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ATOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT ———

BAM MOWERS

cutting widths.

SPEED.

GEAR & HYDRO

Available with a 27 or 34 HP .' 'f‘*‘ ) DRIVE WALKS
TURBO diesel engine, in 61" p ! . Available with a 13 to 18 HP
" or 72" cutting widths. * Kawasaki or Kohler engine,

~ in 32" to 52" cutting widths.

SMALL, INTERMEDIATE A AERATORS
& LARGE ZTH MOWERS ‘ Available with a 3.5 or 4 HP B&S
" Available with Kawasaki or or Honda engine, in 19", 25.5"

Kohler engines from 18 to 27 m or 36" aerating widths, and a
HP, in 42", 48", 52", 61" and 72"

variable aerating depth up to 3"

SOD CUTTER ( DETHATCHERS
Available with a 5.5 HP 1 . Multi-function bagger,

' Honda engine, in an 18" \ : _#) seeder and dethatchers,
cutting width, and a variable ¢ W5+ available with a 5.5 HP
cutting depth up to 2.5" B&S or Honda engine.

POWER. HANDLING



THE FOREST, LAWN & GARDEN
EQUIPMENT OF

N4
%

-

PERFORMANCE

HEDGE & POLE TRIMMERS
Seven models available in blade
lengths of 21.5", 24", 28.5", 30"
and 39" with reaches up to I3’

and articulating, adjustable ’; '

cutting blades.

CHAIN SAWS

I7 models with HP ranging
from 2.1 to 8.4, bar lengths
from 12" to 72", and truly
superior Husqvarna features
and engineering.

TRIMMERS AND EDGERS
Seven pro models with powerful
1.2 to 1.5 HP engines. Select
models feature E-Tech®
high-torque engines.

{HHusqvarna

s HAND-HELD AND

BACKPACK BLOWERS
Available in four models with air
velocities from 128 to 190 mph,
with cylinder displacement

cu. in. ranging from 1.5 (25.4)

to 3.6 (59.2).

Husqvarna leads the way as the
Total Source Solution for outdoor
power equipment. To see for
yourself, locate the Husqvarna
servicing retailer nearest you by
calling 1-800-HUSKY 62 or visit
www.husqvarna.com
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MIGHTY. QUIET.

PRESENTING THE POWERFUL AND SURPRISINGLY QUIET GMC™ SIERRA.

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck adding to it. So
our engineers designed the GMC Sierra to provide some peace and quiet. This impressive pickup offers a choice of
incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 Turbo Diesel V8 that delivers 300 hp @
3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally smooth, quiet operation, thanks to an innovative
deep-skirt block design and common rail fuel injection that helps control noise, vibration, and harshness. Even the
available Allison® transmission is engineered for smooth shifting and equally quiet operation. The GMC Sierra. You should
hear what you're missing. For details, visit gmc.com or call 1-800-GMC-8782.

{ 800 « GMC « 8782 (o)) WWW.GMC.COM WE ARE PROFESSIONAL GRADE.


http://WWW.GMC.COM

CGMCE | SIERRA



SpeedZone’® contains the newest chemistry
for broadleaf weed control in turf.

University tests and field trials have
consistently shown fast control of tough
weeds such as clover, plantain, ground ivy
and spurge.

SpeedZone® also gives you a big lead on
easy-to-control weeds like dandelions. Get
your weed control program on the fast track
with SpeedZone” Broadleaf Herbicide

For Turf.

G PLI /cordon
corporRation

An Employee-Owned Company

1-800-821-7925

pbigordon.com

Always Read and Follow Label Directions.

2003, PBVGORDON CORPORATION SPEEDZONE is a registered trademark of PBl/Gordon Corporation

Pro’Fo:m

T OF REACH OF CHILDREN

CAUTION

......

» Visible results in just 24 hours Low odor formulation

* Fast-acting, cool-weather « Sites include home lawns, golf
performance courses, commercial property,

« Clover control in as little as schools and many other turf
one week sites.

* Rain-fast in 3 hours * CAUTION signal word

T

peedyzZone

BROADDEAFHERBICIDE FOR TURF

1-2004/11632




Landscape

MANAGEMENT

ents))

JANUARY 2004 / ISSUE #1 / VOLUME 43

20 Productivity tips — 10 winners
Check out what your colleagues and competitors
are doing to squeeze more production and profits
out of each day
BY GEORGE WITTERSCHEIN

26 Focus on your business ‘gauges’
Here’s a model to score your three key business
drivers: customers, employees and financials
BY BOB COULTER

30 Boys and their toys
These landscape company owners are living
proof that hard work does reap grand rewards
BY JASON STAHL / Managing Editor

36 Turfs for many challenges
Industry’s demands for turf to solve key manage-
ment issues drive turfgrass breeders to keep

BUSineSS coming up with “new and improved” grasses

BY DR. MELODEE L. FRASER AND CRYSTAL ROSE-FRICKER
OPERATIONS » MANAGEMENT » MARKETING

42 Business Ideas
" On the Record Skip the adrenaline rush

lew tric { iS 4 e
New tricks for this old dog SR ]
BY RON HALL / Editor-in-Chief

44 My Way
Your lawn care “to do” list
BY EWALD ALDSTADT

12 Inside the Owner’s Head
Mark Pendergast tries to balance his
personal life with work
BY JASON STAHL

46 Best Practices

Hold people accountable
BY BRUCE WILSON

14 In the Know
ALCA Student Career Days,
PLCAA Environmental
Service Award winner,

artificial turf & water worries
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“I researched the top 10 brands and chose

The Tank' for its durahility,

reliahility and affordability.” o e

TLC Turner Lawncare depends on one commercial power
equipment brand to help grow its business. Cub Cadet
Commercial, specifically The Tank™ MMZ.

“I have to depend on the quality of my work to increase my
business. The quality of cut from The Tank is unmatched. | get
perfect, straight, clean lines—the cleanest cut I've seen.”

From the sturdy, powerful weight of the unit and cutting
deck, to the pivoting front end and full-length frame, Turner

) | & 2
! ©
To find out more about the complete lineup of Cub Cadet Commercial products,
call 1-877-835-7841, or visit www.cubcommercial.com for the location of a dealer near you.

Bagger shown
is optional.

w

Monticello, Wisconsin

is impressed with the design of The Tank. “The performance
of this well-engineered unit speaks for itself. It handles
inclines and rough terrain as easily as it handles flat land.”

At Cub Cadet Commercial, we've designed our products, our
programs and our company around the needs of professional
landscapers. We offer a full line of MMZs, walk-behind
mowers, trimmers, hedge clippers and blowers. All
engineered for reliability, dependability and productivity.

s
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Contributors

WHO'S WHO IN LM

Mike Archer is a Market Development and Research

ence in the fertilizer industry. In his spare time, he enjoys pho-
tography, hiking and personal work trips to Central America.
As he says, “When you drink as much coffee as | do, you go
- : directly to the source.” Mike provides a detailed overview of
granular fertilizers starting on page 52.

Bob Coulter is “the man" when it comes to understand-
ing people. For 22 years, he served as a coach and people
developer for the hospitality industry, including playing key
leadership roles for ClubCorp, Marriott and Radisson.
Whether it was on the front lines with customers or in the
boardroom, Coulter’s been there, done that. This past year
he joined the JP Horizons team. Turn to page 26. We're sure that you'll appreciate
his "dashboard” take on business management.

Crystal Rose-Fricker is President of Pure Seed Testing,
Inc., Vice-President of Research for Turf Seed, Inc., and
Corporate Secretary and Treasurer for HybriGene, Inc. She
earned her B.S. in Crop Production and her M.S. in Plant
Breeding at Oregon State University. As president of Pure
Seed Testing, Inc., Rose-Fricker oversees one of the coun-
try's top private turfgrass breeding programs. She has developed or co-devel-
oped more than 173 turf and forage grass cultivars. Her primary research
activities involve developing cool-season turfgrasses with improved disease
resistance and resistance to abiotic stresses, including salt and herbicides.
Crystal joins with colleague Dr. Melodee Fraser (below) to explain their unique
program on page 36.

Dr. Melodee Fraser holds more degrees than a ther-
mometer. On her resume is a B.S. in Turf Management
from Mississippi State University, an M.S. in Turf
Management from Mississippi State University and a
Ph.D. in Turfgrass Breeding from Rutgers University. As
Director of Research-East for Pure Seed Testing, Inc.,
Rolesville, NC, her primary research has focused on the development of tall
fescue cultivars with improved resistance to brown patch. She has also pur-
sued the development of improved turf-type cultivars of bermudagrass and
zoysiagrass, and the evaluation of creeping bentgrass, Kentucky bluegrass and
perennial ryegrass germplasm for use in the southeastern U.S.

Danny Miller has been the Director of Golf & Grounds at
The Breakers in Palm Beach, FL, for eight years. In his long
grounds career he's directed maintenance operations for
not only 5-star and 5-diamond resorts but historical land-
mark properties. Danny has earned so many grounds
3 awards that he’s running out of wall space. The key?
“Treat your grounds like a work of art,”he says. You'll see what he means on
page 68 of this issue.

Proud supporter of these green industry professional organizations:

Coordinator for Milorganite with more than 30 years of experi-

Contractors of America

Associated Landscape

150 Elden Street, Suite 270
mm Herndon, VA 20170

703/736-9666

www.alca.org

American Nursery & Landscape Association
Q{, 1000 Vermont Ave., NW, Suite 300
ANLA

Washington, DC 20005-4914
A-mu- \-mn & 202/789-2900
www.anla.org

Independent Turf and Ornamental
Distributors Association
526 Brittany Drive
Tt State College, PA 16803-1420
. 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
Member 8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513
The maaten Ausecianan 703/573-3551
www.irrigation.org

Ohio Turfgrass Foundation
=ah 1100-H Brandywine Blvd.,

PO Box 3388

Zanesville, OH 43702-3388
E 888/683-3445

The Outdoor Power Equipment Institute

341 South Patrick St.
& Old Town Alexandria, Va. 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
m 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

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

Sports Turf Managers Association

1027 S. 3rd St.
m Turf  counaisists iasisos
SRS oo 712/322-7862; 800/323-3875
www.sportsturfmanager.com

== Turf and Omamental Communicators Assodiation
ﬂTOCA P.0. Box 156
New Prague, MN 56071

612/758-5811

Tree Care Industry Association
‘ 3 Perimeter Road, Unit 1
Manchester, NH 03103
< 603/314-5380
VOICE OF TREE CARE www.treecareindustry.org
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Excellent
Sales Rep.

Welcome to a Greener World.

It's time you met our excellent sales force. ProSource One is a first-rate supplier of plant protection products,
fertilizers and seed. We carry all the major brands, including our own proprietary ProForma line of premium
fertilizers. But even more important, our customers appreciate our knowledgeable sales reps who keep up with
all the newest product offerings, to provide the technical expertise and practical solutions they're looking for.

Isn’t it time you got to know ProSource One?

PROSOURCE Growing Smarter.
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With all due respect to our bean-counting friends, Shindaiwa
builds trimmers with one purpose in mind: to cut the toughest grass

and weeds. Cut corners? We leave that to everybody else.

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

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

For example, our cylinders are plated with chrome, not soft nickel
like some of our competitors. We use a solid steel main shaft
instead of a flexible cable. And when we say our carburetor is all
position, we mean all-position. Better yet, all this engineering
comes with the best power-to-weight ratio in its class.

It all adds up to power, durability and performance you can
take to the bank. To find out more, contact your nearest Shindaiwa
dealer, visit www.shindaiwa.com or call us at 800-521-7733.
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True all
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carburetor

Interlocked
throttle
control

_ACCOUNTANTS,

Full
anti-vibration
system main shaft
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Large-diameter
centrifugal
clutch

Aircraft-grade Heav
aluminum gea
outer tube helical gears

FIRST TO START. LAST T0 QuIT.
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BUSINESS

FROM THE BOSS

BY RON HALL / Editor-in-Chief

hen we approached chief
designer Lisa Lehman about
making several structural
changes to Landscape Manage-
ment, she said: “The only rea-

son to make changes would be

to improve the magazine.”

We kept coming back to that statement as we ex-
amined changes that would make this publication even
more valuable to you, our readers and our friends.

First, we felt we needed to better package and label
the various sections of the magazine. Designer Carrie
Parkhill turned her considerable creative energies to
the task. We think she’s done an excellent job of orga-
nizing and freshening the magazine’s appearance. But,
yours are the opinions that matter most.

Also, discover several new columns within our
pages, including one focused specifically on lawn care
applicators and featuring the words of respected
PLCAA members. Also, our new “From the Shop”
column will offer information on equipment, including
maintenance and repair tips.

Finally, we hope you enjoy the “Innovations” page
that leads off our technology coverage each month. This
page spotlights new equipment or products that will
make a difference in your operations

So, you see, an old dog like us can still learn new
tricks. Old dog, you say? Well, not exactly, but we've

been around a while.

A little history
With this issue, Landscape Management starts its 42nd
season. No other business publication serving the pro-

fessional landscape, lawn care and grounds markets can

We, like you, have to grow and adapt to
meet customers’ changing needs.

www.landscapemanagement.net / JANUARY 2002

- New tricks for this old dog

make that claim. Have we changed over the years?
You bet. If you were in the Green Industry in January
1963, you would have received the magazine with the
title, Weeds and Trees. A few years later, its focus was
broadened and it was renamed Weeds, Trees and Turf.

In fact, it wasn’t until 1988 that it got its present
name. | remember the discussions surrounding the
name change well. “If it ain’t broke, why change it?"
said one manager. “The name Landscape Management
better reflects the changing industry,” insisted another.

At day’s end, everyone agreed that it was time to say
goodbye to the old and hello to the new. We bid adios
to Weeds and focused on the rapidly expanding land-
scape and lawn service contracting markets.

Some people claim that “time marches on.” They're
wrong. Time rockets on. Or, at least it seems that way
as our industry grows and evolves, meaning that we,
like you, have to keeping growing and adapting.

Change for change’s sake? No. We change to make
ourselves or our products and services better.

The one thing that won't change, however, is our
commitment to bring you — in print, through our
e-mail newsletter and online at www.landscape
management.net — the best
mix of business and technical

information to help you and
your operation succeed.
Contact Ron at 440/
891-2636 or e-mail at
rhall@advanstar.com

LANDSCAPE MANA
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Mark Pendergast

» Salmon Falls Nursery & Landscaping =

BY JASON STAHL / Managing Editor

Mark Pendergast is owner of
Salmon Falls Nursery & Landscaping,
a $3.6 million landscape design/
build and irrigation company locat-
ed in Berwick, ME. Pendergast is

a member of the Associated
Landscape Contractors of America
and JP Horizons’ Owners’ Network.

Tell me you don’t work more than 50
hours a week at your age?

[ wish I could. But yeah, it's 70 to 80 hours
per week in peak season. I'm always either
at the shop or at a job site. One of my per-
sonal goals is to get my life straightened out
as far as balancing my lifestyle. I feel that
owners generally spend too much time at
work. I've been divorced for a few years
now, and working too much was part of it.
It's tough to be a business owner, a father
and a husband all at the same time. My
family has definitely paid the price. I've
changed with my daughters, though. We
spend more quality time together by going
on vacations and things like that.

Are your daughters involved

in the business?

No. I have three of them, Amy, Leah and
Emily, aged 26 to 21. They're welcome to
be in the business some day, but I don’t
push them to do it. Right now, they're
doing their own thing. One's in Australia
studying to be a chiropractor. Leah is
studying landscape design at the University

of Maine at Orono.

PERSONALITY PROFILE

Have you ever run into
Stephen King up in Maine?
No, but my daughters have.

I heard he was in the hospital
again for pneumonia. I don't
really read his books, either. |
read business and motiva-
tional books like “Who
Moved My Cheese?”

What sort of things are you

doing to grow your business?

We're looking at some human resources
people to help us part-time. Plus, we hired
JP Horizons and are using an advertising
agency to help give us a consistent look
from business cards to the sign out front to
the lettering on trucks. We're also looking
at growing our irrigation division and doing
more high-end garden maintenance.

You guys don’t mow?

I don't like it. It doesn’t get my juices flow-
ing so it would be hard for me to motivate
others to do it. That's the way I've grown
the company; if something doesn’t moti-

vate me, it just doesn’t work.

What do you like to do in the few
precious minutes you have for yourself?

I do a little snowmobiling and fly-fishing. I
guess snowmobiling is sort of dangerous,
but that's the thrill of it. There are miles of
trails that go from where we live up to
Canada. As far as fly-fishing goes, it’s just
relaxing. We go up to a camp in Wilson
Mills, Maine and just hope to hook some
big ones.
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How competitive is
your market?

It's very competitive. There's
lots of growth going on, and
lots of landscapers coming into

the market. A company with

our overhead can’t compete with
a two-man operation that doesn’t
have health insurance. That's when a
homeowner has to make a decision.
Our company has been around for
25 years, and we're going to be
around for another 25 years. If we

screw something up, we fix it.

Over the years, has it gotten
easier for you to run your
business or harder?

It's easier because we're smarter. For in-
stance, if we're in a competitive bid situa-
tion we know where we’re going to stand
because we know what we have to do to
get the job and we know the risks. We
know we're not going to get all the jobs we
bid; if we did, we'd have a problem.

Will you be on an island in a few years,
sipping a mai tai and working on a tan?
No way. I'll always want to be involved in
my business to some extent. But I definitely
want to step back some day and hand it to
my employees — maybe 20 years from
now. I could see slowing down a little, but
I've seen too many guys who retire fully
and go to hell in a handbasket. Staying in-
volved in your business keeps you young
and keeps your mind engaged. You interact
with young people, and you're loving them
and fighting with them at the same time,
and it’s a good thing.
— Salmon Falls Nursery & Landscaping
participates in JP Horizons' People
Solutions programs. To lear more visit
www.jphorizons.com or call 877/574-5267.
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It,s OK to cl'y. Who wouldn’t? There you were,

just humming along, getting the job done so you could get to the
baseball game tonight. Then you heard that awful silence. The
good-for-nothing engine in your mower quit. Done. You've had rela-
tionships that have lasted longer, and that isn’t saying much. So
now you're stuck with a piece of equipment that won’t budge and a
half-done job. Your crew isn'’t thrilled either. If a Kawasaki engine
was powering your mower, you'd still be humming along. Thinking
about the game. Because Kawasaki engines are seriously durable.
Everyone in the industry knows Kawasakis are unstoppable, job
after job, season after season. Well, everyone except the poor
schmucks who aren’t using them. So go ahead, let it out. Maybe
they’ll hear you all the way over at the baseball field.

Kawasaki Engines. OUTLASTING.

Kawasaki

Engines/Power Products

For more information on our complete line of products or to locate your
nearest dealer, visit www.kawpowr.com, or call 1-877-KAWPOWR.

Circle No. 108


http://www.kawpowr.com
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NEWS YOU CAN USE

Need talent? You better get crackin’

BY RON HALL / Editor-in-Chief

Do you think that Ohio State foot-
ball coach Jim Tressell or Michi-
gan’s Lloyd Carr sit in their offices
waiting for the next All-American
quarterback to knock on their doors
and say, “Well, here [ am"?

Recruiting is a big reason why
these two programs finish in the
Top 10 in the annual football polls,
which brings us to this year’s ap-
proaching 28th Annual ALCA Stu-
dent Career Days — or any of the
other many regional job fairs where
eager students are seeking employ-
ment, perhaps even careers.

More than 800 students from
about 50 colleges will participate at the
ALCA event, March 25-28 at Colum-
bus State in Columbus, OH. More than
100 landscape companies looking for tal-
ent will be there, too. The event starts
with five workshops and a round of site
tours; then the real fun begins. The stu-
dents compete in 25 Green Industry

events. (www.alca.org)

Don’t wait until the
ALCA Student Career
Day in March to start a
recruiting process.

But, if you're waiting until March to
hire a young person with the potential to
be your next designer or branch manager,
you'll be sorely disappointed. The best
talent is identified and recruited long be-
fore that.

“There’s huge competition out there for
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people who are in college and who have

committed to pursue an education to be-
come a professional in this industry,” says
veteran Columbus State educator Steve
O'Neill. He offers these pointers for get-
ting the good ones:

Concentrate on students at schools
whose programs match what you're look-
ing for (design/build, nursery, landscape ar-
chitecture). Get involved with several
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The skills competition at ALCA’s
event is fierce. So is recruiting.
Left, Tom Davis, Bozzuto Land-
scaping, talks up his company.

schools, preferably close to
your operation since many
students aren’t eager to relo-
cate, not right away anyway.
Become a resource for
educators and students. Offer
materials that can help them.
. Share your estimating and
l account/project manage-
| ment print material with ed-
ucators. Provide company
newsletters and ask that they be posted.
Open your operation to site tours. Some
firms even plan open houses and invite stu-
dents. Others offer scholarships or intern
opportunities.

