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ENTER TO WIN: 
www.HusqvarnaTotalSource.com 

Our specialty turf equipment could take your business farther, and our Landscaper 
Total Source Sweepstakes could take it to a whole new level! You could win a new 
piece of Husqvarna Outdoor Power equipment in our monthly giveaways or take 
home a grand prize — visit www.husqvarnatotalsource.com for complete details. 

r p r p g ) G r a n d P r i z e 
r T T ? l t S t h e o f f i c i a l 2 0 0 4 Husc1va rna- , suzu N-Series Landscaper Truck 

k 1*1 V p 1 j T j n I packed with all new Husqvarna Outdoor Power Equipment—like 
\ V a V / K J 1 1 I o n e o u r b'2 Zero Turn Mowers,a Hydro Walk Mower, Backpack 
\ J \ J f1 i V J i - h c b • Blower, Trimmer, Hedge Trimmer and Chain Saw. Put it all in your 

• ~ ~ 1 — — — ^ n e w , Isuzu commercial truck with a landscaper body, gas-powered 
engine, automatic transmission, air conditioning, mower ramp and a 

. 7 full-sized tool rack. We'll be giving this all away to one lucky winner 
-̂ n l T l ' at this years 2004 Green Industry Expo in November. 

t * 

IT'S TOUGH. 
IT'S LOADED. AND IT 

COULD BE YOURS. 

S e c o n d P r i z e 
Tickets for two to a NASCAR race of your choice 
in Charlotte in 2005 (including travel and accomodations). 

T h i r d P r i z e 
Tickets for two for a King's Experience at Richard Petty Driving 
Experience available at various tracks around the country. 

Visit the official Web site to enter online, for official rules, regulations and complete details, and for monthly equipment giveaways. 
Or call I-877-4AHUSKY, or pick up an official entry form at your nearest participating retailer. 

http://www.HusqvarnaTotalSource.com
http://www.husqvarnatotalsource.com


T H E F O R E S j l L A W N & G A R D E N 
i E Q U I P M E N T OF 

WIUNASCM 

Specialty Turf Equipment 
That's Ready When You Are! 
Lawn and turf care is all about service - the more you offer and the faster you can 
offer it, the more profitable you become. And now is the perfect time to step 
up to the power of Husqvarna s Swedish engineered specialty turf equipment. 
Economically easy to operate and maintain with more than enough power and 
performance to get the work done fast, Husqvarna specialty turf equipment is 
ready when you are. Get to your Husqvarna Power Retailer and get to work! 
I-800-HUSKY-62, or visit www.husqvarna.com. 

AERATORS 
Breathe More Life Into \ 
Your Lawns And Business \ 
• Four models to choose from 
• Work paths of up to 25 inches, 

(36 inches with tractor-pulled model) 
• 3.5-4 hp Honda or B&S engine choices 
• Variable aeration depths of up to 3 inches 

DETHATCHERS 
Thatch and Seed To Make Room 

• ^ For Growth and Profitability 
, r. • Innovative twin platform - thatch 
3 \ a n d seec* same equipment 
C* • Four models to choose from 

B 5 • Work paths of 18 inches 
• 3.5-5.5 hp Honda or B&S 

engine choices 

SOD CUTTER 
A Powerful Way To RoH Up New Business 

||w • Two cutting and transport speeds 
\ • Our exclusive 4-wheel 

drive transmission 
/ • Power-reverse feature 

• Work paths of 18 inches 
• Big 5.5 hp Honda engine 

NASCAR* is a registered trademark of the National Association for Stock Car Auto Racing. Inc. 

STUMP GRINDERS 
\

«» Grind Up A New Bottom Line 

• 8 carbide tipped teeth on a 
14 inch wheel 

• Equipped with lift grips and 
adjustable driver handles 

• Up to a 12 inch grinding depth 
• Mighty 13 hp Honda engine 

©Husqvarna 
©2004 Husqvarna 

http://www.husqvarna.com


COMMERCIAL 
LENDING 
SERVICES 

Ford 
Credit 

Business Preferred Network 



F-SERIES SUPER DUTY 
The #1 Cargo Van, Chassis cab and Medium Truck for customer satisfaction wi th vehicle quality 

