and
AMERICAN EXPRESS over the phone.

Bilingual Training

Profit Building Training Products
Quality Products — Proven Results!
Lower Prices!

For More Info and to Order, Visit Us Today!
www.infoexchangeonline.com

Business For Sale

D
ONSTRUCTION COMPANY

Well Established
20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 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 $1.5 million
Contact GLOBAL BUSINESS EXCHANGE
Mr. John Doyle: 1-781-380-4100
Fax: 1-781-380-1420

RETAIL GARDEN CENTER &

COMMERCIAL NURSERY!

* Landscaping department

» Two Nexus Vail green houses,
11,219 square fi., state-of-the-art
computer controlled

* Includes all plant inventory, equipment
and F&F

* Two manufactured homes

» Commercial water rights, 3.2 acres

¢ 51,800,000 ¢
James Paxton - 800-658-2773
CENTURY 21 Aspen Real Estate
Ruidoso, New Mexico

LANDSCAPE COMPANY
Design/Construction
New England Location
Excellent reputation, well established
award winning 25 year old company.
Gross sales $5-6 million.
Strong ‘middle-management.’
Sold with or without real estate.
Leaders LLC
Jeff Tounge: 1.800.295.9183
or Jtounge@ Leaders-LLC.com

ooking
for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

> U)8, Lawns franchise
» Call 1-800-US-LAWNS or
N iSitWWW,uslawns,com; &

o3 ¥

LAWN PROFESSIONALS...
Improve Your

Opportunities for Success!

— BIDDING STRATEGIES AND 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
s 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

"Your Key to Success”

800-845-0499

www.profitsareus.com

(c] 7= @@ B

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

Business Opportunities

e

w
-
1

2l
WOMpang)
The Best in Synthetic Golf Facilities

We will TRAIN YOU to be SUCCESSFUL
in the Backyard Putting Green Business
Call the Putting Green Pros
Toll Free 877-881-8477
www.theputtinggreencompany.com

ttention: fession
Own an exclusive dealership. Established
pet containment & wireless detection products.

603-352-3333 Made in USA by Miltronics Mfg.

CONKLIN PRODUCTS
OPPORTUNITY!

Use/market, new technology liquid
slow-release fertilizer and micro-nutrients.
Buy Direct from Manufacturer
FREE Catalog: 1-800-832-9635
Email: kmfranke@hutchtel.net
www.frankemarketing.com

30" x 50" x 12'
$4,449

MWAAV—M;'H!T'-USA! 10,000 Stzes, Bolt-Together All Steel
Bulldings & Homes. Call Today For A Price Quote And Brochure.

HERITAGE BUILDING SYSTEMS,

800.643.5555

heritagebuildings.com

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

(P oS LANDSCAPE DESIGN KIT 3
N QY| 48 rubber symbols of trees,
& \J¥ shrubs, plants & more. 1/8" scale
| Stamp sizes from 1/4" to 1 4"
L3 505 . 36 75 h VISA, MasterCard, or
s MO's shi next day. Checks delay
[ shipment 3 weeks. CA add 7.75%T ax.
a2 AMERICAN STAMP CO.
el 12290 Rising Rd. LM3, Wilton, CA 95693

it e 916 ea7.7102 2% Toll Free (877) 687-7102
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For Sale (Cont’d) Help Wanted (Cont’d)

HYDRO SEEDING SYSTEMS

o )

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE,, BEAVER FALLS, PA 15010

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

MOWER wer Bla
REPLACEMENT PARTS LUl
FREE 200 Page Catalog-Save $5%

MOW MORE SUPPLIES
1-800-866-9667
www.mowmore.com
Onrder FREE Catalog IMO3

1995 Ford F350
351 engine, overdrive, a/c, automatic.
85,505 miles, rust proofed. Tuflex 10 fiberglass
bed, 600 gallon split tank with 8 hp Honda,
Bean pump. 400 ft and 300 ft 1/2” hose/reel.
Excellent shape and ready to work.
$17.000
1994 C&S Turf Tracker
SS8030 zero turn ride-on sprayer/spreader.
20 hp Kohler engine. 1431 hours.
30-gallon SS tank, 12’ boom, 150 Ib. Hopper.
Excellent shape and ready to work.
$4.,000

2000 Perma-Green Ride-on

461.5 hours, 100 Ib. Hopper. Upgraded to 3/4™ axle.
Extremely well maintained and ready to work.

$2.200
Call: 260-337-5300
E-mail: greengrow@fwi.com

FINN BARK BLOWER
1998 CHEVROLET C7500

30,583 miles
3126 B Caterpillar Diesel
6 spd. Allison Manual Transmission
Air Ride Seat
Air Brakes
Tilt Steering
Air Conditioning
Split Bench Seat
Side Tool Box
Finn Bark Blower Model 808
4.5 L John Deere Diesel w/1,712 hours
Water Feed System (Dust Suppression)
Electric Load Tarp
150" Discharge Hose

Asking Price $65,000
Call: 301-414-0007

check us out online @
WWWw.