“The more often a student recognizes a
company's name, the more familiar they
become with that company and the better
chance of them applying for full-time work
when they graduate,” says O'Neill.


http://www.alca.org
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THE SUN
WILL RISE
TOMORROW.
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Environmental efforts pay off

JACKSONVILLE, FL — Too seldom does the
public think of the environment and lawn
care in the same context. This is unfortu-

nate. Pro-Lawn Plus, Inc. demonstrates

Creating hope
from tragedy

Creating something life affirming and
meaningful from a heart-breaking
tragedy must be among life’s stiffest
tests. The family of lawn care opera-
tor Nick Dennis is facing such a trial
with the recent death of their 17-
year-old son. The family responded by
establishing a scholarship fund in his
name to help other students.

This past November, Landscape
Management magazine presented
Pro-Lawn Plus, Inc. with PLCAA’s Envi-
ronmental Service Award along with
a $500 check.

Two weeks later, we learned of
the death of Nicholas S. Dennis, son
of Nick and Susan Dennis and brother
of Amy Dennis. We also learned that
the family had used the $500 award
to establish a scholarship in his name
at Bishop Kenny High School in Jack-
sonville. Friends and associates con-
tributed to the fund, as did student
groups at Florida State University
where Amy Dennis is a student.

“If everything works as we have
planned, an academically eligible, fi-
nancially encumbered child will at-
tend Bishop Kenny High School next
year with this effort and hopefully go
on to have a successful and joyful
life,” said Nick Dennis.

Those wishing to contribute to the
Nicholas S. Dennis Memorial Scholar-
ship may do so by contacting Land-
scape Management at rhall@ad-

vanstar.com or jstahl@advanstar.com.

that that should be every LCO'’s goal, and
earned PLCAA's 2003 Environmental Ser-
vice Award for its efforts.

“Because of the energy of its president
Nick Dennis, this company shows how a
progressive application company can be
applauded for its efforts on behalf of the
environment, rather than criticized,” said
Ron Hall, Editor-in-Chief of Landscape
Management magazine. “Dennis is commit-
ted to his customers and to the environ-
ment as evidenced by the safeguards and
processes regarding chemical product use,
including insisting that clients’ properties
receive only what they need in the way of
treatments. Significantly, he also lent his
time and efforts to the small group of like-
minded industry members in helping to
develop a set of best management practices
(BMPs) for the Florida green industry.”

In fact, much of the BMPs, adopted and
endorsed by state officials for the protec-
tion of Florida’s water resources, mirror
policies that Pro-Lawn Plus employees
have been following ever since the com-
pany’s founding more than 20 years ago.

That effort, drawing upon BMPs from
PLCAA as well, and guided by Erica San-
tella, Regional Technical Director for Tru-
Green, resulted in the publication in 2002
of Florida Green Industries Best Manage-
ment Practices for Protection of Water
Resources.

“What Nick brought to the table in
countless hours of meetings and negotia-
tions was invaluable,” said his business
partner Michael Feely. “He put selfish con-
siderations aside and revealed, in the pres-
ence of competitors, Pro-Lawn's company
policies, procedures, training programs and
corporate philosophy.

“He did it to show government entities
that the industry is responsible and dedi-
cated to preserving the environment. He
did it to show that high standards can be

set and met.”
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People &
companies

Barenbrug USA has promoted
Devesh Singh to Director of
Research.

Hunter Industries pre-

sented Russell Mitchell

with its Edwin J. Hunter

Achievement Award.

Hunter CEO Richard E.

Hunter made the presen-
tation to the irrigation designer and
praised Mitchell’s leadership and life-
time service to the landscape indus-
try. Mitchell was one of the founders
in 1970 of the America Society of Irri-
gation Consultants (ASIC).

Encore Manufacturing Co. has
* appointed

" Doug
: Tegtmeier
“ s 8 g

. (far left) to
president
and Bob

| 3

Reed to general manager.

Ruppert Nurseries promoted Jorge
Torres to assistant nursery manager.

Schiller-Pfeiffer, Inc., manufac-
turer of Little Wonder and Mantis
Landscaping & Gardening Power
Equipment, promoted Jeff
Marcinowski to manager of engi-
neering & product development.

Environmental Designs, Inc. hired
Myles Tangalin as senior landscape
architect, Devon Hukill as manager
of the firm’'s Landscape Enhance-
ment Division, and Leigh Anderson
as manager of marketing.

BASF Corp. named William
Strickland senior marketing man-
ager, Rich Kalik national accounts
manager, Greg Thompson regional
sales manager, Northern U.S., and
Bryan Brochin marketing associate.



mailto:jstahl@advanstar.com
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WATER ROLLS
OFF A DUCK’S
BACK.
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TPI prez frets over artificial turf, water

ROLLING MEADOWS, IL— Ed
Zuckerman, president of Turf-
grass Producers International
(TPI), identified artificial turf and
water shortages as two of the
turfgrass industry’s biggest chal-
lenges in 2004.

“An influx of artificial turf,
along with the continuing water shortage,
are two large and expanding issues TPl is
addressing on behalf of the entire turfgrass
industry,” Zuckerman said. “We in the turf-
grass industry must deal with water short-
age issues beginning with local and national
coalition building to combat repercussions
from drought.”

One coalition is the Evergreen Founda-
tion (www.evergreenfoundation.org), a
new group effort comprised of representa-
tives from most Green Industry associa-

tions and many supplier companies.
Evergreen’s goal is to address the many
issues affecting the Green Industry, and to
promote the public’s appreciation of turf-
grass and horticulture.

The issue of artificial turf seems to be
growing again, particularly at the college

Irish/Toro host youth

SOUTH BEND, IN — Several Big Brothers
Big Sisters youth and their mentors be-
came a part of Notre Dame football and
also learned about professional
groundskeeping this past fall, thanks to
The Toro Company

The youth’s weekend started at a Fri-
day ND football coach’s lunch where the
youths met the staff and football play-
ers. Then they were treated to a tour of
the stadium, including getting some per-
sonal attention from the grounds crew,
which was preparing the playing field
for the next day’s game with Brigham
Young University.

Ed Zuckerman

and professional sports level.
The installation of the new syn-
thetic fields known as “infill” sys-
tems has slowed a decade-long
trend to natural grass playing
fields. These new artificial field
systems contain sand, crumb
rubber or a combination of the
two within the artificial turf fibers, and are
marketed as offering many of the advan-
tages of turfgrass but allowing more play
with less maintenance.

Other issues impacting turfgrass pro-
duction include real estate interest rate lev-
els and high insurance costs. “Workers’
compensation and general liability insur-
ance cost rates are up 100% compared to a
few years ago,” said Zuckerman, owner of
Delta Bluegrass Company, Stockton, CA.

He urged fellow sod growers to investi-
gate alternatives in response to these new
costs. “I feel this is an opportunity to ex-

pand installation services at my company
by looking internally to handle the jobs in-
stead of hiring an outside firm,” he added.
To learn more about TPI, visit

www.turfgrasssod.org.

On Saturday, the children and their
sponsors received free tickets (including
snacks and souvenirs) and cheered as
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EPA green lights
Dow’s Spotlight
INDIANAPOLIS — Dow
AgroSciences LLC has received
registration from the U.S.
Environmental Protection
Agency (EPA) for Spotlight spe-
cialty herbicide, a post-emer-
gence herbicide for improved
clover control and control of
other annual and perennial
broadleaf weeds. Spotlight is
labeled for use on established
turf, including residential lawns,
golf courses, parks, sport fields,
sod farms, commercial sites and
other commercial turf areas.

Monument gets
EPA label OK
GREENSBORO, NC — The U.S. EPA
granted registration of Monument
herbicide for post-emergence
weed control use in commercial
turf markets, including golf
courses, sod farms and commercial
property management. The active
ingredient in Syngenta’s Monu-
ment, trifloxysulfuron sodium, pro-
vides excellent control of sedges
and green kyllinga in the warm-
season turfgrass species, including
bermudagrass and zoysiagrass.

= Notre Dame, in its 2003 home fi-
nale, defeated Brigham Young
University by a count of 33-14.

“This was really a dream
event for these children,” said
Deborah Burrow, executive direc-
tor, Big Brothers Big Sisters of St.
Joseph County (IN). “The gift pro-
vided by Toro will have a long-
lasting impact on these children.”

The Toro Company
(www.toro.com) is the exclusive
provider of grounds mainte-
nance and beautification equip-
ment for the University of Notre Dame
athletic facilities.


http://www.evergreenfoundation.org
http://www.turfgrasssod.org
http://www.toro.com

Sure Thing #3:

DIMENSION
WON'T
STAIN.

%‘DvagroSciences
There are some things in life you can count on. w ™ *
Like Dimension® herbicide. You can count on it to control all DlmelISIon
season long. You can count on it to provide early postemergent :
control of crabgrass. And you can count on it not to stain. Specialty Herbicide

With Dimension, there's never a doubt. ALL YOU NEED. ALL SEASON LONG.

For the latest university trials from your region, visit our Web site at www.DimensionHerbicide.com

*Trademark of Dow AgroSciences LLC. Always read and follow label directions.


http://www.DimensionHerbicide.com

OPERATIONS

etting more
out of every

hour of work
— aka “pro-
ductivity” —
may be as
close toa
magic bullet for business suc-
cess as you can get. We spoke
with some of your colleagues
and compiled a quick list of 10
things they do to improve pro-
ductivity — tips you should
consider for your business.

TIP 1: Night moves

“Eliminate the moming circus
by taming the animals the night
before,” says consultant Jack
Mattingly. “When you load at
night instead of in the moming,
several things work to your pro-
ductivity advantage. In the
evening, your people are eager
to go home and have their din-
ner; they will get a move on to
finish the task. You force your-

10 WINNERS

S

Check out what your colleagues
and competitors are doing to
squeeze more production and

profits out of each day /

BY GEORGE WITTERSCHEIN

self to get organized the night
before, eliminating the need to
shoot from the hip the next
morning figuring out what your
people ought to be doing.”

Mattingly (jkmattingly@
comcast.net) has been in the
landscape business since 1976
as a contractor and, since 1996,
as a Green Industry manage-
ment consultant based in

Woodstock, GA.

TIP 2: The "toybox’

Dwight Hughes founded
Dwight Hughes Nursery, Cedar
Rapids, IA, in 1978. The

$850,000, seven-employee
business performs a variety of
landscaping services (including
running a nursery to supply it-
self) for a 50-50 mix of residen-
tial and commercial employees.
Hughes, an equipment inno-
vator, is passionate about using
technology for productivity.
“We have a new tool truck
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and trailer setup. It holds virtu-
ally every piece of equipment
that we need on the job site, and
it travels to every single job. My
guys refer to it as ‘the toybox,"”
says Hughes. “When they get to
the job site, they pick and
choose which ‘toys’ they need
out of the box for that particular
project. Everything has its place,
and everything is in its place.
The guys return the tools to
their places so that, from a time
management standpoint, the
next time that they try to re-
trieve that object/tool, they
know exactly where it is.

“The truck is a 330 Peterbilt
with a 20-foot gooseneck
trailer. It hauls two tractors and
all the various implements. All
the different tools arein
shelves, pockets and compart-

/ ments,” Hughes adds. “People

know where things areby
memory because management
and employees sat down as a
team with the design engineer

from a trailer dealership and
came up with the concept.
Every person in our organiza-
tion had a say in how this was
going to be implemented.”

TIP 3: GPS — it works!
Employees at Landscape Main-
tenance LLC, founded by
David Goodman in 1984, navi-

t ':ﬁl}) Yﬂ



gate via satellite for better effi-
ciency. The $1.3 million com-
pany's 29 employees perform
design/build and maintenance,
plus irrigation repair and mist-
. ing services from Phoenix, AZ.
“All of our fleet trucks have
Global Positioning System
(GPS) boxes in them,” says
» Goodman. “The system lets us
tune in on a PC and look at a

display of where all our trucks
are within a 700-foot range. We
also type in the addresses of all
of our customers, fast food
restaurants and gas stations, and

it remembers them as land-
marks for locating our trucks.
“Instead of giving latitude
and longitude, it gives us the
name of the nearest customer
or landmark to the truck. It also

tells us what time they
stopped the truck, what
time they started it up
again, how fast they were trav-
eling and how many miles they
drove from one location to an-
other,” explains Goodman.
“The system is detailed to
the point where there’s no get-
ting around it,” adds Junior
Gonzalez, Director of Mainte-
nance Operations. “It runs 24
hours a day, 365 days a
year. And the crew
can'’t turn it off; they
would have to vandal-
ize the vehicle to do
that. The GPS system en-
courages good trip planning
practices by getting them to
understand the need to plan
the shortest trips between
two points.”

“We print out our reports
and do some one-on-one train-
ing,” he continues. ““This is
how your truck moved today.’
‘Here’s how you could have
done it more efficiently.” And
it's very clear on the reports.
Or we can ask, ‘Why were you
at the fast food restaurant for
90 minutes?"”

TIP 4: Blades to give
you an edge

Roy Megli, owner/operator of
Megli Lawn Care, Sterling, IL,
has been mowing profession-
ally for more than 30 years, so
he knows what it means to cut
clean and fast. His operation
or just about everybed,
- arks, boul facl
lawns, you name it:
t seven years ago

started tinkering with some
blades off an agricultural disc
mower, and he asked himself,
“Why not for turf?” Modifying
the blades, he came up with a
disc mowing system that re-
places a mower’s standard rigid
blade with four free-swinging
knives. He field-tested his sys-
tem on his own mowers, and
he claims it's changed the way
he cuts grass...for the better.

Megli says that his blades cut
the grass finer, remain sharper
and keep mower decks cleaner
than traditional blades. The
free-swinging knives remain bal-
anced and lengthen spindle
bearing life too, he insists.

The mowing contractor-
turned-inventor now sells and
markets his blades through his
sister company, Meg-Mo Sys-
tems. He says he can supply
disc blades for any make of
commercial mower. Check
out www.meg-mo.com if
you're curious.

TIP 5: Production rates,
my friend
Matt Caruso’s 25 employees
serve high-end residential and
commercial customers effi-
ciently because they carefully
determine just how long each
project should take before
starting it. The company bills
bout $2 million annually.
elop and thoroughly
own particular

@
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productivity rates, stresses
Caruso, who started Decras-
cape in Sterling Heights, MI,
15 years ago. He does, and he
uses that knowledge in billing,
bidding and in providing feed-
back to his employees about
their job performance.

“When they go out on a job,

they aren’t only expected to
perform the day’s work but to
complete the different tasks in
certain time frames based on
past performance statistics,”
Caruso says. “That’s where the
productivity gains come in.
You and your people know

from experience how long a

certain task should take, so you
have targets.”

Caruso says this knowledge
is vital to any service company
that wants to remain competi-
tive and profitable.

TIP 6: Processes save time
“Whether it's sales or payroll or
employee hiring or recruiting,
there are a lot of processes that
businesses use over and over,”
says Tony Bass, founder and
president of Bass Custom
Landscapes, Bonaire, GA.
“These processes are really
time-consuming. My tip is to

have a defined process in place

for finding employees,” says
Bass. “We do. Our process in-
cludes an established method
for finding potential applicants,
plus a sub-process for screen-
ing, including a basic skills test.
The test identifies a person’s
math skills, their ability to read
a map and their basic horticul-
tural knowledge.

“It's productive use of man-
agement’s time to identify peo-
ple who aren’t good candidates

prior to doing the interview so
you can rule them out and save
yourself a bunch of time.”

Bass founded his operation
in 1987. It bills just under $3
million annually in lawn services

and landscape construction.

TIP 7: Mulch for fun & profit
Mulching is about the most
time-consuming and least prof-
itable job most landscapers do

continued on page 24

Productivity a people thing

Communication and employee motiva-
tion are every bit as vital to improving
the productivity of your operation as a
new piece of equipment or your
processes.

So says Marty Grunder, the well-
traveled Green Industry consultant
who also runs a $3.5 million landscape
company in Dayton, OH.

“A lot of us think, ‘If | buy a piece of
equipment it will help my productivity.’
But in my experience, if you don‘t have
the attitude fundamentals in place, all
the equipment in the world won't help
your business be more productive,”
says Grunder.

“If the operator of that expensive
piece of equipment has a horrendous
attitude and doesn’t understand the
reasons behind what he’s trying to do,
the money spent on that equipment
will probably have been wasted.

“Make sure everybody understands
the mission. It's hard to get excited

22

about the work if you think it's
just cutting grass. For example,
somebody once asked a room
full of firefighters what their
mission was. The wrong answer
was, ‘We put out fires.’ The
right answer was, ‘We save lives endan-
gered by fires.’

“Translating this to the Green Indus-
try, the wrong answer is, ‘Digging holes
and planting stuff.’ It should be, ‘Improv-
ing the quality of people’s lives and en-
hancing their enjoyment of customers’
property with beautiful landscaping.’

“Put yourself in the shoes of your
employees. Who would you rather
work for, the employer who believes
we install shrubs or the employer who
believes we enhance our customers’
lives with awesome landscaping and
superior service that makes them jump
out of their socks?

“The objective here is to gain your
employees’ emotional buy-in. Then it's
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easier to get them motivated
to pursue productivity im-
provement measures.”

You do this with effective
communication, says Grunder.

“Don’t just say, ‘Go plant
this tree,’” he advises. “In-
stead, try, "We plant trees in
this fashion for the following reasons:
if we do it right, we won't have to
come back a second time, plus the tree
will grow and make our customers’
lives better.

“Too many contractors say, ‘Grab a
shovel and start digging.’ | recommend
you let them know what the plan is
and what you're trying to do. By that |
mean communicate the plan, some-
thing like, ‘Our goal this week is to
have gross sales of x dollars and also
220 billable man-hours.””

Grunder relies heavily on meetings.
He tries to keep meetings focused on a
single theme, and sets out a 15-minute
egg timer in plain view to keep himself
on time.

Marty Grunder

—GW
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continued from page 22

— that is, if they do it manu-
ally. Some are subbing out the
work to blower truck opera-
tors, and others are mechaniz-
ing the process with a tool
known as a Mulch Mule.

This is an aluminum trailer-
type unit developed by Todd
Pugh, who runs $3 million
Todd’s Enviroscapes in north-
east Ohio. It’s becoming in-
creasingly popular with mainte-
nance companies in and around
Obhio because it dramatically in-
creases the amount of mulch
that a three-person crew can
put down in a day. Pugh claims
it increases mulching efficiency
by about three times.

“The faster we can get the
mulching done and get into the
higher profit items such as
putting fertilizer down, starting
a renovation or doing enhance-
ments, the better off we are,”
says Pugh. With the “mule” you
can unload the mulch (or what-
ever material you need to trans-
port to a job site) from the front
chute or the back swing gate.

Pugh also uses his units to
haul plant material from the
nursery to job sites and, in the
fall, he attaches a leaf vacuum
to them for yard cleanups. The
units come with an electric
tarp. For more information visit

www.mulchmule.com.

TIP 8: Have fuel, will work

Tim Lake, Dublin, GA,
founded T. Lake Environmen-
tal Design 13 years ago. He and
his 18 employees generate just
over $1 million doing

design/build, and also high-end
residential and commercial
landscape maintenance.

In addition to loading his
trucks in the evening, Lake’s
maintenance fleet carries its own
fuel. “Our maintenance people
have SuperLawn trucks that
carry gasoline and premix,
enough for a week’s worth of
work by our mowers and small
hand-held equipment,” explains
Lake. “Normally these guys
don’t have to fuel more than
once a week. They can refuel
their mowers and hand-held
equipment on the site instead of
making multiple trips to the gas
station or back to the shop.”

Lake also creates productiv-
ity improvements with the lay-
out of his depot. “In the
evening, we park our trucks
close to the place where the
employees come in to get their
work orders. The trucks are
lined up and ready to go the
next morning. When guys ar-
rive, they grab their worksheets
and are off,” he says.

TIP 9: Time-saving trailer
When the maintenance crews
for Foegley Landscape, Inc.,
head out for a day’s work, they
take “a scary amount of equip-
ment,” says owner/operator
John Foegley. So it’s vital that
the right pieces are on the trail-
ers and are secure, accessible
and ready for action.

Foegley’s company, based in
South Bend, IN, met this need
by designing a combination

open/cargo box trailer called a
Versa-Trail.

“Tools are no longer loaded
and unloaded two or more times
every day,” says Foegley, whose
father started the landscape
company in 1975. “Tools se-
cured in the enclosed cargo box
are less likely to be lost or stolen.
Specific tools are easily accessi-
ble because they're not buried
under a tangle of other tools.”

Foegley says the multi-func-
tional trailers have helped his
company “experience a dra-
matic improvement in produc-
tivity.” He says his trailers are
usually configured for
hauling plants and bulk
material but that the sides
can be removed if his
crews need to haul a trac-
tor or skid steer. The
Versa-Trail, shown for
the first time at the recent
Green Industry Expo,
drew a lot of attention.

To learn more about
this trailer, visit the Web
site for Cronus Technology,
www.cronustechnology.com,
a sister company to Foegley
Landscape.