Up to 21,500 lbs. of towing power (F-350 - F 550) 
New available Power Stroke diesel and 5-speed automatic TorqShift transmission 
Highest available torque and diesel horsepower in its c lass " 
Available in Regular Cab, SuperCab or Crew Cab 

E-SERIES 
The #1 Cargo Van, Chassis cab and Medium Truck for customer satisfaction wi th vehicle quality 

E-Series is the full size van sales leader 25 years running 
Only full-range van to offer the choice of gas or diesel pov/er 
Widest range of bodystyles 
Standard 4-wheel disk anti-lock braking system www.commtruck.ford.com 

"3a:ed or 2003 ( o n r r e r a a l Truck Quoiity Study " O n 6 01 Power Stroke diesel engine') with automatic transmission or 800 301-7430 

http://www.commtruck.ford.com


647 s tand-on Quik-Trak 

PROFESSIONAL MOWING 

Brent Abshire built Earthcare Management from zero crews to 14 in two years. John Deere, with 
a full line of tough 7-lron™ equipped mowers and Pro-Series™ handhelds, helped. 

"One day, I realized I wasn't cut out for a desk job, so I up and quit. The banks didn't want 
my kind of business. But John Deere took a leap of faith. They offered me credit—and at good 

rates, too. If you pay $189 a month for the first year/ ^ ^ ^ 
they'll set you up with a trailer's worth of mowers. JOHNI DEERE 

You can make money on that." W ^ f e s 

Want to grow? Visit MowPro.com now to set up your Free Demo. Nothing Runs Like A Deere 
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44 How to balance all three 
Creating a customer-centered 
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Mark Borst knows how to get his guys 
out of the yard 
BY JASON STAHL / Managing Editor 

44 
48 Business Ideas 

You must track marketing 
BY JUDY GUIDO 

Technology 
RESEARCH • EQUIPMENT • CHEM ICALS 

COVER PHOTO: JERRY MANN 

50 

52 

54 

Innovations 

From the Shop 
Help, I need a technician! 
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Pest controls 
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Here's an update on what's available as regulations 
and treatment choices keep changing 
BY DAVID HELD 
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gaining the upper hand over gray leaf spot 
BY STEVE TUBBS 

60 Solutions Center 
This clock' saves time 
BY RON HALL 

79 LM Reports: 
Compact tractors 
BY CURT HARLER 

Resources 
PRODUCTS • EVENTS • FYI 

86 Products 

89 FYI: Ad Index 

90 Events 

94 Statistics 

Grounds 
BUDGET ING • PERSONNEL • FACILITIES 

84 PGMS 
Quiet contemplation rules at Multnomah 
Bible College & Seminary, Portland, OR 

Corporate 
Capabilities 2004 
Read in-depth profiles of 
top companies in this 
special advertising section 

CORPORATE 
CAPABILITIES 2 0 0 4 
Landscape 



The shortest distance between broadleaf and grassy weed control. 
Drive 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient 

application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from crab-

grass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds 

under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional 

seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or 

after application. To learn more about how Drive 75 DF can help you in your drive for turf perfection, 

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions. 

BASF 
PROFESSIONAL 
7WF ^^ 

We Don't Make The Turf. 
We Make It Better. 

http://www.turffacts.com


Contributors Landscape 
W H O ' S W H O IN L M 

M A N A G E M E N T 

VISIT US ON THE WORLD WIDE WEB AT: www.landscapemanagement.net 

Steve Tubbs, CEO of Turf Merchants, Inc., Tangent, OR, 
provides a nice, tight overview of the seed industry's 
progress against the devastating turf disease gray leaf 
spot. This is a must read, especially if you're installing or 
maintaining perennial ryegrass landscapes. If turf's your 
game, you have to turn to page 58. 

E d i t o r i a l s t a f f 

David Held, Assistant Professor of Entomology with 
Mississippi State University's Coastal Research and 
Extension Center in Biloxi, tells you how to manage 
ornamental pests starting on page 54. When he's not 
developing a research and extension program in horticul-
tural entomology, he enjoys fishing, his children and, of 
course, chasing bugs. 

Bob Coulter's 22 years serving as a coach and people 
developer makes him a valuable team member on the JP 
Horizons consulting team. Need balance in your firm? 
Don't miss what he has to say beginning on page 44. 