FOR SALE:

ner Model FL-112
upplemental injection system;
mission! New PTO (large)!
New Feeder Gear Box!
Only 69,713 miles and 8,304 hours!

Call Garvin Riches or Deborah Muller
800-304-2886

w/upgrac
New

GPS de Tr Syst

@ Verify Landscaping Jobs Completed
@ Increase Employee Productivity

@ Reduce Operating Costs

@ Increase Employee Responsibility
® Reduce Fuel Cost

@ And More!

Packages available to fit any size fleet...
Buy manufacturer direct and save!

A% sate v inatahar [ N Moty | ees

Call Now! 800-665-7203
www.onetrackinc.com

2375 € Cameback, Sulte 500, Phosnix, AZ 85016

Nicole Himsel at
800-225-4569, x2670
or 440-891-2670

Help Wanted

Nationwide
Opportunities!

Two positions now open:

* Colorado Landscape Construction
Division Manager

* Dallas Area Maintenance
Sales Representative

Medical, dental, 401(k), 125 cafeteria plan
and education available.

Email: resumes@acconstructors.com
or call 800-725-5699

LOOKING TO HIRE
SOMEONE?

Place Your Recruitment Ad in
Landscape Management!

For rates and
schedules, call

—

LANDSCAPE MANAGEMENT /JULY 2003 / www.landscapemanagement.net

Rexius Express Blower Truck EB-60

Join

the WORKFORCE
of NATURE!
ValleyCrest Companies

has managerial and field
opportunities in

branch operations,
account management,
project management,
sales, field supervision,
golf maintenance, nursery
and more, across all levels.

Founded in 1949,
ValleyCrest Companies is a
leading nationwide provider
of landscape development
and maintenance services.
Come work with the best.

Bilingual a plus.

Please send your resume
to the attention of
Ms. Castillo at
opportunities@valleycrest.com
or fax ro 818-225-2334

@
L)
ValleyCrest

COMPZAREES

www.valleycrest.com

%‘ "'i CemCare™

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
R o L PR L
- 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
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Help Wanted (Cont’d)

r - 'f&sﬂi‘ .
GreenSearch
( r [ f

al executive search, human

orticultural trades throughout 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., Atianta, GA 30338 )

ESTIMATOR

Environmental contracting company seeks estimator
to bid landscape, irrigation, revegetation, and erosion
control projects ranging from $1K to $4M.

Please see our website for a more detailed description
at www.wsreclamation.com

THE BRICKMAN GROUP, 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@brickmangroup.com
www.brickmangroup.com

Join the Company
That Changed the Industry!

Are you tired of big company rhetoric and hollow

promises of future opportunities? Then take the test:

True or False?
. Your ability to train and motivate others
is one of your strongest points

2. You have 3-5 years real life experience
in how to market and grow a business

3. You understand that a service company
is all about helping solve a problem —
not finding a fault.

4. You have 3-5 years of experience in the
Green Industry

3 or More True Answers?
We want to speak with you.

Our continued growth has created a need for
people with marketing, operational and technical
backgrounds to help manage operation centers
and regional franchise support areas.

If you are a professional with proven skills, you
owe it to yourself to check out this opportunity.
NaturaLawn of America is a privately held
16-year-old company with 60 operations in
24 states. We expect to have 150 locations in
35 states within the next 4-5 years.

We offer a complete benefit package including:
*» Major Medical Benefits

*401(k) Plan
* Paid Vacations
* Paid Sick Leave
* Ownership Options
Salary is commensurate with experience,
which may include a company vehicle.
Relocation to the Maryland area is required.
Fax your resume in strict confidence to
NaturalL.awn of America at 301-846-0320
or e-mail us at resume@nl-amer.com

Visit us at www.nl-amer.com

Y <N If your ad isn't here,
- call Nicole Himsel
: IMMEDIATELY!

s~ U] 800-225-4569 x2670

GREENSCAPE INC.
Provides landscape design/build, tree,
irrigation, hardscape, site work, snow removal
throughout the PA, NJ, DE regions.

Available Positions:

« Commercial maintenance sales person with
strong affluent ties to commercial clientele
in the tri-state area.

* Landscape designers, arborist, hardscape,
irrigation techs, equip operators, lawn &
landscape foremen, CDL drivers

Full time, excellent salary, benefits available-

Call 856-667-5296
or Fax Resume to 856-321-0105

LANDSCAPE MANAGEMENT

Wheat's Lawn & Custom Landscape, a premiere
residential landscape firm in Northern Virginia since
1978, has positions available for management and
sales. Interested candidates should want to surpass
own personal expectations and have a desire to work
with a motivated and successful team.