TIP 10: Gas ‘em up,
head ‘em out
Bill Coleman, owner/president
of Crabapple, Inc. in Alpharetta,
GA, wants his company’s fleet
fueled and ready the night be-
fore the next day’s tasks.

“We spoke with a local fuel
company and had some tanks
installed at our site. The fuel
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company provides the tanks,
and we built a concrete pad for
the installation,” says Coleman.
“We have four 2,000-gallon
tanks, two for diesel and two
for gasoline, plus a smaller tank
for mixed gas.

"Before departing for the
day, each supervisor places a
sign on the dashboard saying
‘fuel’ or ‘no fuel.’ This flags us
to gas up the trucks that need
fuel, and in turn we get rid of
major portions of our ‘morning
circus’ by eliminating the fuel-
ing activity from the morning.

“There still remained the
issue of employees expecting to

get their breakfast. I decided to

make a breakfast available to
them at our site at no cost to
myself. So I contacted a local

guy with a canteen truck who
sells coffee and breakfast items
directly from his vehicle. He
brings his truck by at 6:30 a.m.
It gets him customers, and it
saves us time,” says Coleman,
whose 85-person operation
does about $5 million annually
in landscape services. Lm

— The author is a frequent con-

tributor to LM. He can be

reached at grbwitt@aol.com.
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Matching precipitation rates from
12510 35 just got a whole lot easier.

s

PR nozzles famac Curta
plinology for superior water distribi
%, throughout the radius range.

Install Confidence: Install Rain Bird"
5000/5000 Plus rotors with MPR nozzles.

Rain Bird 5000/5000 Plus MPR nozzles simplify both the design process and the installation
of rotors, because they reliably deliver matched precipitation rates within and between rotor
radii from 25' to 35'. Additional design and installation advantages include:

» Time, water and money savings—MPR nozzles with exclusive Rain Curtain™ Nozzle

Technology make it easier to match precipitation rates within and between multiple radii,
while assuring uniform coverage throughout each zone.
Reduced risk of over- or under-watering—MPR nozzles precisely match precipitation rates
without the use of fixed arc plates or patterns, which greatly enhances coverage efficiency.
Expanded flexibility across a wide range of arcs and radii—MPR nozzles are available in
25', 30" and 35’ distance of throws in Q, T, H and F arc patterns.

Color-coded 25', 30'and 35'nozzle  For more information about how matching precipitation rates just got easier, contact your

trees are available with each tree
containing Q, T, H and F nozzles.

RaN I BIRD

Rain Bird Representative, or click on www.rainbird.com.
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GV OPERATION BASICS

Here’s a model to score

your three key business

drivers: customers,

FOCUS ON your

employees and

financials

business ‘gauges

BY BOB COULTER

andscape and lawn service
company owners typically
spend each workday
keeping a number of balls
in the air, in most cases
too many. Do you often
feel like you need an extra
hand so that you can juggle faster?

Whoa, slow down. Maybe you're
caught up in too many of the small, day-
do-day decisions of your company’s opera-
tion. Remember, you're the owner, right?
You're the driver, the person behind the
wheel. You're the guy or gal who steers
your business in the right direction and
keeps it on the smooth pavement.

And like any responsible operator, you
focus your attention on the direction you
want to go, regularly checking your gauges
to make sure your company is running
smoothly. Did we say gauges? You bet.

Gauges are good

You need gauges to keep track of your
three key business drivers — your cus-
tomers, your employees and your finan-
cials. With gauges, you can more easily
monitor and focus on the status of these
three building blocks of your success. Let's
switch analogies to explain this better.

continued on page 28

Dashboard gauges for key business drivers

The Owners’' Network participants
established these nine gauges that
make up the dashboard or score-
board. They focus the owner and the
entire company on the key things that
create breakthrough performance.

Customers:

Retention — Top companies retain
their customers to build great loyalty
and reduce marketing expenses

New sales — You must add new cus-
tomers to your base business to replace
those who are lost and for it to grow

Quality/survey results — Keep tabs on
what customers think about the
quality and value of your service

Employees:

Retention — By retaining key employ-
ees, you achieve better stability, main-
tain important customer relationships
and enhance business efficiency
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Training — Improving the skills of
your employees puts your company in
a better position to achieve its profit
and growth goals

Productivity — Employee efficiency
reflects directly upon your company’s
profit margin and its ability to
compete in the marketplace
Financials:

Cash flow — You need to manage the
cash flow of your business to
maximize its potential

Revolving budget — Creating and
using a business plan and budget

provides your company with a road
map for managing its key elements
Net profit — Get the dollars to the
bottom line by managing the mar-
gins, controlling costs and leveraging
the business
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go while the sun shines. Like the
reliable John Deere 4000 TEN Series.
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guaranteed. Visit your John Deere
dealer before the sun sets too many
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continued from page 26

Look at your company as a three-legged
stool, with the legs being its customers, em-
ployees and financials. Neglect to place the
right amount of attention on any one of
them and your operation will wobble. Sure,
your company can get temporarily out of
balance because of a temporary crisis, some-
times because of the talent it has and some-
times because of the nature of the market-
place. Eventually, however, your customers,
your employees and your financials all must
be given their due if you want your opera-
tion to deliver consistent performance.

In an Owners’ Network Face to Face
meeting this past September, about 50
landscape and lawn service company own-
ers participated in site tours and dissected

At the site tour of Dan Foley Landscaping, Owners’ Network members were challenged to identify
the strengths of the company’s key business drivers and suggest improvements.

two successful Boston-area companies, ND

Landscaping and Dan Foley Landscaping.
The goal of the exercises was to identify
the strengths of the companies’ key busi-
ness drivers and to suggest improvements.
The owners of the two companies gra-
ciously opened their operations and al-

lowed us guests to do real life case studies.
Both companies set up stations where their

employees offered inside looks at how they
track performance in their particular areas
of responsibility — accounting, human re-
sources, maintenance, construction, shop
management, etc.

We toured each company during the
morning and spent each afternoon dis-
cussing and debating what we had ob-
served and heard. Each site tour ended
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Professional members of the
American Society of Irrigation
Consultants have passed

an extensive peer review and
qualification process.

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

Contact ASIC to find a consultant near you.

American Society of
Imgation Consultants
111 E WACKER 18th FL
CHICAGO, IL 60601
312.372.7090

FAX: 312.372.6160
WWWASIC.ORG
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What visitors told their hosts

Some suggestions that the Owners’ Net-
work participants made to strengthen
the key business drivers of host compa-
nies during this past fall's site tours:

p Ensure a clear accountability for all
the profit centers

p Strengthen bilingual communica-
tion to improve productivity

with us critiquing the host company and
brainstorming about how it could improve

its three key business drivers.

Ask questions

For many years, owners have been looking
for ways to measure how their companies
are performing. An excellent place to start
is by asking the questions: Are we winning
with our customers? Do we have the right
employees doing the right tasks? What is
the state of our financials?

But that’s not enough. You have to keep
score, meaning you have to install the
gauges. This will give you strategic advan-
tages because it allows you to assess your
company honestly and to compare it against
industry standards and key competitors.
More importantly, it gives you a basis for
making strategic changes or adjustments

By keeping an eye on the scorecards
(gauges) built around your customers, your
employees and your financials, you ensure
that every unit is working in the same di-
rection, while motivating employees, im-
proving reward systems and enhancing
company culture.

When organizations get clarity of direc-
tion, they elevate their performance. By fo-
cusing attention on the key drivers of suc-
cess, owners set expectations for future
performance, measure progress, reward
top performers and hold everyone account-
able for the results they produce. The
dashboard gauges provide the foundation
for assessing progress. Lm

— The author is an associate with JP Hori-

zons and can be contacted at bob.coulter@

comcast.net. To learn more about the Own-
ers’ Network, visit www.jphorizons.com.

P Get everything ready for work
crews the night before and develop-
ing the systems that reduce lost hours
at every level of the company

» Make money at what you are best
at. Create a niche that you can produce
effectively and make a higher margin

p Control overtime through monitor-

ing and drive accountability for it to
the foreman level

P Have the right people in the right jobs

» Improve the morning routine to
reduce lost production time

p Standardize equipment to reduce
maintenance costs and downtime

» Improve trailer efficiency

P Increase knowledge of staff on
what a win looks like for them

SEEDING
e

sl

The revolutionary and patented seeding
system on the Express Blower™ is unlike
anything you have ever experienced.

Seed a lawn, a slope, a berm, a rooftop
terrace, or even a riverbank

the profitability of your business.

all in one easy,
calibrated process. Call us today and ask
how an Express Blower™ truck can increase

Terraseeding”
Erosion Control
Athletic Fields

o

800-285-7227

www.expressblower.com
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idding for the land-
scape maintenance of
a large commercial
development can be a
grueling process. But
it doesn’t compare to

being chased by an
enraged elephant.

Just ask Mark Wehinger. At home in
Dublin, OH, Wehinger wields much
power as president of $12.5 million En-
vironmental Management Services, Inc.
But he found out last summer that that
power is reduced to nothing in the
African veldt.

The elephant, which Wehinger was
hunting, had finally had enough. “He
chased me for 100 yards, and was actu-
ally on my heels within 10 yards,” We-
hinger says. “I was zigzagging to avoid it.
But that’s the thrill.”

And Wehinger knows thrills all too
well. He estimates he’s been charged by
a dozen different elephants over the last
seven years, during which time he has
averaged six hunting trips per year. He
enjoys hunting elephants so much that
he’s set on doing it now every year.

“It’s the ultimate hunt,” Wehinger
explains. “It's the most dangerous and
most difficult animal to hunt. And there

Boys and

eir toys

These landscape company owners
are living proof that hard work
does reap grand rewards

BY JASON STAHL / Managing Editor

Wehinger with a red sheep he shot on the
Mexican border in Del Rio, Texas.
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Wehinger's trophy room at home showcases
over 100 heads that help him relive his
hunting experiences.

game, including elephants, cape buffalo,
leopards, crocodiles, hippos, kudus, elands,
water bucks and more. Because he hunts so

much, Winger has to make choices when it

comes to calling his full-time taxidermist.
“It comes down to how much room
you have,” he says. “If it’s an unusual

species then you try to have the whole

NEED A DECK

AHE Si7e Or

AN AIBRCBRAFT
CABRRBIER?

Mark Wehinger

Company name: Environmental Manage-
ment Services, Inc.

President/Owner: Mark Wehinger
Location: Dublin, OH

Founded: 1992

2002 gross revenues: $12.5 million

Employees: 230 peak season
Customer mix: 90% commercial

Services: Full service

comes a point when you start only wanting
to hunt animals that hunt you back.”
Wehinger began hunting small game
with his father at age 10. From the begin-
ning, he dreamed of hunting bigger ani-
mals, and his success as a businessman has
recently allowed him to do that. The
African safaris, Wehinger says, have been a
special treat. “I met a man 15 years ago
who booked safaris, and I told myself if I

ever had enough money | d hunt in Africa. A range of heavy-duty deck sizes - up to 72" - is just

one of the many options you can choose from on your
Yazoo/Kees mower. Featuring an engine with up to
34 HP, zero turning radius, built-in comfort, and much
more, every Yazoo/Kees is built to last. Need a mower
to help your productivity take off? No problem!
Yazoo/Kees.

Now, he’s essentially brought Africa
home with him. Winger has 100 mounted
heads in a 2,200-square-foot trophy room
at his home and 250 mounts in his office.
The trophy room is decorated in an African
theme and features heavily reinforced walls
Contact your local YAZOO/KEES dealer

or call 1-877-368-TURF

www.yazookees.com

(for the mounts) as well as a large bar, big-

screen television and pool table. The

mounts include 150 different species of
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body mounted. Common ones you just
have shoulder-mounted. You get them

mounted because it’s nice to relive the

experience.”

Wehinger almost loves the tools he
uses to hunt as much as the animals he
goes after. He has a collection of 170
hunting rifles, some of which are so valu-
able his insurance company won't cover
them unless they're stored at all times in a
locked gun safe.

No overnight deal

Hold the envy, though — none of this hap-
pened overnight. Wehinger emphasizes
that to make any business successful, a per-
son must first be willing to make sacrifices.

“People say I wish I had that — until I
tell them how I got it,” Wehinger says. “I
paid myself $20,000 a year for the first five
years. All of the high level people in the
company made more than I did. Most of
the profits went back into the cash flow so
we could continue expanding. It’s only
after you grow to a certain point that things
settle down and you get paid better.”

Of course, it also depends on the
growth mode an individual wants to pur-
sue. Wehinger was interested in huge
growth right away — 40% a year. That'’s
why he chose to give himself a paltry salary.

“But if you're on a slow growth mode
you can pay yourself more,” Wehinger
says. “If you want to grow fast, though,
without being leveraged to the hilt, you
pay yourself just enough to get by.”

Only 11 years after its inception, Envi-
ronmental Management Services grosses
$12.5 million. Now, instead of the 40%
Wehinger used to seek, he now shoots for
4% to 8% annual growth. What
Webhringer and his company have always
sought is employee happiness, which in
turn brings customer happiness. That’s
why employees of his company are re-

warded for everything from having perfect

driving records for one year to staying in-
jury-free for one year.

“Plus, based on the profitability of the
company, we hand out bonuses at Christ-
mas,” Wehringer says. “We also pay our
employees roughly one dollar per hour
above the going rate so that we can recruit
the best employees in the city. We take
care of our employees, and they in turn
take care of customers.”

Water afficionado

The year was 1976. Wild Cherry’s “Play
That Funky Music” was probably blasting
out of the radio when Mike Rorie was on
deck cleaning his 1972 19-/2-foot Sea Ray
he bought for $4,000.

Three years later, he would found
Groundmasters, Inc., the company that al-
lowed him to buy a boat last June that
made the ol’ Sea Ray look like a bathtub
toy. The new “boat” is a $500,000 Fantasy
Custom Yacht. To him, the move upward
has been a natural progression.

“I'm very goal-oriented,” Rorie says.
“That’s how we've been able to go from a
$5,000 boat to a $500,000 yacht. I've
probably gone through 25 boats. It’s all
equally proportionate.”

Proportionate to King Kong, maybe.
Rorie’s new 102-foot-long, 20-foot-wide
toy features, among other things, four bed-

Mike Rorie

Company name: Groundmasters, Inc.
President/Owner: Mike Rorie
Location: Cincinnati, OH

Founded: 1979

2002 gross revenues: $16 million
Employees: 240 peak season
Customer mix: 100% commercial
Services: Commerdial landscape manage-
ment and installation
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Rorie’s $500,000 Fantasy Custom Yacht, a
natural progression, he says, from the 19-foot

Sea Ray he bought in 1976.

rooms and three baths, a saloon, hot tub,
50-in. satellite plasma entertainment cen-
ter with DVD, surround sound, sub
woofer and 50-disc stereo system, and
granite countertops throughout. The top
deck runs the whole length of the boat and
features a 42-ft. covered roof. On top of
this deck is a third deck Rorie jokingly
calls the “heliport for the future.”

If the yacht itself isn’t enough to keep
one amused, Rorie has a pair of jet skis tied
on the back for added fun. And there’s
plenty of water to explore — he docks it
on Lake Cumberland in Jamestown, KY,
which, at over 100 miles in length with
more than 1,200 miles of shoreline, is one
of the largest manmade lakes in the United
States. If he doesn't feel like captaining the
yacht about or playing on the jet skis, he
can always go for speed on his other boat: a
33-ft. Formula with twin 496-cubic-inch
fuel-injected engines.

Even though Rorie is at the helm of a
$16 million operation, some might worry
about such lavish purchases affecting the
company's bottom line. But Rorie is quick
to note his purchases weren't made with
company funds.

“Ultimately, your people shouldn't feel
like your lifestyle has anything to do with

continued on page 34
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continued from page 32
how much they'll get paid or how much
they can achieve,” Rorie says. “Our com-

pany is profitable, and people are paid at or

above competitive levels. There may be
owners of smaller companies whose
lifestyle is preventing good em-
ployees from getting paid what
they deserve or preventing the
company from going forward,
but we’re not in that category.

“A good deal of the industry
could find themselves in that situ-
ation if they value themselves
with what they feel they’re worth
at the company’s expense,” Rorie
adds. “Tt's good to keep things in
moderation.”

As Rorie has rewarded him-
self handsomely, so does he feel that
employees should also share a piece
of the success. Groundmasters’ profit-
sharing plan, he says, comes straight
out of the bestselling book, “The Great
Game of Business.”

“Rewards require competency and the
fact that you achieved rewards through
profits,” he says. “A lot of businesses aren’t
focused on competency or the ability to
earn profits, which means there’s a lot of
wasted energy out there.

Booth Hemingway
Company name: Piscataqua Landscaping
Company, Inc.

President/Owner: Booth Hemingway
Location: Piscataqua, NE

Founded: 1979

2002 gross revenues: $2.1 million
Employees: 38 peak season

Customer mix: 55% commerdial,
45% residential

Services: Full service

“We have several high
wage earners in our com-
pany,” Rorie continues.
“We run open book man-
agement so people know
what we earn from the
managerial level up. The
more we earn, the more we distribute, and
everyone knows that.”

Born to ride

Booth Hemingway scoffs at the idea of
staring at his vintage motorcycles on dis-
play at some museum. One gets the im-
pression he’d sooner sell his landscape
company and enter the boutique business
than put his bikes behind glass.

“They’re meant to be ridden,” he says
flatly.

And ride them he does, usually on
weekends. That includes the 1934 Indian
Chief Maine State Police motorcycle val-
ued at over $40,000. It's the only Maine
State Police motorcycle in existence. That’s
probably the reason he watches the
speedometer when riding it.

Hemingway also owns a 1941 Indian
Scout Army bike that the Russian army
had used in World War II. This motorcycle
isn't as rare as his other one, and, Heming-
way laments, isn't in its original condition.

“The first motorcycle show I went to
for Indian motorcycles, I pulled in and
saw the exact same bike in original condi-
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Despite the fact that this is the only Maine State Police motorcycle in existence,
Hemingway rides it with abandon.

tion,” he says. “A bike like that is more
valuable if unrestored. Plus, there’s a cer-
tain sense of satisfaction of owning an
original bike.”

Rounding out Hemingway's “wheel”
collection is a 1980 BMW 6 Series Coupe,
a 1972 Suzuki TS250 motorcycle and a
2004 BMW 1150 GS street trail bike.
“That's the bike to own if you're going to
travel the world,” he remarks. “You can go
off road with it.”

Hemingway has his eyes set next on a
Ducati motorcycle, a real crotch rocket
that can reach speeds of over 130 miles per
hour. But he'd never push it to its limit.
“I'd never go that fast. I'm only part crazy.”

Aside from the 1934 Indian Chief,
most of the wheels in Hemingway's collec-
tion aren’t very valuable. He collects the
other bikes and cars for “nostalgia.” Besides,
he doesn'’t yet consider himself in the class
of business owner who can buy just about
anything he wants. The winter season puts
a dent in his cash flow. Snow removal ef-
forts only bring in half the income the
company needs. So while he enjoys collect-
ing bikes and cars, he must be reasonable
with his purchases.

“I'm staying at $50,000 or less,” he says.
“I also look for bargains. If my business
made money year-round I might be able to
afford more, but even then you have a re-
sponsibility to educate your kids and set up
your retirement.” Lm
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Turfs for many

BY DR. MELODEE L. FRASER AND
CRYSTAL ROSE-FRICKER

hen it's time to
finish a landscape
construction pro-
ject by installing
the turf, do you
think about the

research and de-

velopment that went into that bag of seed
or pallet of sod? Have you ever considered
that a plant breeder had specific manage-
ment challenges in mind when he or she
was developing that turfgrass? Turfgrass
breeders work on many projects with
many species, but the goal is always the
same: to minimize the management inputs
that will have to be put into the turf.
Tremendous progress has been made in
breeding grasses for turf. Some characteris-
tics have been relatively easy to improve
and the benefits are easy to see. Others are

more difficult.

New advances
Darker green varieties require fewer nitro-

gen fertilizer applications to look attractive.

Lower-growing varieties reduce mowing
frequency. Higher density varieties provide

less room for weed encroachment. Vari-

|

challenges

_# #r ! F |
; | Greenhousé §alt\bath§ test

turfgrasses’ respé?tse 1o high
salinity levels.

|

Industry’s demands fpr turf to solv

key management isspes drivé turfg

breeders to keep co1

ing up with

“new and inipn:oved” grasses
&Y

eties that contain fungal endophytes have
improved insect resistance. Newer ad-
vances in turfgrass breeding are producing
exciting results: varieties with improved
heat tolerance, disease resistance, salt toler-
ance and herbicide tolerance are examples.
How are these varieties developed?

Some of the turfgrass breeding projects
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s 7

we conduct at Pure Seed Testing, Inc. are
described in the following paragraphs.