Landscape Management 

Tools for the Outdoors. 
When your job is the outdoors, your work is only as good as the 

tools you use. That's why Forestry Suppliers, Inc., features more than 
9,000 top-quality products geared especially to outdoor professionals 
from agriculture to zoology-and just about all points in-between. 
Every product we sell comes with the best technical support and 
customer service in the business, and each is backed by a 100% 
Satisfaction Guarantee! 

Check us out for yourself. Give us a call or log on to www.forestry-
suppliers.com to get a free copy of our latest 672-page catalog today! 

Inc. 

C2004 Forestry Suppliers, Inc. All rights reserved. 

www. forestry-suppliers, com 

Sales 800-647-5368 
Catalog Request: 800-360-7788 
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Minimal Risk 
of Erosion 

or Leaching 

Quickly Ready 
for Use 

Make Green 

M l / / / , 
( B L U E Y E L L O W 1 
I P R O F E S S I O N A L I 

The S m a r t e s t W a y to M a k e Green. 

Calibrated 
Seed and 
Fertilizer E, 
in a Roll 

•wt 'X* ' * *r' ^ * /> ' • • * « iFgfi J 15*'\ " , , * 

Natural Weed 
Suppression 

V . v .--•= . . A : - ' V r 

. • - - - , • • • i j 
Fast and Simple 

Installation i 

Make Green 

Make Green 

ROLL 

w w w . b l u e y e l l o w p r o . c o m • 800-667-3268 
Circle 106 

http://www.blueyellowpro.com


Equipment & Supplies for Athletic Facilities 

EXPERT... a person having special 
skill or knowledge in a particular field P r o n d s u p p o r t e r o f t h e s e g r e e n i n d m t r y p r o f e s s i o n a l o r g a n i z a t i o n ! : 

XIAaX 
Associated Landscape Contractors of America 
150 Elden Street, Suite 2 7 0 
Herndon, VA 2 0 1 7 0 
7 0 3 / 7 3 6 - 9 6 6 6 
www.a lca .org 

A M L A 
American Narscry U 
1 jniKufx- Association 

American Nursery & Landscape Association 
1 0 0 0 Vermont Ave., NW, Suite 3 0 0 
Washington, DC 2 0 0 0 5 - 4 9 1 4 
2 0 2 / 7 8 9 - 2 9 0 0 
www.an la .o rg 

Independent Turf and Ornamental 
Distributors Association 
5 2 6 Brittany Drive 
State College, PA 1 6 8 0 3 - 1 4 2 0 
Voice: 8 1 4 / 2 3 8 - 1 5 7 3 I Fax: 8 1 4 / 2 3 8 - 7 0 5 1 

THE OFFICIAL PUBLICATION OF 

A m e r i c a n S o c i e t y o f I r r i g a t i o n C o n s u l t a n t s 
111 East Wacker Dr. 18th Floor • Chicago, IL 6 0 6 0 1 
Voice: 3 1 2 / 3 7 2 - 7 0 9 0 / Fax: 3 1 2 / 3 7 2 - 6 1 6 0 
www.asic .org 

4 * 
The Irrigation Association 
8 2 6 0 Wi l low Oaks Corporate Dr. Suite 120 
Fairfax, VA 2 2 0 3 1 - 4 5 1 3 
7 0 3 / 5 7 3 - 3 5 5 1 
www.irr igat ion.org 

Circle 107 

A Nat ional Exterior Services M a n a g e m e n t Company S p e c i a l i z i n g in: 

Green Care 
Parking Lot Maintenance 

Snow Removal 

C o n t r a c t o r P a r t n e r T e s t i m o n i a l : 

"Our association with DENTCO since their entry into the Las Vegas area market has 
been very rewarding. They took over management of a contract that we had serviced for 
many years and proven that they are a first class management company. They have also 
given us new opportunities that have allowed our company to grow by entrusting in us 
new landscape maintenance contracts as they obtain them. Their company is 
professional, and well organized. We have never had any trouble getting p.o. numbers 

. or direct access to our area supervisor. We are proud to be associated with DENTCO 
and recommend their company to anyone. Thank you." 