Wheat's offers:
« Health insurance
« Advancement opportunities
* 401(k) and profit sharing
* Excellent salaries
* Great work environment

For confidential consideration, please
mail, fax or email your resume:
Wheat’s Lawn & Custom Landscape, Inc.
8620 Park St., Vienna, VA 22180
Fax: 703-641-4792 « Email: wheatslcl@aol.com

FLORAPERSONNEL, INC.
In our third 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@aol.com

www.florapersonnel.com

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

TRC

« Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing
 Automatic Invoicing, Job Costing
« Service History & Profit Tracking
e Labor and Productivity Tracking
« Material & Chemicals Tracking

o Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

The #1 best-sellin
all-in-one software for
specialty trades

Orders, Statements, Purchase
Orders, Reports, Labels. Even ,
design your own forms in Word

« Full Accounting: G/L, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks *,

Peachtree ™, MS Office® Street
Mapping, Emailing, and more!

TURFGOLD SOFTWARE
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 Systems, Inc.
at 1-800-933-1955
or visit our website at www.turftree.com
for a free demo presentation.

check us out online @
WWW
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best

practices

GUIDELINES TO HELP AN INDUSTRY GROW

Select them caretully; treat them right

BY BRUCE WILSON

he growing season is the

busy season, and it places

a premium on having
good employees. Turnover is a
big problem for many compa-
nies in this industry. And when
employees walk away during the
height of the season, it becomes
an even bigger problem. What
are some of the tried and true
ways to retain good employees?

Be fair but
enforce your
firm’s policies.

P Select the right employees.
Never settle for the easy hire
that just comes through the
door. Keep your pipeline full
by constantly reminding your
employees to bring in any good
candidates whenever they see
or hear of them. If you aren’t
hiring, that's okay — you may
be able to upgrade.

P Treat your employees with
the utmost respect. The work
they do is hard, and they de-
serve respect for not only their
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effort but also their
pride in their work.
» Recognize a job
well done. People
that take pride in
their work like to
know that you no-
tice and appreciate
their efforts.

» Treat all employees equally,
and enforce your company
policies. [ feel sorry for compa-
nies that are afraid to discipline
their employees because they
might quit. That's a bad place
to be. It brings down your
whole workforce. What mes-
sage is sent to those that do a
good job? The employees who
work hard and follow company
policy get de-motivated when
they see others slacking off and
getting away with it. Their atti-
tude becomes, “Why care? No
one else does.”

» Reward the right behaviors.
Let your employees know
when and how they’ll be re-
warded. Tie pay raises into skill
development or increases in re-
sponsibilities. When you have
people coming to you asking for
raises, you need to be able to
refer them to your policy on
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merit increases tied to skill
development and in-
creased responsibilities. In
today’s climate of decreas-
ing prices, you can'’t afford
to give cost of living raises.
Your clients don't easily
give them to you.

» Don't trick it up with
gimmicks. Employees expect a
fair day’s work for a fair day’s
pay. They want consistency,
and they want to know what
to expect every day. A car-

toon comes to mind that |
saw in a book years ago. It
showed a family feeding the
bears from their car windows
in Yellowstone National Park.
They ran out of candy and the
bears, wanting and expecting
more handouts, attacked
them for more food. They
ended up blaming the bears.

The morale of the story is
simple. Don't mislead employ-
ees about what to expect — it
could backfire.
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Sound off

One of the industry’s biggest challenges, even with the na-
tion’s unemployment at a nine-year high at just over 6%, re-
mains recruiting and keeping productive, reliable employees.
There are obvious reasons for this. The starting pay isn't that
great and the work is usually long and hard. Even so, the in-
dustry continues to grow and most companies along with it,
creating new career opportunities as they do.

How successful have you been at keeping great employ-
ees? What can you add to Consultant Bruce Wilson's com-
ments? Drop Editor-in-Chief Ron Hall an e-mail at rhall@
advanstar.com or fax him at 440/891-2675.

The author, Bruce Wilson, formerly with Environmental
Care, Inc., is a partner in Wilson-Oyler Group (www.wilson-
oyler.com), and provides a range of consulting services to the
landscape and lawn service sectors. He can be contacted via

email at bwilson@wilson-oyler.com.
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Buying equipment from one company,
fertilizer and control products
from another, seed from somebody else...

Think about it. Why do business with one supplier for this and
another for that when there is one company that has everything. -
" ~—

Fertilizer, seed, herbicides,
insecticides, fungicides, equipment
and pest control products for lawn
care pest control professionals

in one place. Plus replacement
parts, protective clothing, safety
equipment, hand tools, irrigation

supplies... and more.

Think about it,
product, selection and convenience.

Only from... LE S C O

www.lesco.com
800.321.5325
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