Pure Seed Testing, Inc. operates two re-
search farms where turfgrass breeding pro-
jects are jointly conducted — one in Oregon
and the other in North Carolina. The warm,
humid climate in North Carolina

continued on page 38
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continued from page 36

allows for selection of cool-season turfgrasses
with improved heat tolerance to summer
diseases. Simultaneously, the Oregon envi-
ronment allows for evaluation of turf quality
and improvement of seed yield and seed

production disease resistance. An example of

the success of this coopera-
tive breeding program is a
project dedicated to im-
proving brown patch resis-
tance in tall fescue.

The primary disease
that attacks tall fescue in
its major use area is brown
patch. Caused by an ag-
gressive fungal pathogen,
Rhizoctonia solani, brown
patch is most problematic
in warm, humid weather.
While brown patch can be
controlled with fungicides, it's often used in
lower maintenance areas where preventive
fungicides aren’t routinely applied. The best
control for this disease, therefore, is genetic
resistance in the tall fescue host.

At our North Carolina research farm,
tall fescue turf trials are planted each fall.
During the summer, these trials are man-
aged to encourage brown patch disease de-
velopment. The trials are evaluated for dis-
ease symptoms throughout the summer and
plots with little or no visible disease symp-
toms are identified. Plants are dug from
these plots and are planted into spaced-
plant nurseries, in Oregon, where they can
be evaluated for seed yield potential and
seed production diseases like stem rust.

Plants with good disease resistance and
yield potential are allowed to interpollinate.
Seed is harvested and used to plant turf trials
in Oregon again the next fall. The turf plots
in North Carolina are managed to encourage
brown patch development, and the turf plots
in Oregon are rated for overall turf quality.

This cycle is repeated until varieties that

maintain good brown patch resistance, turf
quality and seed yield are identified.

Pass the salt

Salt tolerance is becoming increasingly im-
portant in many turfgrass situations. More
turf areas are being irrigated from poor
quality or effluent water sources. Many
sites, such as seaside and roadside turfs,
come into direct contact with salt or salt-
water. Turfgrass varieties with salt toler-
ance are valuable for these sites and should
help reduce maintenance costs.

We've been studying genetic salinity
tolerance in several turfgrass species since
1995. In greenhouse salt baths, turfgrasses
are subjected to high salinity levels created
with a synthetic ocean mix. We have con-
ducted trials with all cool-season turfgrass
species and Bermudagrass.

Plants that survive at high salt concentra-
tions are selected from these greenhouse tri-
als and are crossed with one another. Result-
ing seed is used to establish turf evaluation,
seed yield and additional salt screening trials.
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Tall fescue undergoes We have devel-
salt screening trialsto  oped at least three
test its performance perennial rye-
against high salinity grasses that can
levels. survive 17,000

ppm as whole
plants in an ocean bath. We have also
learned that some varieties can germinate
with saline water and others can’t. Charger
Il had an 84% germination rate at 10,000
ppm. “Moonlight” and “North Star” were
the top Kentucky bluegrasses out of the
Commercial NTEP that tolerated 10,000
ppm for three months. “Tar Heel II' and
“Pure Gold” were the top tall fescues that
tolerated 25,000 ppm for two months.

Herbicide tolerance

We've also been working on the develop-
ment of herbicide tolerant turfgrass vari-
eties for more than a decade. Through con-
ventional breeding techniques, cool-season
turfgrass plants have been selected for ge-
netic tolerance to one or more of the fol-
lowing herbicides: diclofop, glufosinate,
glyphosate and imazethapyr. Individual
plants are sprayed with various rates of
herbicide at different stages of the plants’
development. Surviving plants are selected
and crossed with one another. Seed is sub-

continued on page 40



Our newest zero turn mower has it all.
Including a gas pedal.

" Introducing the new Kubota ZG - the zero

turn mower designed especially for small
commercial operators. With its V-twin gasoline
engine, heavy-duty deck and durable shaft-
drive transmission, you can take on the
toughest turf all day long...and the next day,
and the next day and...well, you get the idea.

ZG Series

20 HP and 23 HP commerical-grade
V-twin gasoline engines
\ Heavy-duty deep deck design
Shaft-drive transmission
Wet, multi-disk PTO clutch
4 / W Hydraulic deck lift
‘ y ‘ Foldable ROPS
\ } \ Built-in mower jack

7 _Advanced mulching system (optional)

CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION.
| B FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-888-4-KUBOTA, EXT. 403
J o q : OR WRITE TO KUBOTA TRACTOR CORPORATION, 3401 DEL AMO BLVD., DEPT. LM, TORRANCE, CA 90503.
EVERYTHING YOU VALUE FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION.

www.kubotaZG40.com
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continued from page 38
sequently harvested and used to start a
second round of selection for herbicide

tolerance. This cycle continues for a

number of generations until a variety with
herbicide tolerance is developed.
Once a turfgrass variety has been deter-

mined to have valuable improved charac-

BEA DING PLATFORM BODIES

Quality and durability
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for optimum durability and
protection. What makes

Reading bodies so tough?
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priming
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* Full undercoating
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topcoat

Immersion

It all adds up to a winning
combination
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trademark of Reading Body Works
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teristics, seed of the variety must be in-
creased to make the variety available to the
turfgrass management customer. The
breeder produces a small amount of
}\!‘\‘k'dvr \m\l‘ W l]l\ ]1 1S }\].mt\-d to Prc uiu\ €a
generation of foundation seed. Foundation
seed is planted to produce certified seed

A turfgrass manager can assure her-
self/himself of high quality seed by pur-
chasing seed that has a blue certified seed
tag on the container. This is your assurance
that you're buying the variety that the
breeder originally developed and that the
quality of the seed product is high as well

The future looks bright for turfgrass
managers with several choices available
The turfgrass seed or sod purchaser should
try to be aware of the special beneficial
traits some varieties have compared to the
“beauty contest” winners in some data sets,
such as disease resistance, drought toler-
ance or improved summer or winter per-
formance. Some new releases from Pure
Seed Testing for the future will include a
salt tolerant bermuda and a glyphosate tol-

erant Kentucky bluegrass.

Years of development

It takes years of dedicated observation,
selection, breeding and evaluation re-
search to develop an improved turfgrass
variety. A turfgrass manager can reduce
turf maintenance expenses by using im-
proved varieties.

University turf trials and the data pub-
lished by the National Turfgrass Evaluation
Program (www.ntep.org) are good places
to research new varieties. Review turf trial
data, work with a reputable seed or sod sup-
plier and purchase high quality seed prod-
ucts to ensure the success of your next turt-
grass installation or maintenance project. Lm

Fricker serves as Director of Researc h
West for Pure Seed Testing, while Dr. Fraser
is Director of Research-East. They can be

reached at 503/263-0742.
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ALCA's three new training manuals for hAdl4
landscape maintenance, installation, <,"/371/>

and irrigation technicians!

S —,
Q\ﬁ?

Landscape Landscape Landscape
Training Manual Training Manual Training Manual
for Maintenance for Installation for Irrigation
Technicians Technicians Technicians

e Written by landscape profession-
als for landscape professionals

* Latest landscape maintenance,
installation, and irrigation
information

* Step-by-step how-tos for getting
work done right the first time

Order online at www.alca.org * Troubleshooting guidelines for

or call toll free (800) 395-2522 the field

A

¢ Checklists for equipment opera-
tions and maintenance

* Easy-to-read text

e Numerous illustrations and
photos

* First aid and safety guidelines
¢ Plus much more

ASSOCIATED LANDSCAPE
CONTRACTORS OF AMERICA
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ADVICE YOU CAN USE

A client told me that landscapers don't plan
because they're addicted to the adrenaline rush of
doing everything at the last minute.

Skip the adrenaline rush

42

BY ED LAFLAMME / Guest Columnist

o you put things off until the last
minute, forcing yourself and your
staff to scurry around to try to get
everything done? When the last
item has been tackled “in the nick
of time,” you pat yourself on the
back and praise yourself and your
staff for a job well done. But you vow to never
procrastinate again.

What a rush

One of my clients told me that landscapers don’t plan
because they're addicted to the adrenaline rush of
doing everything at the last minute. That's something I
can relate to. I still remember when the last load of
sand desperately needed for one of our accounts was
still not delivered as snow began to fall. Yikes!

Yes, when I owned my company it was no differ-
ent. The larger I grew, the larger the “sea of details” be-
came. What made it particularly difficult for us in New
England was the constant change of seasons.

Those in the snowbelt know that there is a lull in
winter which makes the spring that much more diffi-
cult, as the company is “reborn” after a long winter's
nap. So much has to be accomplished in so little time.
If any of the many important details are forgotten and
not addressed during the winter, the spring startup
could be a real problem.

For example, one spring we forgot to order and buy
uniforms for the new employees. This was embarrass-
ing because we often talked up how our people are
“clearly identified by our distinctive uniforms.”

Does this sound familiar to you? If so, perhaps I
can help you by telling you how we resolved our own
problem. I created a calendar of events, a revolving “to
do” list. It’s simple and takes surprisingly little time.

Create a calendar

Here's how to do it: Project-manage your company
like you would a large landscape job. When you have
your weekly staff meetings, keep a list on a calendar of
the items that need to be done on a recurring basis.
List the item, start date, completion date and who's in
charge of the initiative. There’s plenty of project man-
agement software, from simple to extremely complex,
to help you accomplish this if you're interested in
going that route.

Start your staff meetings with a brief review of the
items. Look for potential “showstoppers.” Be sure not to
miss any starts, and take deadlines seriously. It's as sim-
ple as that. But from my experience, companies large
and small are guilty of not having this type of process.

If you think this would help your company, then
add one more New Year's resolution to your list and
create your own “calendar of events.” At the end of
one year, you'll be surprised to see the dozens of items
on your list. Once you have one year’s history estab-
lished, the benefits of your past documentation will be
amazing. This process will help you manage your com-
pany more efficiently and in a more organized manner.
And if you miss the adrenaline rush, take up race car
driving or something.

— The author built and operated the largest landscape

company in Connecticut before selling it in 1999.

He now operates Grass Roots Consulting, Inc. He can

be reached at ed@grassrootsconsulting.com.
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www.commercialpower.com

LUGLITTHEL T your total power solution.

Knowledge is power. We've done our homework.
Now it's time to earn your business. We have the right
people. The right resources. The right support.
The right engines. Premium-grade Vanguard- engines,
manufactured through alliances with Mitsubishi Heavy
Industries and Daihatsu, a member of the Toyota Group.
We are Briggs & Stratton Commercial Power. The new

total solution that will change the way you power through

vour 2. TRUST THE POWER™

'BRIGGS & STRATTON

COMMERCIAL POWER
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Your Power Solution

Commercial Driven Team - Customer Focused - World-Class Products - Application Expertise - Comprehensive Service & Support
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BUSINESS

Time to get everything ready for the upcoming season,
from your finances to your service objectives.

PLCAA REPORTS

Your lawn care ““to do?’ list

44

BY EWALD ALSTADT

inalize business plans for the
upcoming lawn care season and re-
view everything in your business
from financial planning and business
development to technical and
service objectives. The Professional
Lawn Care Association of America

(PLCAA) offers the following checklist to help

you start the new year off right:

Financial planning

Review all expenses and determine what your major
costs will be (personnel, equipment, office space).
Measure these expenses against your revenue from the
previous year to determine if your revenue level is
enough to maintain profitability.

Examine any outstanding receivables from the previ-
ous year and determine what can be done to improve
your collection and invoicing processes. Update and
train your employees on the new procedures.

Revisit your vendor relationships. Can you save

money by using different vendors?

Customer/community relations

Communicate with your customers regularly. Cus-
tomer retention is the foundation of a healthy lawn
care business. If you don't have systems in place to stay
in contact with all of your clients, implement them.

Be a good corporate citizen. Join local business and
civic organizations to stay involved in the community
that supports you. Join lawn care industry trade associa-

tions such as PLCAA or your state or regional group.

These organizations will lend credibility and provide
you with access to best practices information.

Develop a plan to deal with customer complaints.
No matter how much you pay attention to customer
service, complaints will occur. Train your staff on how

to properly deal with customer service issues.

Technical

Stay current on new products and lawn care proto-
cols as they become available. Advances in technology
make it easier than ever to serve your customers.

Train your personnel on new products and proce-
dures. They need to be aware of safety concerns associ-
ated with any new practices.

Implement only technologies that are safe, efficient
and make it easier for you to deliver a superior finished

product to your customers.

Servicing

Review service routes and schedules for the most ef-
ficient use of company travel time, and allow for the
addition of services and customers when planning
routes.

Examine the previous year’s production/perfor-
mance statistics to determine ways to increase produc-
tion and decrease costs.

These are just a few simple pointers to consider
when planning for 2004. Additional resources and tips
on ways to manage and grow your business are avail-
able at PLCAA’s Web site, www.plcaa.org.

— Ewald Alstadt, President-Elect of PLCAA, is Director
of Operations at Lawn Doctor corporate offices in
Holmdel, N.J. He's a seasoned professional with more

than 22 years of experience in the lawn care industry.
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A pertfect fit. Every time.

Introducing Easy Fit Compression Fittings.

Rain Bird’s new Easy Fit Compression
Fittings accept multiple sizes of tubing,
allowing you to carry less inventory — and
still get the job done right.

What's more, we've engineered a new easy
fit design reducing the amount of force
needed to insert the tubing, saving you time
and effort in the field. After a few hours on
the job, you'll thank us.

Use Easy Fit fittings instead of the 600 and
700 series compression fittings. Available
in elbow, coupling and tee, the fittings are
compatible with .63"-.71" (16mm-18mm)
OD tubing.

Made of durable, UV resistant plastic,

the fittings house a Buna seal to ensure
long-term leak free connections.

Easy Fit Compression Fittings.
Install Confidence. Install Rain Bird.

RaN I BIRD

For more information, call 1-800-RAINBIRD or visit www.rainbird.com

Circle No. 118


http://www.rainbird.com

BUSINESS

RAISING THE BAR

A company with good accountability has clear policies
for how things are to be done, and €vVeryone is
expected to follow those policies.

BY BRUCE WILSON

ne of the most significant shortcomings
of many companies is their inability to
hold people accountable. It shows it-
self in many ways, some of them quite
subtle. Sometimes things that seem
minor are a sign of a bigger problem.

For example, in many offices
there are little “in or out boards” posted by the recep-
tion area. Usually they’re there for the person answer-
ing the phone or greeting guests to know who's in and
who's out and when they’ll return. In my experience,
some employees are pretty good about keeping this up
and some aren't. If a company allows some to do it and
some to not do it, they under-

" 4 mine their culture of ac-
countability. They
send the message

that it's okay not

to follow a pro-

cedure set up to
enhance company

performance.

It starts at the top

How should a company build

more accountability into its orga-

nization? It starts at the top. The

owner must see this as being an im-

’ portant element of company culture.
The owner must be accountable to the

same things that he or she expects others to

be accountable to.

Hold people accountable

Job descriptions should be clear in what the ex-
pectations are for each position. The “key results”
part of the descriptions should be measurable. The
organization chart should be clear in outlining chain
of command.

A company with good accountability has clear poli-
cies for how things are to be done, and everyone is ex-
pected to follow those policies.

There’s also a culture of doing things right the first
time in a culture of accountability. It isn't okay to
occasionally get sloppy. High standards are set, and
work is performed to those standards. The standards
are clear, and, if not met, immediate corrective action

is taken.

Killing the culture

Conversely, there are some things that kill the ac-
countability culture. One is procrastination in taking
care of problems. Little excuses creep into holding
people to company standards. “People are tired, it has
been a long summer, etc.”

Another excuse is just being too busy. Everyone is
so busy they don't have time, so little things slip, then
big ones slip and accountability is shot.

Don’t mix “blame” with accountability. If the cul-
ture shifts to one of “blame,” there are some bad out-
comes. Two big problems result in a “blame culture”:
One is that people don’t want to do things for fear of
making a mistake, and the other is problems get covered
up instead of being solved.

— The author spent 30 years with Environmental Care,
Inc. before partering with Green Industry entrepreneur
Tom Oyler to form the Wilson-Oyler Group, which offers
consulting services. Visit www.wilson-oyler.com.
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THE ORIGIN
OF THE SPECIES

In 1964, Excel Industries, Inc. introduced the first true-zero-degree-

maneuverability. This emphasis on intelligent design has produced
turning lawnmower. Named the "Hustler", it featured lever a long line of innovative machines. Now, 40 years later, Hustler

: steering and counter-rotating drive wheels for the ultimate in Turf Equipment is still leading the way in professional lawn care.

HUSTLER 1 -800;39”5-4757

Turf Equipment; = www.susrierrurFeauipmenT.com


http://WWW.HUSTLERTURFEqiUIPMENT.CDM

Innovations

HOT NEW PRODUCTS
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Irrigation

controls 101
Rain Bird's new online tutorial for
the ESP-LX+Series Irrigation Con-
troller will help contractors train
employees and it will also reduce
callbacks by providing homeown-
ers with step-by-step answers to
many common controller ques-
tions. The tutorial features an easy-
to-use “virtual” controller. Basic
programming and operation tasks
are clearly explained, including
how to set the time and how to
modify irrigation systems. It also
provides an overview of controller
scheduling and a helpful glossary.
For more information visit
www.rainbird.com/
circle no. 297

2 Big Block party
Briggs & Stratton Commer-
cial Power put some muscle into its
new line of Vanguard V-Twin Big
Block air-cooled and liquid-cooled
commercial engines. The 25- to
35-hp engines offer more horse-
power for commercial applications
and feature an advanced debris
management system to allow
them to run cooler and cleaner. A
new intake and exhaust system
with a large-column muffler pro-
vides quieter engine operation

For more information contact
Briggs & Stratton at
www.commercialpower.com/
circle no. 298

One smart system

As a standard feature on all
100 and 200 Series Gravely riding
mowers, the Eye-Q Productivity
System does everything from as-
sessing equipment maintenance
needs to analyzing time manage-
ment. Monitor average cutting
speed, locate jobs automatically
and track individual hour meters
for ignition time, engine time and
PTO time. In addition to optional
sensors available, induding GPS
and temperature, there’s also a
wireless remote download module
called Scanmate that allows an in-
dividual to manage relevant infor-
mation from a personal computer.
For more information contact
Gravely at 888/852-3390 or
www.gravely.com/
circle no. 299
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New Kubota UV
4 arriving in Feb.
Look for Kubota’s first ever utility
vehicle, the RTV900, in dealerships
in Feb. 2004. It combines Kubota
diesel engineering with a
matched transmission and hy-
draulic power steering. It also
boasts a braking system that never
allows it to enter a free-wheel sta-
tus when traveling downhill. This
UV features 4WD with a 2WD se-
lection, front and rear wet-type
disc brakes and is powered by a
Kubota three-cylinder, liquid-
cooled diesel engine rated at 22
PTO hp. Equip it with more than
25 accessories.
For more information contact
Kubota Tractor Corp. at 888/458-
2682 or visit www.kubota.com/
circle no. 300
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GREAT NEW BENEFITS, NICE NEAT LITTLE PACKAGE.
JUST WHAT YOU’VE BEEN ASKING FOR.

AquaCap™

Pendulum® preemergent herbicide has always offered
you unbeatable weed control and unmatched value.
But in response to customer demand, we've made it
even better. BASF Professional Turf is proud to offer
Pendulum” AquaCap”.

Pendulum AquaCap encapsulates a water-based
formulation of the indusiry’s leading preemergent active

ingredient using a process patented by BASFE The result
is a nice, neat little package of benefits, including:

* Water-based formulation

* Virtually no odor

* Reduced staining potential

* Increased ease and flexibility of

handling, mixing, and clean up
* Improved storage stability

To learn more about how you can unwrap the potential of Pendulum AquaCap, visit www.turffacts.com.
Pendulum AquaCap is currently labeled for golf course and commercial and residential* lawncare use.

WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

BASF

*Pending state registration approval.
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TECHNOLOGY = MAINTENANCE TIPS

Oil analysis isn't a substitute for timely
oil changes. It's a tool for the preventive
maintenance-oriented fleet manager.

Is there a magic o0il?

50

BY HARRY SMITH / Guest Columnist

here seems to be as much mystery sur-
rounding motor oils today as there was
around patent medicines in the 1890s,
Many are billed as miracles in a jug.
The arrival of synthetic motor oils
increased the confusion. So what's
the truth? Or is there any truth to be
found? What works and what doesn’t? Is there an eco-
nomic advantage to using these lubricating elixirs?

When I'm asked about synthetics, “magic” motor
oils and the boring old standard motor oils, there’s
usually a question hidden behind the question.

What about brand “X"? Will it really keep the en-
gine running after it’s drained from the sump? What
about “Y"? Does it really reduce friction and add
horsepower? All of these questions have a common
denominator. The real question seems to be, “Can |
skip or eliminate oil changes if [ use one of these oils?”
The short answer is “no.”

A little logic
Here's a quote from Briggs & Stratton, the folks who
have probably built more engines than anyone. “Use of
synthetic oils does not alter required oil change inter-
vals.” It doesn’t take a huge leap of logic to surmise
that any oil you put in a Briggs & Stratton engine falls
under the same rule. If you pay $5 for a quart of oil
instead of $1.50 and the change interval is the same,
then there’s no cost savings.

The next question is the concept of “added horse-
power” and increased durability. My personal experi-
ence suggests that engines that have their oil changed at

the recommended intervals don’t have durability prob-
lems. On the question of increased horsepower, most
“evidence” is anecdotal. There are usually no replicable
scientific experiments that prove more than tiny horse-
power gains. If a unit is underpowered, then you have
an engineering or engine selection error. Oil won't fix it.

So what oil do you use in those air-cooled and
small water-cooled engines? Just look in the owner’s
manual or go to the engine manufacturer’s web site.
Some of the recommendations can be confusing. Some
engines can use multigrade oils and some can’t. Gener-
ally, older engine designs require 30 weight API J spec-
ification oils. Newer engine designs can accommodate
multigrade oils. Don’t guess — look it up.

It's magic

So is there any magic? Actually, there is. If you're
operating a large fleet and want predictive information
on how your engines are doing, then set up an oil sam-
pling plan. Find a reliable testing lab and work with it
to set up a sampling program. The folks there will
keep you informed about engine condition. Their in-
formation will help you spot potential bearing failures,
silica ingestion and antifreeze in the oil before a cata-
strophic failure occurs. These labs can analyze motor
oil, hydraulic oil and gear oil. An early warning of a
potential failure in an expensive hydrostatic transmis-
sion will pay the lab cost for many years.

Remember, oil analysis isn't a substitute for timely oil
changes. It’s a tool for the preventive maintenance-ori-
ented fleet manager. It's more reliable than “magic” oils.

— The author is the turf equipment professor at Lake
City Community College, Lake City, FL. He can be

reached at Smithh@lakecitycc.edu.
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Presenting the new Snapper Z. ; 2 ' and offer a great cut with 48", 52" or
Powerful, dependable, durable, with . { 61" mowers. You'll tackle any size mowing
impressive features at every turn, the . : challenge quickly and comfortably. As easy
Snapper Z puts you in total control. S G N as it handles each new job, you'll find the Z
This mid-mount commercial rider is equipped Y o just as easy to maintain. So make your own mark
with a rugged, 7-gauge welded steel deck and solid on the landscape
steel deck stabilizer bars. You can power up with the with the new MPE”

19-HP, 21-HP or 25-HP Kawasaki V-Twin OHV engines Snapper Zero Turn.

www.snapper.com
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Granular

fertilizers

— old friends revisited

ranular fertilizers are the
“old folks” of the indus-
try. They seem to have
been around forever, and,
in fact, have been. Why?
Because they're easy to
manufacture, store and
handle. Also, because of the millions of
tons used in agriculture, they're relatively
inexpensive. Last but not least, they can be
blended into custom mixes to fill your
exact needs.

After World War I, manufacturers fine-
tuned their ability to manufacture dry fer-
tilizer. At the same time, research funding
at land grant universities was increasing.
This research showed the value of sound
fertilizer programs for raising crops. In-
creased fertilizer use on crops led to more
tons being manufactured with a resulting
drop in price.

This work led to questions about the

exact fertilizer needs of turfgrasses. During

the early 1920s, O.J. Noer, an employee of

This practical guide
reviews the basics
of turf fertilizers
and which to use
for your properties

BY MIKE ARCHER

Milorganite and a University of Wisconsin
student, carried out the first scientific work
concerning turf fertility. His work contin-
ues to be the basis of sound turf fertilizer
programs today.

Growing plants use nitrogen in relatively
high amounts compared to other nutrients.
Nitrogen is also lost to the atmosphere and
leaching, and is consumed by soil microbes.
Nitrogen management is one of the most
critical aspects of your fertilizer program.

Ideally, in order to get the best results
form nitrogen fertilizer, you would apply a

small amount every day. Not very practi-
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cal. But by combining slow, moderate and

fast release nitrogen elements into your fer-
tilizer blend, you can reduce the chance for
losses. Plus, you minimize the hours spent
spreading fertilizer.

Nitrogen fertilizers are classified by
their release patterns. Many factors influ-
ence the release rate: granule size, type of
coating, soil temperature, soil moisture and
environmental factors. Because of this,
given release rates are relative. They're
usually judged against the release of the
very fast release nutrients: urea, ammo-
nium sulfate and ammonium nitrate.

Nitrogen fertilizers are classified into
several categories:

P Water insoluble nitrogen (WIN).
These types have the slowest release rate of
nitrogen fertilizers on the market today.
Nitrogen releases slowly through microbial
action or very slow water dissolution.
Leaching losses are minimal, if they occur
at all. They have a low salt index, thus
are nonburning and safe to use near
sensitive roots and species. They don’t
degrade their release rate through blending
and handling.

P Slowly available water soluble
nitrogen (SAWSN). These types release
nitrogen faster than WIN products. This
class includes, but isn't limited to, coated
nitrogen products.

P Coated nitrogen. These types are



coated with waxes, paraffins or other mate-
rials such as sulfur. These coatings are ei-
ther slowly soluble or insoluble in water
and are often used in combination. They
can be applied less frequently than water
soluble products and still achieve good
growth and greening response. Leaching
losses can be greater than WIN sources,

but are much less than water soluble
sources. Poor and rough handling can crack
coatings, causing faster release. Blenders
often consider coated nitrogen products to
provide intermediate release.

P Fast release (water soluble) nitrogen.
These types release nitrogen to the soil im-
mediately upon application, given ade-
quate moisture. Because they release nitro-
gen faster than plants can use it, they're
also highly susceptible to leaching. They
can also cause plant leaf burn if applied to
wet plants. Frequent, small applications are
the best if these products are used alone.

Blenders often mix different nitrogen
ingredients. This results in a final fertilizer
that's a mixture of slow, intermediate and
quick release nitrogen. This allows the ap-
plicator to enjoy the benefits of quick
greening along with longevity of response.

This is particularly true when fertilizing
sandy soils, which are problematic due to
their inability to hold nutrients. They require
a high degree of nitrogen management. Fer-
tilizer blends that contain WIN, coated and
other slowly available nitrogen sources are
highly recommended for these soils.

However, this comes with a price. As a
rule, the longer that nitrogen takes to re-
lease, the more it costs. This increased cost
is offset by less application labor, less op-
portunity for leaching and nitrogen loss,
and continual turf greening.

Phosphate fertilizer sources
Phosphorus is an essential component for
plant growth and is critical in the energy
cycle of plants. Rapidly growing plants

need relatively high amounts of this nutri-
ent. These plants also tend to have poorly
developed root systems. Therefore, it's crit-
ical that phosphorus be placed near the
roots so plants don’t exhibit the purplish
color of P-deficient plants.

Although phosphorus is essential, you
usually only need to add small amounts to
the soil. Only when you're seeding, trans-
planting or sodding would you normally
add more than a maintenance amount.
Phosphates don't readily move through the
soil. Therefore, loss occurs through erosion
and removal of plant tissue. Similar to
potassium, when you mulch clippings,
you're recycling phosphates to plants.

Easy on the budget
The most economical source of phosphate
fertilizers are the ammoniated phosphates.
They contain between 10% to 18% nitro-
gen and 46% to 52% phosphate. Blenders
commonly utilize ammoniated phosphates
as their nutrient source.

Because phosphates tend to not move
through the soil, place them near roots.

COMMON FERTILIZER TYPES

Nutrient

Water insoluble nitrogen (WIN)

When you're seeding, sodding or trans-
planting, add phosphate fertilizer to the
soil at rooting depth. To get this essential
nutrient near roots of mature turf, apply
phosphate fertilizers immediately after aer-
ification before the holes fill up.

Potassium fertilizer sources

Proper potassium levels increases the dis-
ease resistance, tillering and general
growth of plants. Potassium attaches to
clay particles and doesn't easily leach, so
sandy soils require a higher degree of
potassium management than other soils.
Using coated potassium fertilizer on sandy
soils shows promise.

There are two major sources of potas-
sium fertilizer: chlorides (muriate) and sul-
fates. Chlorides have a high salt index, so
use caution when placing them near seed
or young seedlings. Sulfates, while still hav-
ing a relatively high salt index, are less
damaging to sensitive tissue. Potassium sul-
fate and potassium-magnesium sulfate fer-
tilizers are also excellent sources of readily
available sulfur.

Examples of Fertilizer Sources

Methylene urea (portion of total N)
Biosolids
Organics (Blood meal, feather meal, etc.)

Slowly available water soluble nitrogen
(including coated slow release fertilizer)

Methylene urea (portion of total N)
Coated urea

Fast release nitrogen

Urea

Ammonium sulfate

Ammonium nitrate

Potassium nitrate

Methylene urea (small portion of total N)

Phosphate

Ammoniated phosphate (10-52-0, 18-46-0)
Triple super phosphate (0-44-0, 0-46-0)
Organics (Bone meal)

Potassium

Muriate of potash (0-0-60, 0-0-62)

Sulfate of potash (0-0-50-175)
Potassium-magnesium sulfate (0-0-22-225)
Organics (sunflower fly ash, etc.)
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TECHNOLOGY TURF NUTRITION

In the early years of fertilizer blending,
segregation of different ingredients was
common. Only by purchasing a homoge-
nous manufactured fertilizer could a cus-
tomer be assured of getting a quality prod-
uct. Over time, it was found that making
sure ingredients were similar in size elimi-
nated this problem.

Blenders have since used different sys-
tems, most notably and recently the Size
Guide Number (SGN) and Uniformity
Index (UI), to size their ingredients. This
allows blends to compete in quality with
homogenous fertilizers, and gives a numer-
ical value to an ingredient’s size. It elimi-
nates confusion as to the meaning of
“mini,” “micro” and “fairway.”

The SGN is a measure in millimeters
(mm) of the diameter of each individual
granule. A small number, such as 90, indi-
cates a small granule of 0.90 mm diameter.
This would typically be a Greens Grade
size. A larger number, such as 160, indicates
a granule size of 1.60 mm diameter. This
would typically be a fairway sized granule.
Generally, a larger granule is less expensive
than a smaller one. Fertilizers with a small
SGN provide for more granules per square
foot, which is important for positive, consis-
tent results when fertilizer is used as a car-
rier for water insoluble pesticides.

The Ul is a measure of how uniform this
granule size is. A higher Ul indicates a higher
degree of uniformity. This leads to less segre-
gation, better spread patterns and more con-
sistent results. Ask your dealer about these
measures and what they mean for your

clients' properties.

Application

Before applying fertilizer to any large area,
sample and analyze the soil. Soils that have
been mixed due to construction make it es-
pecially difficult, if not impossible, to know
the nutrient history of the area. A soil
analysis will indicate current macronutrient

Do the math

It's easy to calculate the amount of fertilizer to apply.
Let’s look at an example:

Nitrogen required » 0.75 Ib. N per 1,000 sq. ft. turf

and, if requested, mi-
cronutrient levels, pH,
organic matter con-

Formula:

Fertilizer used » 6-2-0 Milorganite

Ib. nutrient required per 1,000 sq. ft.

tent, liming needs, the
amount of salt in the
soil, soil texture and

other information. Example: 0.75
Armed with your 0.06%
soil analysis and know-

ing what you're grow-
ing, requirements of
the property owner
and the budget you're
working with, your
fertilizer supplier can then give you the best
program for successful, consistent results.

Spreading
Before you can accurately spread any fertil-
izer, you need to calibrate your spreader
for that specific fertilizer. Many factors af-
fect spread patterns: the type of spreader,
use and abuse of the spreader, walking
speed, obstacles in the yard such as trees
and walks, and differences in fertilizer
products and how they flow are just a few.
Proper calibration of your spreader saves
you money and helps make sure that the fer-
tilizer you apply gets the results you expect.

Spreader calibration
If the fertilizer you're using gives a recom-
mended opening, start with this.

Using the formula above, calculate the
amount of fertilizer you need for a given
area, such as 200 sq. ft. Begin fertilizing,
starting along an edge and continuing until
the spreader is empty.

Measure the area covered. If you cov-
ered the exact area you calculated, write
down the spreader setting for that fertilizer
and continue spreading. If you covered less
area, close the spreader gate slightly and re-
calibrate. If you covered more area, open
the gate slightly and re-calibrate.

Sweep or blow off any fertilizer that gets
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percent of that nutrient in the fertilizer

= |b. fertilizer
required per
1,000 sq. ft.

12.5 Ib. per 1,000 sq. ft. of a 6-2-0
fertilizer required to give 0.75 Ib.
N per 1,000 sq. ft.

Thus, a 50-Ib. bag divided by 12.5 Ib. per 1,000 sq. ft. = 4,000
sq. ft. covered per bag

(*the % nitrogen in a 6-2-0 fertilizer)

on concrete, pavers or other impervious sur-
faces. Some iron-containing fertilizers will
stain. If this is a concern to you, check with
your supplier for products that don't stain.

Make sure you don't spread fertilizer
near or into water. Both nitrogen and
phosphate fertilizers will pollute water,
causing excessive algae and water plant
growth. This damages sport fish popula-
tions and detracts from the recreational
value of the lake or stream.

After you're done with your spreader for
the day, clean it. Oil any parts that the man-
ufacturer recommends. Store your spreader
where it won't be damaged. Sounds simple,
but throwing it on the back of a truck can
damage the impeller or change the gate set-
ting. If nothing else, it definitely doesn’t give
a professional appearance to your name on

the door of the truck.

Buying granular fertilizer

When buying granular fertilizer, under-
stand the “Guaranteed Analysis” statement
on the package. This is a legal document
that describes, in technical terms, the fertil-
izer in that package. A manufacturer may
represent a product to contain a large
amount of slow release nitrogen, but if the
label states that only 4 out of 22 units of
nitrogen are slow release, you can decide if
that’s what you're looking for.




The rest of this statement describes
each component of the fertilizer and who
is guaranteeing the analysis. If you have
questions about the Guaranteed Analysis
statement, contact your supplier or the fer-
tilizer manufacturer for help. Another
source is your local state Agriculture De-
partment representative.

Second, note the size of the granule
you're purchasing. If you're spreading a
nonwater soluble pesticide impregnated on
a fertilizer, you'll need to use a product
with a small SGN for best coverage and
weed control. Again, talk to your supplier
or manufacturer for help.

Third, check the condition of the fertil-
izer when you get it. If it’s already lumpy or
otherwise out of condition, send it back.
Store fertilizer in an enclosed area, with at
least a roof to keep rain off the bags. Even
plastic bags have air holes, which are placed
in them to aid in filling. Also, remember
that coated fertilizer ingredients lose their
integrity when you handle them roughly.

Finally, granular fertilizers offer you a
great value. Review this discussion when
you're looking at our program, talking to
your suppliers and looking for economical
ways to satisfy your customers. Lm

— The author is a research coordinator for

Milorganite with more than 30 years of

experience in the fertilizer industry.

1-800-642-4889

At Supreme, we don't cut corners. So you'll get a truck
body that works as hard as you do. Choose from our full
line of hardworking flatbed/stake truck bodies: Landscaper,
Vanscaper, Stake Body, or Dump Body. Designed to keep
your crews on time, on the job, on the money; built to
give you years of rugged service. So keep your business
running smoothly with a Supreme body.

SUPREMEcorp.com

Circle 122
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P Seek input from employees who
will be using them

P Ask for demos in real-life cutting
situations

» Limit manufacturers/models for
ease of maintenance, parts

P Ideal for turf areas with trees,
flower beds and obstacles

» Hot selling 40-in. models suited for
short runs, estate use

» Mom-and-pop operators prefer
48- to-56-in. decks

P Hot spot for commercial cutters is
60- to 62- in. range

P Over-70 in. mowers for large,
open areas, municipal uses

P Diesel-powered more expensive
but longer service

P Check attachment, accessory
availability before buying

TO PRODUCT RESEARCH

Cub Cadet

M60 Commercial Tank riding mower features a
27-hp Kohler V-Twin OHV engine and 60-in
Command Cut System deck. Other engines

available include a 25-hp Kawasaki V-Twin
OHV or 28-hp EFl Kohler V-Twin OHV

For more information contact Cub Cadet at
877/835-7841 or www.cubcommercial.com /
circle no. 264

John Deere

757 Z-Trak with 25-hp engine, handles 60- or
72-in. 7-ron side-discharge decks, 10 mph
mowing speed, cut heights from 1.5-5 in. in
quarter-inch increments

For more information contact John Deere at
800/537-8233 or www.deere.com /

circle no. 265

Steiner

ZTM200 zero-turn mows at 8 mph, 52-in. and
61-in. decks, antiscalp rollers, high-volume deck
discharge, easy access to engine and hydraulics,
61-in. striping kit

For more information contact Steiner at
888/922-8873 or www.steinerturf.com/
circle no. 266
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BY CURT HARLER

Bad Boy

52-, 60- and 72-in. models with 27-hp
Kawasaki engine, 1.5-5 in. deck height, single
V-belt spring tension blade belt, electric start, O-
15 mph ground speed, dual hydrostatic tranny
For more information contact Bad Boy at
866/622-3269 or www.badboymowers.com /
circle no. 267

Schweiss

50-, 60- and 72-in. decks available, 25-hp
Kohler Command, high blade clearance
means clippings easily ejected, 11-gallon tank
mows all day

For more information contact B & H at 800/240-
3288 or www.bhmfg.com / circle no. 268

Country Clipper

Viid-mount mower has stand-up cutting deck,
52- or 60-in. models, joystick or conventional
twin stick steering, 23- or 25-hp Kohler or 23-
hp Kawasaki, 23-in. drive tires

For more information contact Country Clipper at
800/344-8237 or www.countryclipper.com /
circle no. 269

Bunton

EstatePro with 48- or 52-in. decks, 17.5-, 18-,
or 25-hp B&S gas engine, lever-style steering
controls, hydrostatic transmission, key start, op-
tional mulch kit

For more information contact Bunton at
888/922-8873 or www.bunton.com/

circle no. 270

continued on page 60
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So Many Mowers...
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Leader in commercial mower innovation

-,

IS° 30002 FAST-Vac™ EZ Dump 1S 100012

ProCut™ 20 HydroWalk™ DD HydroCut™

Learn more about us atwww Ferrisindustries.comor1.800.933.6175
Circle No. 123

et FERR)S

* 4-Wheel
IS* Independent Suspension

+ 31.5-hp CAT" Diesel Engine/
34-hp Daihatsu Gasoline Engine

« 72" Deck

+ 2 Year Commercial Warranty
Including Parts and Labor

In 1987, Ferris introduced and
patented the first hydrostatically
driven walk behind mower. Next,
Ferris created and patented an
electric deck lift system that enabled
quick-and-easy access on the three-
wheel rider series. Then in 1998,
Ferris introduced IS* Independent
Suspension-the first ever, independent
suspension system for the riding
mower. Ferris continues to innovate
today with coil over shock technolo-
gy—IS* Independent Suspension—

on the new IS* 5000Z, IS* 3000Z
and IS* 1000Z models.



http://www.Ferrislndustries.com

Anybody can sell you n-a-a of goods. Being around i‘*._,.ms you have a n:mmm,.o,,..:_,__oq a E.oc_m.».. Bayer, w
think it matters a lot. We &menz getting in front of a problem is smart too. Which is why we have. ent ul) __‘»
to finding new ways to improve plant quality. Our research and training facility in Clayton, N.C., i S0

Y

largest think tank in the turf, oq:ujz_ and pest control industries. It's a v.d%nco: line of mo_cr.

aimed at helping your business n_.:_!q To learn more <_m: BayerProCentral.com or call 1- mcc.ww». 2867, - : : ..M» 7
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The Nation's Most /).)'uumf«'

I,uu/.\ul/n' Management Company

If you're looking to increase
the size of your lawn
maintenance service, shoot
for the stars and look at a
U.S. Lawns franchise.

U.S. Lawns has become a
shining example of what a
professional landscape
maintenance service should
be. With the guidance of
U.S. Lawns professionals,
we'll show you, step-by-step,
how to:

« Grow Your Business

+ Maximize Efficiency

+ Cut Costs

« Get the Job Done Right,
the First Time

For more information
on becoming a U.S. Lawns
franchisee, call us at

1-800-US LAWNS.

Over 100 franchised locations
operating in 24 states.

Circle 125
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Bush Hog

48-, 54-, 60-in. decks, spring-loaded torsion
bar adjusts height 1-5 in. by half-inches, raise
deck 90-degrees for easy maintenance, stor-
age; choose 18-, 23- or 25-hp Kohler engine,
or 22-hp Kawasaki water cooled, single, heavy-
duty Kevlar drive belt.

For more information contact Bush Hog at
334/874-2700 or www.bushhog.com /
circle no. 271

Exmark

New LazerZ with 23- or 27-hp twin-cylinder
Kohler, 52-, 60- or 72-in. UltraCut deck op-
tions, speeds to 10 mph, cuts six acres per
hour; Quick-Lift deck assist standard on
72-in. model.

For more information contact Exmark at
402/223-4010 or www.exmark.com /
circle no. 272

Auburn dustries A

Warrior model 54-in. deck, powered by 4-
stroke, 25-hp OHV Kawasaki, 0-12 mph for-
ward, 0-4 mph reverse, 12-volt electric starter,
12-gal. gas tank.

For more information contact Auburn at
402/274-8600 or www.everride
mowers.com / circle no. 273

Husqvarna

The iZ6123 features an electric start 23-hp
Kawasaki V-Twin engine with a 61-in. deck,
and has six adjustable anti-scalp rollers and

23-in. rear tires. A ground speed of up to 9.5
mph offers a productivity rate of up to five
acres per hour.

For more information contact Husqvarna at
704/597-5000 or www.husqvarna.com /
circle no. 274

Great Dane

Chariot LX available with 25-, 26-, 27- and 28-
hp engines, 61- or 72-in. deck , 1-5 in. cut
height adjustment without tools, twin lever or
optional wrap-around transmission controls;
multi-adjustment suspension seat comes stan-
dard, 8-gallon fuel tank.

For more information contact Great Dane at
812/218-7100 or www.greatdane
mowers.com / circle no. 275

Lastec

Mowers with articulating decks, 72-in. or 96-in.
units, 28-hp or 32-hp diesel, 29-hp water-
cooled gas or 28-hp air-cooled gas engines
available, wings articulate up to 13-in. on
smaller unit, 26 in. on larger ones.

For more information contact Lastec at
800/515-6798 or www.lastec.com /

circle no. 276

Wright

Stand or sit on Sentar, a compact sit-down zero
with 42-, 58-, 61-in. decks adjusting to 1 in. to
5.25 in., several OHV twin-cylinder engines
available, 16cc Hydro pumps, twin oil filters,
high-capacity oil cooler.

For more information contact Wright at
301/360-9910 or www.wrightmfg.com /
circle no. 277

continued on page 62
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We've revolutionized aeration
with the TurnAer 26.

Finally, the aerator you've always wanted.

The TurnAer 26's DiffDrive” allows you to turn with
the tines in the ground-no lifting or turning.

o

"

%

irect

Our new TurnAer 26 is effortless to use—in fact, it operates like a mid-
size mower. The TurnAer's revolutionary DiffDrive” with dual brake
action lets you turn with the tines in the ground...no lifting, turning
or strain on your workers' backs. And its handles are adjustable for
workers of all heights. All these things make it 30% more productive
than conventional aerators. Increase your profits and make your crew
happy with the TurnAer 26—from Turfco Direct, the Direct answer to
your renovation needs.

WHAT THE MARKET IS SAYING
ABOUT THE TURNAER 26...

c S

The TurnAer 26 was selected by
Landscape Management in its January
2003 issue as one of its "Editors' Choice
Top Ten" for labor-saving products.

g
HOTTEST

g

The TurnAer 26 was also showcased in
the December 2003 issue of Lawn &
Landscape as-one of "The Hottest
Products of 2003."

What Our Customers Are Saying...

"I am very pleased with the Turfco
TurnAer 26. The machine is beyond
compare! | am just thrilled that | found
the right machine. | put the machine to
hard work for four weeks and it stood
up to the test."

Joyce Pells
Natural Lawn of America
Akron, Ohio

“The TurnAer was so-easy to run the
guys did not mind running it every day.
Also they were 30% more productive,
even on the hilly lawns with lots of
beds. The simple, easy-to-use controls
and the brake assisted turning make ita
nice machine to operate.”

Scott Brown
Lawn Co.

| Atlanta, Georgia

Request a video or catalog: 1.800.679.8201

Circle No. 126
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Dixon Industries

New styled ZTR-pro series ZTRs, 2700 features
60- or 72-in. cut, 27-hp Twin Kawasaki gas en-
gine, two 11.5-gal. fuel tanks, “big rig” seat sus-
pension reduces fatigue, attachments with auto-
motive-type receiver hitch.

For more information contact Dixon at
800/264-6075 or www.dixon-ztr.com /

circle no. 278

Sutech

Two Stealth-Z mowers available: SSZ3401 with
Kawasaki 15-hp engine, or 17-hp 5524201,
floating cutter decks in 34- or 42-in. widths,
high-back seat with arm rests, parking brake
and engine hour meter.

For more information contact Sutech at
888/536-8368 or www.sutech.com /
circle no. 279

Hustler

Hustler Z features 60-in. deck., 23-hp Kawasaki
engine, 6 anti-scalp wheels, mowing heights 1-
5 inches in quarter-in. increments

For more information contact Hustler at
800/395-4757 or www.excelhustler.com /
circle no. 280

Rich Manufacturing a

Versatile unit converts zero from a rider to a
walker, 17 V-Twin Kawasaki or V-twin Kohler
engines, 12-volt electric-start engines, attach-
ments include snow blade, aerator, dethatcher.

For more information contact Rich Mfg.
765/436-2744 or www.convertible
mower.com / circle no. 281

Howard Price

Blazer 360Z-80 with 80-in. cut, mows 6.5
acres per hour at 8 mph, flotation for dips
with wing operation to 20 degrees, reaches
under bushes and shrubs, keeps branches
away from operator, 25-hp Kawasaki engine
or 24-hp Honda.

For more information contact Howard Price at
636/532-7000 or www.howardprice

turf.com / circle no. 282

continued on page 64

®

Curb Machines

] GENERATE CONCRETE PROFITS WITH
- L’ BuBBA® CURBING MACHINE.
) LANDSCAPE BORDERS TO YOUR S S O
START A NEW BUSINESS.
800) 314-9984 FOR A FREE VIDEO AND C

THE CONCRETE EDGE MANUFACTURING COMPANY®
WWW.LILBUBBA.COM

Circle 127
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IT'S NOT THE SMELL OF FRESH CUT GRASS.
YOU'RE IN THIS BUSINESS

TO MAKE MONEY.

Fortunately, that's a specialty of Grasshopper mowers. True ZeroTurn™ maneuverability provides
smooth, instinctive operation, while our Ultimate Operator Station™ with in-frame suspension and
ComfortZone™ seat lets you stay comfortably in control at faster mowing speeds for increased
productivity. Because DuraMax™ decks let you mulch, collect or side discharge clippings with the
same deck, you can produce a beautiful cut on any job that comes your way. Add a PowerVac™
Collection System or shielded sprayer for even more versatility. Best of all, Grasshoppers save you
money with years of low maintenance and reliable operation. So you can stop worrying about your
bottom line and start thinking about how to spend all that extra money.

Want Proof? Ask your Grasshopper dealer for a demonstration.

www.grasshoppermower.com/LM

=) ﬂ A\ ) Circle No. 128
Q JAN
The Grasshopper Company \“ AD\VY Telephone: (620) 345-8621
P.O. Box 637 « Moundridge, KS 67107 N y N - 7 '| Facsimile: (620) 345-2301

Your Next Mower
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Dixie Chopper A

New Supreme Series features three zeros, each
cuts 7 acres per hour, Kohler 28-hp on the 60-
in. and 72-in. models, Generac 32-hp OHV on
SP3200-72 with 72-in. deck, Velvet Touch
Control system that extends drive life.

For more information contact Dixie Chopper at
765/246-7737 or www.dixiechopper.com /
circle no. 283

Toro v
Standard folding ROPS on Toro Z Master Z500
series mid-mounts, 20-, 23-, 27-, 28-hp
Kohler; 25- and 27-hp liquid-cooled Kawasaki,
7-gauge, high-strength steel Turbo Force
decks available in 52-, 60- and 72-in., ad-
justable discharge baffle allows on-site fine-
tuning to match mowing conditions, rubber
discharge chute provides exceptional disper-
sion, resists damage.
For more information con-
tact Toro at 612/888-8801
or www.toro.com /
circle no. 284

kYA
Snapper A
FastBack zeros with 48-, 52- or 61-in., 3-blade
decks, 19-, 21-, 25- or 27-hp Kawasaki or
Kohler engine with twin stick controls or 23- or
25-hp Kohler engine with joystick control, dual
path hydrostatic drive systems, two 6-gallon
fuel tanks, 23- or 24-in. 4-ply Kenda Super Turf
drive tires, three 6-point mounted spindles are
field serviceable
For more information contact Snapper at
888/762-7737 or www.snapper.com /
circle no. 285

Kubota 4

ZD-28F largest in ZD Series, 28-hp, liquid-cooled,
3-gylinder, key start, diesel engine, one-piece hy-
drostatic transmission, 60- or 72-in. decks with 3
blades, two-hand, lever speed control.

For more information contact Kubota at
888/458-2682 or www.kubota.com /

circle no. 286

Jacobsen

Z-FastCat ES, 42- and 48-in.10-gauge cutting
decks, 25-hp Kohler Command V-Twin OHV
gas engine, 7.4 bushel clipping collection sys-
tem, lever-style steering, high-back vinyl seat.
For more information contact Jacobsen at
866/522-6273 or www.jacobsen.com /
circle no. 287
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Encore

Z-60 adds 60-in. deck to Z-series, 19,000 fpm
blade tip speed, 25-hp
Kawasaki gives 8.5 mph
ground speed, optional
collection system,
mulcher, knobby
or bar lug b
tires.

For more
information
contact Encore at
800/267-4255 or
www.encoreequipment.com /
circle no. 288

Jungle Jim

Spitfire hands-free, foot-controlled zero, 3-
bladed decks on 52-in. or 61-in. models, 23- or
25-hp twin Kohler or Kawasaki electric starts,
dual fuel tanks have 14-gallon capacity, 11
mph forward, 4-6 mph reverse.

For more information contact Jungle Jim at
888/844-5467 or www.junglejimsap.com /
circle no. 289

Gravely

New 34Z zero-turn fits through 36-in. gates,
34-in. cut, 15-hp Kawasaki twin engine oper-
ates at 9 mph forward speed, Hydro-Gear
commercial pumps and wheel motors, 7-gal.
fuel capacity.

For more information contact Gravely at
800/472-8359 or www.gravely.com /

circle no. 290

Ferris Industries

New IS 5000Z 4-wheel front IS independent
suspension, 61- or 72-in. deck, 31.5-hp Cat
diesel or 34-hp Daihatsu gas engine, adjustable
steering control levers, twin 6.5-gallon tanks.
For more information contact Ferris at 800/933-
6175 or www.ferrisindustries.com / circle
no. 291
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Yazoo Kees

6 new Mid-Max models, 18-hp B&S,
19- or 23-hp Kawasaki or 23-hp
Kohler, 42- to 61-in. cutting
widths, quick-lift deck adjustment

cuts from 1.5 in to 5 in., collection

system, striper kit, mulch kit available.

For more information contact Yazoo/Kees at

Woods 4 877/368-8873 or info@yazookees.com /

Mow’n Machine’s new 5-in. deep MX deck, circle no. 295

18,400 fpm blade tip speed increases unit’s ca-

pacity, 4 engine choices, 11-gallon fuel capac- Swisher »

ity, 10 mph maximum transport speed. Mid-mount mowers in 36-, 42-, 50-in. decks,

For more information contact Woods at twin hydrostatic transmissions, electric clutch, For more information contact Swisher at
866/869-6637 or www.woodsonline.com / infinite cutting height adjustment from 1.5 in. 800/222-8183 or www.swisherinc.com /
circle no. 292 to 3.5 in., padded high-back seats, twin com- circle no. 296

fort grip control levers.
Scag

Scag Wildcat has 61-in. deck, 27-hp Kohler,
s .

24x12-12 drive tires with 6-in. caster wheels, F t t

self-adjusting belt systems, ground speed of er l g a lon

10:mph. Finally, a quality lockable fertigation system for

For more information contact Scag at 920/387- Iondscope and SpOﬂ'S turf,

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

0100 or www.scag.com / circle no. 293

TFS has introduced

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

and your property.
Grasshopper » Feed lightly with each
Powerfold electric height adjustment gives irrigation cycle. Control
deck lifting, electric height adjustment, 52- and color and growth, while
61-in. 34 Series Grasshopper FrontMount reducing labor.
Decks, single-switch control of both cutting
height and deck lift functions, infinite range of Ca” Today

cutting heights from 1 in. to 5 in. without leav- (800] 728-4504

ing operator’s seat, deck rotates upright for
cleaning, maintenance, blade work.

For more information contact Grasshopper at
620/345-8621 or www.grasshopper-
mower.com / circle no. 294

Turf Feeding Systems, Inc.
. WWW.TURFFEEDINGCOM

Circle 129
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PGMS

AWARD-WINNING LANDSCAPE MANAGEMENT

U. of Arkansas /Ft. Smith

2003 PGMS Grand Award Winner for School or University Grounds

Property at a glance

Location: Fort Smith, AR

Grounds Supervisor: Steve Dobbs
Category: School or University Grounds

Total budget: $405,884

Year site built: 1952

Acres of turf: 30

Acres of woody ornamentals: 1.3
Acres of display beds: .54

Total paved area: 41 acres

Total man-hours/week: 425

Maintenance challenges

» Heavy compacted soil with
poor drainage

» Extensive routine pruning

» New construction sites with
campus growth

Project checklist

Completed in last two years:
» Two perennial gardens
» 75th anniversary bed

» Formal garden seasonal color

» 10 full-time staff, 6 seasonal
employees, 3 licensed pesticide
applicators

f Steve Dobbs ever runs into trou-
ble on the job, it won’t be from lack
of experience. The grounds man-
ager for the University of Arkansas
worked for an extension service for 14
years as a horticultural agent and state
consumer horticultural specialist. Then,
after his father’s unexpected death, he
went back to the family farm in Salli-
saw, OK, to run his own landscape
maintenance and nursery business.

“I interviewed for my cur-
rent position because it was
very enticing due to the fact
that it involved everything I
had done on a grander scale,”

Keeping 30 acres of turf green and
healthy during ongoing construction
is Steve Dobbs' biggest challenge.

Dobbs says. lege to a university, so enroll-
Grand indeed. A project ment has increased and new

that has Dobbs really excited construction is everywhere.

is the creation of a botanical With the many challenges

garden and arboretum. “I'm truly a gar- he faces, Dobbs focuses on getting his

dener and a plant person, so to be able to  staff to understand the basics. “Making

help design this has been very reward- sure we're following soil test results,

ing,” he says. mowing at the proper height, watering
What doesn’t excite Dobbs much is less often and more in-depth, those kinds

the amount of construction occurring on  of things,” he explains.

campus, leaving the ground around the “My staff is my greatest resource and

foundation of buildings compacted and commodity, and [ try to provide them

lacking in adequate topsoil. The school with the tools and the education and

recently evolved from a community col-  training to do the job,” Dobbs adds.

Editors’ note: Landscape Management is the exclusive sponsor of the Green Star Pro-
fessional Grounds Management Awards for outstanding management of residential,
commercial and institutional landscapes. The 2004 winners will be named at the annual
meeting of the Professional Grounds Management Society in November. For more
information on the 2003 awards, contact PGMS at: 720 Light St. « Baltimore, MD 21230

m * Phone: 410/223-2861. Web site:
\m MANAGEMENT
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Training for the 10-man
grounds crew focuses
on horticultural basics.

i

fi

Dobbs’ love of plants shows in the
formal gardens and seasonal dis-
plays. His biggest thrill so far at the
university has been helping with the
design of the botanical garden.
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ore than simply
landscape mainte-
nance, resort
grounds require
something unique.
A key indicator

of a company'’s
prosperity is the condition of the grounds.
If a business is declining, the first cuts are
usually made to grounds maintenance. On
the other hand, if a business is thriving,
that success is reflected by the beautiful
landscaping.

Consider the hospitality business and
factor in a world class resort. The only cuts
you want performed are to the formally
sheered hedges and lush lawns. One of the
primary goals toward a hotel's success is to
sell room nights and get people in the
rooms. The goal for the grounds should be
to get guests outside to lounge by the pool
and spa, play golf, stroll the gardens, medi-

tate and bask in paradise.

A seasoned grounds manager reveals

secrets to making resort grounds a

‘work of art’

A resort is a guest’s playground. Over
500,000 guests may experience a luxury re-
sort in one year. This includes members,
hotel guests, conference groups or social
groups and their catering events. Everything
is in presentation, and the first impression
should make a lasting impression.

From the moment a client turns into
the entrance, you want to project an image
of paradise and sophisticated class in a for-
mal, traditional setting. There must be
much more thought given to the grounds
than just trimming and weeding and turf
and ornamentals. The work-of-art philoso-
phy, the “wow” factor, must be apparent.

Lawns should look like carpet; hedges

must be perfectly sculpted; color brightens
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BY DANNY MILLER

all the right places and every square inch of
property has to be immaculate. Your goal
as the manager is to create an environment
that stimulates the senses by using plant
combinations pleasing to the eye and fra-
grant as guests stroll courtyards and garden
walks. Blend in the sound of trickling water
from a fountain or wind chimes in the
breeze. Offer a taste of potted herbs or
tropical fruit. This all helps to create spe-
cial memories for countless visitors.

Imagine how many people are moved
by such ambiance. Achieve such an envi-
ronment, and former guests can’t help but
be taken back to the fond times they had at
the resort when they’re back home and

continued on page 70
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GROUNDS RESORT MAINTENANCE

continued from page 68
catch a scent of jasmine in the air. Strive to
create photo opportunities at every angle,
every backdrop.

But let’s not forget we're talking about
a high occupancy resort here, a place that's
similar to a high-traffic theme park. Lots of
people mean lots of trash, so maintaining
showcase gardens and grounds can’t be the
only thing on grounds managers’ agendas.

Cleanliness comes first

The number one priority in resort grounds
maintenance is cleanliness. All litter, includ-
ing every single cigarette butt, must be
picked and disposed of immediately. At The
Breakers, Palm Beach, FL, trash cans are
emptied every hour at the beach, pool decks
and retail areas. This is done for every guest
or for the one time that a Mobil or AAA in-
spector pays a visit to scrutinize the service
and cleanliness of public space.

Janitorial coverage is important and
essential seven days a week, sun up to sun
down. Maintenance around busy activi-
ties and meeting schedules calls for thor-
ough coordination and continual adjust-
ment. Communication is paramount.
When it's time for tree trimming, seal
coating parking lots, overseeding or re-
planting annual display beds, first check
hotel occupancy. Then check arrivals, de-
partures, group conference activity, ten-
nis play and golf tournaments.

Who needs to be informed? Everyone
from activities and concierge personnel to
sales and security. Each vacation day and
event must be carefully orchestrated to in-
sure a flawless stay. Maintenance work-
loads can be quite extensive, and every at-
tempt must be made to appear invisible.
As much as we would like to preach about
low maintenance, the reality is that the
guests who play here expect “Eden.”
Therefore, you must provide a botanical
showplace and formal gardens.

The ‘'wow'
factor

The biggest difference between
resort grounds and just plain old
‘grounds’ is the ‘wow’ factor.
The ‘wow’ factor is achieved
through instilling in your staff
the belief that grounds is a
“work of art,” and that there’s
more to a grounds operation
than just mowing and trimming.
At The Breakers, the grounds
staff strives to combine art with
Mother Nature.

Every time a guest rounds a
turn while touring the grounds,
your goal should be to make him
or her stop and promise to create a
permanent picture in their minds of
what they're viewing so they can recall
it when they get home and relive the
experience.

It's not the easiest thing to do.
What goes hand-in-hand with this
“grounds as art” philosophy is not
just doing maintenance but con-
stantly trying to improve the product

Stellar staff

It takes a quality staff to maintain high
profile properties in the most unobtrusive
manner. Hire people who share the re-
sort’s values, people who are genuine and
fit into the service or hospitality culture.
Look for landscape maintenance skills and
horticulture education, but also the
unique trait of being naturally service ori-
ented and considerate.

People who are hired to work on the
grounds staff not only have to be gardeners
but “hoteliers.” They must enjoy serving
the guests, greeting them, holding the

70 LANDSCAPE MANAGEMENT / JANUARY 2004 / www.landscapemanagement.net

and keep crews motivated.

Flowers must be blooming every
single day to provide a show for every
single guest. Water should be trickling
somewhere, and color and fragrances
should arrest the guest in certain
places. The goal is to affect all of their
senses to create unforgettable mo-
ments. And it sounds like a cliché, but
you truly must think “outside the box”
in order to accomplish this.

doors open, assisting them when they need
directions or selling them on a restaurant
while simultaneously cleaning and meticu-
lously manicuring the flora and fauna.
They must become walking information
centers, able to point the guests in the di-
rection of all restaurant outlets and meet-
ing rooms. Regular briefings should be held
to allow staff to share ideas and informa-
tion, announce the week’s occupancy and
prepare the property accordingly. Staff
should role-play guest interaction to pre-
pare them while onstage.

continued on page 72
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continued from page 70

Grounds crew members need to learn
to interact but also learn to be quiet. It's
early and the sun will rise soon, but the
guests are still sleeping. There's a lot of
cleaning and watering to get done,
and all by hand because the opera-
tion of power equipment is prohib-
ited before a designated time at
mid-morning.

When the guests awaken and
members arrive, they aim to soak
up the sun and sand. But just as
popular as the beach and pool
decks are the courtyards and lawns,
which are the sites for petting zoos,
volleyball, carnivals, outdoor dinner
parties, weddings, tents, car shows,
private concerts and even circuses.
Every inch of space that’s available
gets booked. Maintaining these
close-cut lawns for aesthetics is one
thing, but sound agronomic prac-
tices must also factor into the care
to combat wear and compaction.

That’s why it's so important to
have a trained, skilled, knowledge-
able and flexible team. Turfgrass ex-
pertise is necessary beyond the golf
course and croquet greensward. The hotel
grounds’ lawns should be an extension of the
manicured recreational turf.

In the garden
Safety and security of guests goes beyond
gated entries, patrolling officers and cam-
eras. Grounds can practice its own form of
security protection through environmental
design. Border hedges can serve as natural
walls and completely encompass a property
or section off particular areas. Clean sight
lines and bright, cheery gardens provide the
safe, comfortable feeling out-of-town guests
need to make them feel at home.

Themed gardens offer another unique
amenity in lush, tropical microclimates.

To achieve ideal resort grounds,
it's essential to have professional,
properly-trained crew members,

These gardens are not only beautiful but
educational, and peak the interest of the
young and old. It's advantageous for the re-

sort to showcase extras by offering weekly
garden tours with plant identification signs.
It's all part of striving for leverage in the
luxury industry. If you have the space and
the fundamental grounds maintenance is in
place, showcase the extraordinary.

Budget strategies

Like any business, department heads must
meet annually at the budget table to justify
maintenance operations and capital spend-
ing and also sell new ideas that will impact
guest perception. The ideas that are well-
received are ones that sell room nights, im-
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pact Mobil or AAA standards, improve
morale or make for a safer environment.

You need to first be sure that the “trucks
and trains,” your staff's tools and equip-
ment, are in the best condition possible and
make their job easier. The equipment also
has to look presentable and professional,
and be safe for them and the guests.

The extras? If you can justify the
grounds’ special amenities, then get your
activities and marketing team on board.
Demonstrate why and how they can im-
pact guest perception. Remember, the
guests who pay here play here and are al-
ways looking for vacation value.

Think of other hotel improvement pro-
jects that you can piggyback such as a ren-
ovated outlet that would provide a bigger
bang effect with the addition of container
gardens and various furnishings to an adja-
cent terrace. Container gardens alone can
transform a stark area of pavement into a
beautiful and inviting spot.

Many resorts, pool decks and terraces
are positioned on the coast. Salt air can be
extremely high and can dehydrate the
toughest salt tolerant plant material. Dis-
play a variety of rotating container garden
color that can be moved in and out. You
cannot have a sign posted reading, “Dear
guests, we're sorry that there are no flower-
ing plants due to high winds.” They don't
care for excuses. Just do what it takes to
provide impeccable service and the ulti-
mate product, “A work of art.” Lm

— The author is the Director of Golf &
Grounds at The Breakers in Palm Beach, FL.
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success!

Get up close and personal with Landscape Management
columnist Bruce Wilson, former head of Environmental Care,
and Tom Oyler, founder, U.S. Lawns, as they bring 60 years of
experience to bear on your operations department. This small
group format is a rare chance to ask tough questions from
minds that helped shape today’s landscape industry. Plus, engage
in business-building discussions with a panel of experts from
across the country during our “Ask the Experts” lunchtime

session.

What You'll Learn

Building Operational Proficiency 8-10:30 a.m.
Linking Sales and Operations 10:30-noon
Ask the Experts — Live noon-1:30 p.m.

Strategies for Consistent Growth

and Profitability/Wrap Up 1:30-5 p.m.

Landscape Media Sponsor

MANAGEMENT

Space is limited. Call 866.223.9049 to register!
www.symbiot.biz/success/

—

Sponsored By

HHusqvarna

Register today to make new
gains in profitability this
season.

2004 Schedule

Some of these day-long workshops were
designed to coincide with some other
events you may already be traveling to.

e Chicago — January |3
(MidAm)

e Columbus, Ohio — January 29
(CENTS)

e Boston — February 4
(New England Grows)

e Atlanta — February 19
e Washington, D.C.— March 10
e Denver — March 25
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Products

TOOLS OF THE TRADE

In the spotlight

Dow AgroSciences LLC recently received regis-
tration from the U.S. Environmental Protection
Agency for Spotlight specialty herbicide for
improved clover control and control of other
annual and perennial broadleaf weeds. The
herbicide is labeled for use on established turf,
including residential lawns, golf courses, parks,
sports fields, sod farms and commercial sites.
As an ester-based formulation, it's labeled for
use on warm- and cool-season grasses.

For more information contact Dow at
www.dowagro.com / circle no. 250

Royal flush

Valvette Systems’ “Fabulous Flushing Cross” is
a new versatile sprinkler head tool that makes it
easy to retrieve the pop-up riser stem when it
snaps back into the housing. Also, it enables
you to keep all the water you flush inside the
planter and direct the flow wherever you want,
plus blocks dirty water from washing back into
the open riser stem. It works on most male and
female plastic pop-up heads, and includes a
1/4-in. Allen wrench and a screwdriver. It also
has connections for a 3/4-in. coupling for
remote flushing.

For more information contact Valvette at
866/200-8590 or www.valvettesystems.com /
circle no. 251

Rack ‘em up

Havener Enterprises’ new equipment guard
trailer racks feature a multi-purpose holder, a
backpack blower holder, a 3-tier timmer/brush-
cutter rack, a hand tool accessory rack, a water

Who's the boss?

Sarlo Power Mowers is introducing
Weedboss hand-held trimmers to its family of
power equipment. These trimmers are the first
to be powered by the Briggs & Stratton Fource
four-cycle engine. The engine features a lubrica-
tion system that provides 270-degree continu-

ous operation and 360-degree intermittent opera-
tion. The engine also allows for easy starting, more power
across a wide range of speeds, no more mixing of gasoline and

oil, and reduced emissions. Three models will be available in spring 2004: curved shaft,

straight shaft and brushcutter.

For more information contact Sarlo at www.weedboss.com / circle no. 252

cooler rack and a portable hand tool rack. These
affordable, high-quality racks protect and secure
valuable equipment. All models are powder-
coated and install in just minutes.

For more information contact Havener
Enterprises at 888/852-3390 or
www.mowersulky.com / circle no. 253

Out in front

The Kubota GF 1800 front mower features
excellent mobility on slopes and in soft ground
conditions. Lock in the GF 1800’ 4-wheel drive
on-the-go by depressing the 4-wheel drive lock
pedal and return to two-wheel drive with a
touch of the release pedal. The 18-hp diesel en-
gine provides high torque for tough mowing
jobs. Kubota's Three Vortex Combustion Sys-
tem (TVCS) results in superb fuel economy,
cleaner exhaust and quieter operation.

For more information contact Kubota at 888/458-
2682 or www.kubota.com / circle no. 254

At long last

FMC introduces TalstarOne multi-insecticide
flowable labeled for lawn application, ornamen-
tals and trees, and general pest control applica-
tions. It replaces Talstarf insecticide/miticide as a
true insecticide/miticide because its active ingre-
dient, bifenthrin, has long-lasting residual con-
trol. It has no odorous or plant-damaging sol-
vents because its formulation is water based and
contains no alpha-cyano group. It's nonirritating,
nonstaining, has no phytotoxicity and is available
in pint, quart and 1-gallon Tip-n-Measure sizes. It
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can be purchased from the same authorized
dealers offering Talstar brand products.

For more information contact FMC at 800/321-
1362 or www.talstar-one.com / circle no. 255

Brush up

Tanaka has added the TBC-600 heavy-duty
brush cutter to its outdoor power equipment
lineup. A 47cc, 2.4 hp engine features two
piston rings and a stress relieved, chrome
plated cylinder for long life. Other features in-
clude a bearing supported solid steel drive
shaft, “low vibe” advanced shaft system, split
dual handles, single handle adjustment and
double shoulder harness. A BRAIN fully-auto-
matic cutting head comes standard, as does a
10-in., 80-tooth saw blade.

For more information contact Tanaka at
www.tanaka-usa.com/

circle no. 256
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Pass the salt

RZI's decorative Salt Shield, when installed
around trees and shrubs on commercial proper-
ties, protects them from salt spread in the win-
ter. You would never consider watering shrubs
with a salt mixture,
but that's what
happens when
slush gets pushed
over on them by
plows. Imagine
how much money
you could save by
not having to replace these plant materials.
Plus, you wouldn’t have to keep disrupting
properties and lose the uniformity you created
in the first place.

For more information contact RZI at 800/
704-0893 or www.rzillc.com / cirdle no. 257

Blow it away

FINN's new enhanced BB605 bark blower, the
industry’s only 60+ hp, 4.5-cu.-yd. capacity
bark blower available for use in trailer or skid
applications, has a redesigned hydraulic system
to handle greater workloads. It also now offers
an optional front feeder conveyor, a new hy-
draulic option that can be used to feed the
machine during operation from a towing vehi-

What a load

The new Load-N-Tow is the safe
and easy way to load and unload
small but heavy and awkward
equipment and materials. A front
gate folds down to form a ramp,
making it easy to roll or slide
equipment, boxes, bags or loose
parts on or off the platform. Raise
the ramp and the load is secure for
transportation. With its built-in 2-
in. sq. trailer adapter receiver, it
also provides a secure way to
move trailer-mounted equipment
around the yard. It comes available

cle. An optional seed injection feature cali-
brates seed into compost or topsoil mixes. A
hydraulic powered, rear mounted hose reel
provides power to coil the 150 ft. of flexible
mulch hose.

For more information contact FINN at 800/543-
7166 or www.finncorp.com / circle no. 259

Perfect edge

Echo's PE-310 Perfect Edge Power Edger
achieves superior edging performance and in-
creased productivity with the addition of the
Pro-Torque Gear Case and Open Face Shield.
Redesigned to deliver over 30% more torque
at the cutting blade, the Pro-Torque Gear Case
allows operators to complete edging jobs faster
and with less effort, providing the optimum
combination of speed and torque for use in any
soil condition. It features a 30.5cc dual-ring pis-
ton engine, and a diaphragm carburetor en-
sures the proper mix of fuel and air for optimal
engine performance and quick starts.

For more information contact Echo at
www.echo-usa.com / circle no. 260

Pump it up

Air-O-Lator Corp.'s Aquarian aerators imple-
ment the use of Franklin Electric’s submersible
motors operating a scientifically designed pro-
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in three platform sizes: 42-in. x 42-in., 42-in. x 48-in. and 48-in. x 48-in.
For more information contact Star Industries at 800/541-1797 or www.starindustries.com/

circle no. 258

You know what works to protect your
business. You also know precisely how
much you want to spend to keep your turf
pest-free. That's why we offer you
products that provide the results you want
at a price that keeps your line-item
expenses looking as manicured as a front-
entrance topiary.

Healthy Turf,
Outstanding Value

See your United Phosphorus, Inc. channel
partner for more information, visit
www.upi-usa.com or call 1-800-247-1557.

Herbicides: Surflan AS™, Devrinol® 50-DF
Ornamental Selective Herbicide, Devrinol®
2-G Ormamental Selective Herbicide

Insecticides: Acephate 97UP", Tengard®

Your Partner in Growth
1-800-247-1557

o

“Working for
Your Economic
Success”

423 Riverview Plaza
Trenton, NJ 08611 .
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Products

peller, pumping a large volume of
water (500 to 2,700 gallons per
minute depending on the horse-
power). The aerators, available
with 0.5- to 3-hp motors, are de-
signed to establish continual pond
turnover, introduce oxygen to the
water appropriately and in the
proper quantity, and eliminate or
prevent algae growth
For more information contact
Air-O-Lator at 800/821-3177 or
VWW /
circle no. 261

Make a point
HydroPoint’s WeatherTRAK
technology in Motorola’s IR-
Rinet/ControlPort line of irriga-

tion controllers will provide for
automatic daily watering adjust-
ments based on the exact needs
of each customer’s landscape. It
includes a scientifically based ir-
rigation scheduling engine that
takes your landscape’s specific
parameters such as plant type,
soil type, sun exposure and

slope and calculates the exact
amount of water to apply at the
right time.
For more information contact
HydroPoint at vwwww.hyd

nt.com / circle no. 262

Keep sprinklers safe
Mammoth Grip Sprinkler Spac-
ers create a uniform space be-
tween a permanent barrier, such
as a sidewalk or driveway, and a
sprinkler. Why is this a good
thing? It keeps sprinklers far
enough away from sidewalks
and driveways and also from
drifting and moving, reducing
the number of sprinklers that
crew members damage as they

e v W "
edge a property. The product
comes with a spacer and a stake
for ground stability.
For more information call 800/257-
2930 or visit

/ circle no. 263

800-747-3985

heacon@halifields.com « www.ballfields.com
Circle 132
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The Work Truck Show® 2004 is your What Attendees Say About
one-stop marketplace for: The Work Truck Show”
Equipment Solutions k€ The show is worthwhile because
© See the largest gathering of Class © Meet with engineers who design we learned about vendors we
1-8 work trucks and equipment. the trucks and equipment. hadn’t met before. In fact, we're
Spec’ custom chassis, bodies, Training working with a couple vendors
equipment, accessories and . [e) Ben:\efit from over 30 truck-specific now, as a result of attending
components from 450 suppliers! training sessions. The Work Truck Show. 19
Mike Moser
c»‘e"’”% g i

Rochester, NY

Keynote Address
A 2E0

Presenting The Honorable e
George H. Bush ‘
_A% NTEN .
LMJ 1-800-441-NTEA o (248) 489-7090

S fax (248) 489-8590 e info@ntea.com

Register now at www.ntea.com
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Events

WHAT, WHEN & WHERE

January

19-20 Nebraska Nursery and
Landscape Association Winter
Conference & Trade Show /
Omaha, NE; 402/450-7192

19-22 Mid-Atlantic Horticulture
Short Course / Virginia Beach, VA;
7571787-9451

19-22 Michigan Turfgrass
Conference / Lansing, MI;
517/321-1660; www.michigan
turfgrass.org

21-23 lowa Nursery & Land-
scape Association Trade Show /
Des Moines, IA; 816/233-1481

21-25 STMA Conference &
Exhibition / San Diego, CA;
800/323-3875

22-23 Idaho Horticulture Expo /
Boise, ID; www inagrow.org

22-24 Mid-America Green
Industry Convention / Kansas
City, MO; 816/561-5323

22-25 ANLA Management Clinic /
Louisville, KY; 202/789-2900;

www.anla.org

23-24 Arkansas Green Industry
Professional Landscape &

Nursery Trade Show / Hot Springs,
AR; 501/225-0029

25-27 North Dakota Nursery and
Greenhouse Convention & Trade
Show / Fargo, ND; 701/886-7673;

nurseryman.com

26-27 California Irrigation
Institute Annual Meeting /
Sacramento, CA; 916/366-9376;

g

26-28 Central Environmental
Nursery Trade Show / Columbus,
OH; 800/825-5062;

nia.org
]

26-28 Ohio State University
Nursery Short Course / Columbus,
OH; 800/825-5062

27-29 Midwest Turf Expo /
Indianapolis, IN; 765/494-8039;
www.agry.purdue.edu/turf

events/expo

28-30 ProGreen Expo / Denver,
CO; 800/397-6665; www.pro

greenexpo.com

29 Northeastern PA Turf School
& Trade Show / Wilkes-Barre, PA;
814/355-8010

February

5-7 PLCAA Management Forum /
Boca Raton, FL; 800/458-3466;

v.plcaa.org

THE HOME (PAGE)

OF

GOLF.

www.golfcoursel.com
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AMERICAN SOCIETY
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PRIDE IN PROFESSIONALISM

NEW JERSEY
LANDSCGAPE 2004

NEW JERSEY LANDSCAPE CONTRACTORS ASSOCIATION

27 annual trade show & conference

Wednesday, February 25, 2004 « 8:30 AM - 4:30 PM

Meadowlands Exposition Center
Secaucus, New Jersey

$20 pre-registration * $30 day of show

Sponsored by New Jersey Landscape Contractors Association
630 Valley Court, Township of Washington, NJ 07676

201-664-6310 » Fax: 201-664-7014 o
www.njlca.org (& S
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Best Use of Photography - Printed Magazines

First Place

Carrie Parkhill, Landscape Management, “Lawncare
in Nowhere”

Printed Magazine
Merit

Lisa Lehman/Kim Traum,

Advanstar Communications, “Golfdom”

W

Writing For Commercial Publications, Column

First Place

Pat Jones, Golfdom, ‘This Turf Disease Can Affect You™”
Merit

Jason Stahl, Landscape Management, “Always Listen
To Your Mom”

Writing For Commercial Publications, Turf Feature Article
First Place

Larry Aylward, Golfdom, “How The Other Half Lives”
Merit

Larry Aylward, Golfdom, ‘The Apple Doesn't Fall
Far From The Tree”

Nritir r Cammert
‘,\”u { 1or LUITHE!

Merit
Larry Aylward, Golfdom, “7he Politics of Water

al Publications, Business Management

Writing For Commercial Publications

tal Stewardship Article

First Place

Larry Aylward, Golfdom, ‘Up a Tree and Loving It”

First Place
Pat Jones, Golfdom, ‘7o Move or Not to Move”

Printed Magazines
Merit

Kim Traum and Dan Beedy,

Advanstar Communications, “The Golfdom Report”

Cover Page Desigr

Printed Magazines
First Place
Kim Traum, Advanstar Communications,
“Welcome To Golf 2025"

Merit

Kim Traum, Advanstar Communications,
The Golfdom Report”

Two-Plus Page Design, Editorial

Electronic Publishing - Overall Newsletter/Magazine Design
(internal and non-commerci
First Place

Derek Miller, BASF, “Growing Trends”
(and Lynne Brakeman, Advanstar,
Jennifer Kempes, The Dudnyk Agency)

)
)

ng - Overall Newsletter/Magazine Design
(exter d commercial
First Place

TIE: Lynne Brakeman, Advanstar, “Landscape
Management.net”

TIE: Lynne Brakeman, Advanstar, ‘Golfdom.com”
Merit

Lynne Brakeman, Advanstar, ‘Landscape Management
Week in Review"

In an annual head-to-head

contest for Green Industry

publications, the Advanstar
Landscape Group once
again reaped more Turf &
Ornamental Communicators
Association writing, design
and photography awards
than any other publisher.
Congratulations to our entire
content team.

Great publications for a
great industry

(Golfdom

Landscape

MANAGEMENT

P ADVANSTAR LANDSCAPE GROUP
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ALCA/pa1
800-395-2522

ASIC/p28
312-372-7090
www.asic.org

BASF Corp/p49
800-526-1072
www.basf.com

Back Saver Inc/ p84
Circle #136
877-388-8895

www. thebacksaver.com

Bayer Corp / p58-59
Circle #124
919-549-2000
www.bayer.com

Beacon Ballfields / p76
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800-747-5985
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701-241-8700

Bri Mar Trailers / p76
Circle #133
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p71
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800-800-7310
www.cubcadet.com
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800-322-9146
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800-255-3726
www.dow.com
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www.exmark.com
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800-441-6832
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866-428-8224
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New 503/504
Electric Broadcast Spreader

« Stainless steel fan

* 120 Ib. capacity

« Electronic speed control

* Pattern centering control

* Heavy-duty sealed motor

* Cable or Foot controlled gate

Jrco

Heavy-duty Attachments
For Commercial Mowers

Call for dealer 800.966.8442 www.jrcoinc.com

Circle 134 Circle 136

FREE SAMPL

LEIT Irrigation Controllers

THE HOME (PAGE)

OF GOLF.

NO AC Power
NO Solar Panels

NO Lightning
Risk

Water L.
Management ;g dSiiEs

" Powered by an
internal, ultrahigh
efficiency photovoltaic
module and a

< microelectronic energy
www.g()lfC()urse l.com management system
fueled by ambient light.

The LEIT controller can automate
AMERICAN SOCIETY EIPSITO T your irrigation system in any region,
OF GOLF COURSE ARCHITECTS :E;::;&%?;fg;ﬂ i under any weather conditions, day
1-800-322-9146 or night, using only ambient light as
e rr LA the source of energy.

Circle 137
LANDSCAPE MANAGEMENT /JANUARY 2004 / www.landscapemanagement.net
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Call for your FREE Catalog! ,

1-866-759-7205

ippin
R ot SiPP'™%  ,
i:h;;ngs ooj:n 24 hours/day. Fa Easy cred,f.
e E.©

Land Leveler

Planer with Hydraulic Scarifier Brush Buster Mower

— ]

AVAl
oT"Egmh\e pucke's

L \
a - P00 BT waterd

S

BuC;“aés sckets
e

« SNOW I \;\gMﬂ‘ana\ Gral

« \ndust®
«Tooth B:_\ac“ plaes

Snow Blade / Pusher Snow Blower

Circle 138

STAFFING SOLUTIONS WITH
OUR MEXICAN WORKERS

Specializing in the Recruitment and
Placement of H2B Visa Foreign Workers
* We have reliable, experienced personnel
* Marcus Drake Consultants handle
the entire procedure
~® We deliver the selected personnel
~ to your compz 4

Landscape s
Crew

ey

1  Marcus Drake Consultants

}  1-888-544-9122

Email: marcusdrakeh2b@yahoo.com

Circle 139
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'PARKING LOT
SWEEPING

FREE information on
starting sweeping

'« Use your own truck

* Profit potential
* How to bid

800-345-1246

. www.mascosweepers.com

Circle 140
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OV

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

BUSINESS FOR SALE

LANDSCAPE
CONSTRUCTION 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 ft., state-of-the-art
computer controlled

* Includes all plant inventory, equipment
and F&F

* Two manufactured homes

* Commercial water rights, 3.2 acres

¢ 51,600,000 ¢
James Paxton — 800-658-2773

CENTURY 21 Aspen Real Estate
Ruidoso, New Mexico

TREE & LANDSCAPE COMPANY
Southeastern Pennsylvania
Established 1983. Turnkey Operation.
Room For Expansion. $1.3 Million in Assets.
$2.5 Million
Fax Serious Interest Only to 610-429-1417

Here are THREE words

that will help
keep your ad in your
l)l'l).\l)l‘('li\l' customers |)|.'m.~

Call to find out how you can save
with frequency advertising!
Tom Cermak * 800-225-4569 x3170

ADVERTISING
INFORMATION:

Call Tom Cermak at
800-225-4569 x3170

or 440-891-3170,

Fax: 440-891-2675,

E-mail: tcermak@advanstar.com

» For ad schedules under $250, payment must be received
by the dassified closing date.

» We accept VISA, MASTERCARD, and AMERICAN
EXPRESS over the phone.

» Mail LM Box # replies to: Landscape Management
Classifieds, LM Box #___,

131 W. First St., Duluth, MN 55802-2065. (please include
LM Box # in address).

BUSINESS OPPORTUNITIES

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.

I LAWN DOCTOR
#1 Lawn Care Franchise
in the World!

Existing, successful Lawn Doctor franchise in
Chicago suburbs now for sale. Fully equipped.
Turnkey. Six figure gross sales.

Huge growth potential.

Call Joe Farber at Lawn Doctor’s national

headquarters: 1.800.631.5660 x228
LAWNDOCTOR.COM I

LANDSCAPE MANAGEMENT / JANUARY 2004 / www.landscapemanagement.net
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Synthetic greens are one of the fastest

Reasons to call us:
* Huge Profit Center - Up To 65%

FREE

" Easy Year Round Install Process
Bt A VIDEO
* Utilize Existing
* Buy Manufacturer Direct - Save 70%
* Many Extras
www.allprogreens.com
BIDDING STRATEGIES
LAWN PROFESSIONALS
Take Notice
» Bidding & Contracts. . . .. $47.95
* Marketing & Advertising ....$39.95
20 Letters For Success. ............ $29.95
eContracts & Goals . .............. $39.95
* De-Icing & Snow Removal .. . ... $39.95
* Estimating Guide ............ $34.95

« Telephone Techniques. . . . . $24.95
* Selling & Referrals

Take advantage of our * Buy 4 or More & Save!

experience and improve your

opportunities for success. Our lawn service was

recently rated in the TOP 10 Nationally.
PROFITS UNLIMITED

Call 800-845-0499
www.profitsareus.com

~ WANT TO BUY OR
j?‘ﬁ SELL A BUSINESS?

Professional Business
Consultants can obtain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
is no cost for this as Consultant's fee is paid by the
buyer. This is a FREE APPRAISAL of your business.
If you are looking to grow or diversify through
acquisition, | have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Lan,
Installation all over the U.S. and Canada.

182 Homestead Avenue, Rehoboth, MA 02769

708-744-6715 * Fax 508-252-4447
E-mail pbcmello]1@aol.com
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FREE Soriice

synthetic putting greens
existing equipment and employees!

What you will learn at this 1.day workshop:

Huge profit center 60%-65

Hands-on installation training

Succe marketing/selling strategies
Free video and marketing materials
Keep cr rar-round

Expa:

GROW WITH US!

* Diversify your business

* Add irrigation to your core business
* Marketing and training programs

e Secured franchised territory

ServiceFirst
Irrigation

For information contact us:
1'877'3.,5,3'4533

www.servicefirstirrigation.com

BUSINESSES WANTED

WANTED TO PURCHASE:
Commercial Landscape Companies in
Southern New Jersey, Southeast Pennsylvania
and Northern Delaware.

Send Company Profile to:

R.A.H.

PO Box 3429
Trenton, NJ 08619-9998

FORSALE

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

Attention:Landscape Professional

Own an exclusive dealership. Established
pet containment & wireless detection products.
603-352-3333 Made in USA by Miltronics Mfg.

twice that of black & white ads!

For rates and schedules, call
Tom Cermak: 800-225-4569 x3170
or 440-891-3170

-

; MOW MORE SUPPLIES

\ 1-800-866-9667
www.mowmore.com
Order FREE Catalog IMO3

ANDSCAPE DESIGN KIT 3
rubber stamp symbols of trees,
shrubs, plants & more. 1/8" scale.|
Stamp sizes from 1/4" to 1 3/4"
$97 + $6.75 s/h. CA add 7.75% tax.
(Checks delay shipment 3 weeks.)

NR¥ VISA, MasterCard, or Money Orders
» shipped next day. FREE BROCHURE

w1 ocal 916-687-7102
TOLL FREE 877-687-7102 AMERICAN STAMP CO.

| www.americanstampco.com 12280 Rising Road LM4, Wilton, CA 95693

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

20'x24'x 8’
$2,123

We Ship Anywhere in The USA! 10,000 Sizes, Bolt-Together All Steel
Bulldings & Homes. Call Today For A Price Quote And Brochure.

HERITAGE BUILDING SYSTEMS,

800.643.5555

heritagebuildings.com

check us out online @
WWW.

www.landscapemanagement.net / JANUARY

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE., BEAVER FALLS, PA 15010

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

CONTRACTOR OWNED
EQUIPMENT FOR SALE

1999 Finn T-330, 3300 gal. Hydroseeder
300 hours on factory rebuild & new pump
in 2003. Trailer mounted @ $65,000 or
without trailer @ $45,000.

2003 Finn T-330, 3300 gal. Hydroseeder
300 hours. Trailer mounted @ $69,000 or
without trailer @ $49,000.

Each of the above hydroseeders features
dual fill ports, electric hose reels and
3" Honda trash pumps. Trailers have 10'x8.5"
compartment for mulch bale storage.

1999 Finn B-260 Trailer Mulch Blower
300 hours on new Michelin tires. $28,000.
2002 Bowie 800 gal.

Trailer Mounted Hydroseeder
Kubota diesel, 3" Honda trash pump, electric
hose reel, new Michelin tires. $25,000.
2002 Vermeer SC1102A Stump Grinder
450 hours, Deutz air cooled engine. $27,500.
2001 Komatsu PC40MR-1, Zero Tail Swing
Mini Excavator on Rubber Tracks
30” bucket, hyd. thumb, 1100 hours. $35,000.
2001 Bobcat 864G Skidloader
Low hours. $24,000.

2002 Bobcat T-200 Skidloader
Low hours. $29,000.

Bobcat units above each feature 73 HP
Deutz oil cooled engine, 18" rubber tracks,
Quick Tach frame, aux. hyd.

2001 JD 4700 MFWD Compact Tractor
w/460 Quick Tach loader, dual outlets,
12/12 Power Reverser transmission, folding
ROPS, 3 PT, 73" Quick Tach bucket. $19,800.

2002 Ford F450 4x4 Crew Cab Truck
7.3L diesel, automatic, custom made bed with
tool boxes, Honda powered Lincoln welder,
hand tool bins, 110 gal. equipment fuel tank
with electric pump, 45,000 miles. $35,000.
2002 Shop Built Big Bale Mulcher
400 HP Caterpillar diesel, hyd. driven mill and
blower to process 3x3x8 straw bales to rates
as high as 38 ton per hour. $175,000.
1997 Haulmark Enclosed Van
8x16, excellent shape. $3,000.

All the above units are in excellent condition
and fully maintained in our full time shop.

Contact Jeff @ 517-202-9421 or
our website at www.landmarkservices.net
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Gachina

LANDSCAPE
MANAGEMENT

COMMERCIA AND AP
MAINTENANCE AREA MANA
Award winning full service landscape
management firm is seeking motivated
individuals to build its senior management
= team. Located in the fast paced San Francisco
Bay Area, our growth has created the need for
area managers in commercial landscape
maintenance. Top candidates will be effective
managers, communicators, customer-focused,
organized, and strong leaders. The area
manager will be accountable for the
development, safety and productivity of their
team. An Associate or Bachelor degree is
preferred with five years experience in the
commercial field. We offer generous salaries
and profit distribution, company vehicle,
health/dental/life insurance, and 401k with
company match.

For immediate confidential consideration,
mail, fax or E-mail resume to:

Gachina Landscape Management, Inc.
1130 0'Brien Dr., Menlo Park, Ca. 94025
Fax: 650/853-0430

E-mail: ChallengeMe@gachina.com
www.gachina.com

YTTTTTTITIoTIITY

15isiass

L | o
Appt®
Labor Consultants

INTERNATIONAL

[{Tay)

Foreign Labor

Specialists (H2B)

LCT has the expertise to create a workforce
that will fulfill whatever your labor

need is: H2B, H2A, Seasonal, Peakload,
Permanent, etc. LCI has met the workforce
needs of many landscaping companies in
the U.S. with workers from countries
throughout the world. LCI has vast
experience in bringing over workers from
many countries as well as Mexico. LCI has
the labor experience you can rely on!

Contact LCI for more information:
Our foundation is creative labor solutions.
E-mail: info@laborci.com
Call 208-777-2654
Visit our Website: www.laborci.com

JOBS IN HORTICULTURE, INC.

www.hortjobs.com
Phone: 1-800-428-2474
Fax: 1-800-884-5198

.%«3 N
GreenSearch
Providing professional executive search, human
resource consuiting and specialized employment
solutions to Green Industry companies and allied
horticultural trades throughout the United States

www.greensearch.com
E-mall: 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., Aianta, GA 30338 )

LANDSCAPE MANAGEMENT
OPPORTUNITIES

Wheat's Lawn & Custom Landscape, a $7 million
residential landscape firm in Northern Virginia
since 1978, has positions available for
MANAGERS, ASSISTANT MANAGERS
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
* Vacation/Holidays
Wheat’s Lawn & Custom Landscape, Inc.
8620 Park St., Vienna, VA 22180
www.wheats.com
Fax: 703-641-4792 + Email: wheats@wheats.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

GREAT CAREER OPPORTUNITIES

Western Lawns Inc., a leading landscape
management and design/build company,
has career opportunities available for motivated
self-starters with experience in the landscape
industry. Continued growth has created
opportunities in the following areas:
Account Managers
Landscape Desi
Landscape Maintenance Supervisors
Western Lawns has offices in Oklahoma City, OK,
Tulsa, OK, and Ft. Smith, AR. Interested applicants
should mail or fax a resume to:
WESTERN LAWNS
Attn: Neal Roberts, Box 304, Bethany, OK 73008
Fax: 405-943-4270

CAMPBELL & FERRARA

NURSERIES, INC
A full-service 8 acre garden center/nursery
and landscape company.
Family owned and operated for 58 years.
Location: Alexandria, VA

PROJECT MANAGER:

Duties and Qualifications:
Responsible for development, implementation
and management of Landscape Department’s

Production, Nursery Yard Management,
Truck and Equipment Management.
Qualifications: Minimum 5 years experience
in the horticulture industry, knowledge of
greengoods care and maintenance, technical
knowledge of hardscape. Excellent communication
skills, team-building and staff management,
strong planning and organization skills required.
Must speak, read and write Spanish and English.
Salary dependent on experience. Benefits.

LANDSCAPE DESIGN/SALES:
Duties and Qualifications:
Design/build sales position. Requires extensive
plant knowledge and identification; excellent
design, communication and organization skills.
Leads provided, base salary, commission and
benefits. Minimum of 5 years professional
experience in residential design/sales.
Application: e-mail or fax resume.
Contact: Donna Campbell
E-mail: dcampbell@campbellferrara.com
Fax: 703-354-3974
Website: www.campbellferrara.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
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OPERATIONS MANAGERS
Weeds, Inc., an established vegetation
management/industrial weed control
company, is seeking hands-on regional
managers for the Chicago area and Virginia.
Qualified candidates must be organized,
self-motivated and have experience in
Green Industry. Responsibilities will include
customer service, sales, service scheduling and
hands-on fieldwork. Includes excellent
base salary, bonuses, medical, 401(k) with
company matching, sick and personal time.
Email resume: chicago@weedsinc.com
Phone: 708-389-0702 Fax: 708-389-1446
www.weedsinc.com

REPEAVING
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INFORM ¢ INTRODUCE ¢ INFLUENCE ¢ INSTRUCT

FDRINTS

Reprints of Landscape Mangement articles,
advertisements, and news items are available
through Advanstar Marketing Services.
Customized to meet your specific needs, reprints
are highly effective when you use them to:

* Develop direct-mail campaigns

* Provide product/service literature

* Create trade show distribution materials

Extend your coverage to your website.
Custom reprint packages include an

E-Print of the same article to post on your

website.

Landsca

MANAGEMENT P
ADVANSTAR MARKETING SERVICES
MARCIE NAGY

1-800-225-4569 x2744 » 440-891-2744
Fax: 440-891-2740

Email: mnagy@advanstar.com

HELP WANTED (CONT'D)

MOON LANDSCAPING
CAREER OPPORTUNITIES

Moon Landscaping is an employee owned and
operated company serving commercial and
residential clients in Pennsylvania, New Jersey and
Delaware. We are a quality oriented, progressive
company looking for enthusiastic, self-motivated
individuals to join our management team.

*» Estate Maintenance Foreman —Yardley, PA
* Residential Installation Foreman —Yardley, PA

* Residential/Design Sales —Yardley, PA

* Commercial Sales —serves Southeast PA,
Northern DE and Southern NJ

* Commercial Installation Foreman —Yardley, PA

* Superintendent -Yardley, PA, Valley Forge,
PA and Mt. Laurel, NJ
* Irrigation Technician —serves Southeast PA,
Northern DE and Southern NJ
* Turf Care Technician —serves Southeast PA,
Northern DE and Southern NJ
Moon offers aggressive compensation, including
health and dental insurance, 401k and profit sharing.
Moon Landscaping
1955 Quarry Road, Yardley, PA 19067
Ph: 215-968-5071, Fax: 215-579-0147

OV

LABOR

DON’T WAIT!

Make the jump to reliable, legal workers.
More profits, less worry. Bring your seasonal
workers from Mexico with VISAS. We do all the
documentation and make it simple.

We GUARANTEE SPEED, FRIENDLINESS
and AFFORDABLITY.

Free information & booklet. Call me today.
David Donaldson
USAMEX Ltd. 501-724-8844
E-mail: INFO@USAMEX.ORG

LOOKING TO
HIRE SOMEONE?

Place Your Recruitment Ad
in Landscape Management!

".—.- - 5

~ - -

For rates and
schedules, call
Tom Cermak at
800-225-4569, x3170
or 440-891-3170

SOFTWARE

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 ext2

o Unlimited Customers & Locations e Print Proj
« Automatic Scheduling, Routing

« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking

« Material & Chemicals Tracking

« Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

The #1 best-sellin
all-in-one software ?or
specialty trades

sals, Invoices, Work
Orders, Statements, Purchase

Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounting: G/, AR, AP,

Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks ®,
Peachtree ™, MS Office®, Street
Mapping, Emailing, and more!

2004

landscape ilustrator

landscape design and estimation software
www.Lsisoft.com

PhoneCenter Software

Never forget to call a customer back or lose
another phone message! Works with Caller ID
to track all incoming phone calls into a database.
Schedule appointments with easy-to-use
drag and drop calendar. Route appointments
with MS MapPoint. Synchronize customer
information to QuickBooks!

View demo at www.PhoneCentersSoftware.com
or call Tree Management Systems, Inc.
at 1-800-933-1955

Put the Dynamics of Classifieds to Work for You!

HURRY!

If your ad isn't here,
call Tom Cermak
IMMEDIATELY!
1-800-225-4569 x3170
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Statistics

LABOR MULTIPLIER

1t

INDUSTRY TRENDS BY THE NUMBERS

Just three to four years ago (1999-2001), many contractors
would use a simple multiplier of 3.2 to 3.4 times the labor
wage to determine the per hour price for labor-only jobs. Since
that time, estimating software and processes have become
somewhat more sophisticated. Yet our research shows that the
prices calculated by these systems came close to producing
about the same price per labor hour. Something has changed
in the last two years, however — the multiplier. It's been going
down. The 3.2 to 3.4 times labor multiplier has declined as
prices have declined. That multiplier is closer to 2.7 to 2.8 times
labor in 2003. The chart below shows the profit impact due to
this decline. On average, the decline has cost companies 4.5
percentage points of profit. Our research further indicates that
about 2 percentage points have been reclaimed by productivity
improvements. This still leaves a net 2.5% profit decline. More
work needs to be done on productivity.

‘99-01 ‘02-'03 ‘99-'01 ‘02-'03

Labor Labor Labor Labor Labor  Profit
wage price price cost cost  impact
$8 $25.60 $22.40 31.3% 35.7% 4.5%

$9 $28.80 $25.20 31.3% 35.7% 4.5%

$10 $32 $28 31.3% 35.7% 4.5%

$1 $35.20 $30.80 31.3% 357% 4.5%

$12 $38.40 $33.60 31.3% 35.7% 4.5%

Multiplier 3.2 28

SOURCE: KEHOEGUIDO

IT'S A FACT

of illegal immigrant apprehensions dropped from
11942-1964 when an immigration program created
to allow Mexican workers to enter the U.S. to
‘work in agriculture was widely used.

SOURCE: NATIONAL FOUNDATION FOR AMERICAN POLICY

MAKING NEVADA GREEN

Nevada’s Green Industry generates more

than $1.3 billion in economic activity annually
Landscape services are the biggest part of this ,"
total, which represents both direct sales and
secondary impacts. (Figures below in 1,000s.)

!

Lanascape services

Industry Direct Secondary
components impacts impacts
Economic activity $ 486 $ 358
Personal income 279 128
Employment (FTE jobs) 12 4

SOURCE: NEVADA LANDSCAPE ASSOCIATION

urvey says...

Word is, holiday lighting installa-

tion is emerging as a profitable

ancillary business, especially for

" contractors in northern states.

LM’s editors asked our on-line visitors if

this is really true or just so much ho-ho-ho.
Here are the results:

35%

We're thinking about it

32% We've never considered it
We've had a holiday lighting
business for awhile now

24%

o We were into it once,
9% but got out of it

entag

Log onto www.landscapemanagement.net
and answer our online survey. We publish
the results here monthly.
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WenoLonlyraise:ing barian 2004,
we ook it up and over the iop.

Standard throughout our Lazer Z* lineup this year is a
Rollover Protection System (ROPS). Maybe some day
other zero-turns will be wearing one, but once again,
the bar was raised here.

For 2004, we’ve also enhanced the look
with redesigned fuel tanks which feature
an integrated cup holder and fuel gauge.
Elevated the comfort with redesigned
drive levers. Expanded convenience
with repositioned operator
controls and a handy storage
compartment. Viewed from
the front. The side. The back.
The look is sleek. Sophisticated. ‘ R
With just a hint of l
in-your-face.

Visually walk around the unit pictured here.
Acquaint yourself with many of the new features
that reaffirm the fact that Exmark zero-turn
engineering continues to run well ahead of the
pack. Then go to www.exmark.com for a
closer look at the Lazer Z lineup for 2004.

NOBODY DOES IT BETTER

Circle No. 102
BﬂSf-SEI”ﬂﬂ Brand of ”ﬂWiIlﬂ [quiﬂment for the lﬂﬂ'SFJIIG Professional
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" AWARNING

Don’t Bust Your Tail

Get a John Deere 215 Excavator instead. Their zero-

::::'swinq design lets these nimble compacts rotate

% Y without banging their tails into something.

a'lvy:lu l;an work with ease around obstacles. Add

C - ma.n y Worksite Pro™ attachments (also
omna!:ble With John Deere skid steers), and the

Possibilities are almost endless. For more info of

a demo, sep your John Deere dealer.

JOHN DEERE

www.JohnDeere.com ' s, NOTHING RUNS LIKE A DEERE®
Circle No. 103
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