Jeff Bradshaw, Owner 
Bradshaw Landscape Maintenance 

Register today online at 
w w w . c o n t r a c t o r p a r t n e r s . c o m 

VQWS 

EE 

SportsTurf 
• MANAGERS ASSOCIATION 

f iTOCA 

T3A. 
VOICE OF TREE CARE 

Ohio Turfgrass Foundation 
1 1 0 0 - H Brandywine Blvd., 
PO Box 3 3 8 8 
Zanesville, OH 4 3 7 0 2 - 3 3 8 8 
8 8 8 / 6 8 3 - 3 4 4 5 

The Outdoor Power Equipment Institute 
3 4 1 South Patrick St. 
Old Town Alexandria, Va. 2 2 3 1 4 
7 0 3 / 5 4 9 - 7 6 0 0 
opei .mow.org 

Professional Grounds Management Society 
7 2 0 Light Street 
Baltimore, M D 2 1 2 3 0 
4 1 0 / 7 5 2 - 3 3 1 8 

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd„ NE. Suite C - 1 3 5 
Mariet ta , GA 3 0 0 6 8 - 2 1 1 2 
7 7 0 / 9 7 7 - 5 2 2 2 
www.plcaa .org 

Responsible Industry for a Sound Environment 
1156 15th St. NW, Suite 4 0 0 
Washington, DC 2 0 0 0 5 
2 0 2 / 8 7 2 - 3 8 6 0 
www.acpa.org/ r ise 

Sports Turf Managers Association 
1027 S. 3rd St. 
Council Bluffs, IA 51503 
7 1 2 / 3 2 2 - 7 8 6 2 ; 8 0 0 / 3 2 3 - 3 8 7 5 
www.sportsturfmanager.com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, M N 5 6 0 7 1 
6 1 2 / 7 5 8 - 5 8 1 1 

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 0 3 1 0 3 
6 0 3 / 3 1 4 - 5 3 8 0 
www.treecareindustry.org 

Let us put our EXPERTS 
to work for you! 

Beacon ' s experts are in sports 
f i e l d m a i n t e n a n c e . L e d by 
p ro f e s s i ona l g r o u n d s k e e p e r s -
P a u l Z w a s k a , fo rmer l y of the 
B a l t i m o r e Or io l e s , Tom B u r n s 
of the Texas Rangers, and Steve 
W i g h t m a n f rom Q u a l c o m m 
S t a d i u m in S a n D i e g o , our 
knowledgeab le customer se r v i ce 
staff a n d pro jec t s p e c i a l i s t s 

offer you a wea l th 

Circle 1 0 8 

1 0 L A N D S C A P E M A N A G E M E N T / J U L Y 2 0 0 4 / w w w . l a n d s c a p e m a n a g e m e n t . n e t 

http://www.alca.org
http://www.anla.org
http://www.asic.org
http://www.irrigation.org
http://www.contractorpartners.com
http://www.plcaa.org
http://www.acpa.org/rise
http://www.sportsturfmanager.com
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ABSOLUTELY HAMMERS MITES. 

'Pampers 8veiy thing Else. 

No miticide performs as well as Floramite' against key 
mite pests in all life stages. It pounds tough pests like 
two-spotted and spruce spider mites with hard-hitting 
contact action. Then, it gives long residual control, up 
to 28 days, to get those late hatches. 

Floramite features a unique mode of action and 
highly selective activity so its easy on predacious mites 
and beneficial insects. And its low toxicity means its 
easy to work with and safe for the environment. 

If you want to drop the hammer on mites, while 
you pamper everything else, get the economical, 
user-friendly control of Floramite. 

/ ? f y i l t l l l / / l f l www.cromptoncorp.com 
% 0 M % J m m m ^ J m M J W m Floramite is a re^stered trademark of a 

subsidiary of Crompton Corp. Uniroyal Chemical 02003 crompton corp. 
Always read and foflow label directions. 

Circle 109 

Floramite SC 
ORNAMENTAL MITICIDE ^ ^ 

/ / 

http://www.cromptoncorp.com


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. 

MPR nozzles feature Rain Curtainm Nozzle 
Technology for superior water distribution 

throughout the radius range. 

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 R a i n B i r d Representative, or click on www.rainbird.com. 
containing Q,T,H and F nozzles. 

RAIN^BIRD 

http://www.rainbird.com


BUSINESS FROM THE BOSS 

What's it take to be great? 
BY RON HALL / Editor-in-Chief 

Mariani Landscape, Lake Bluff, 
IL, is a great landscape com-
pany. It didn't start out that 
way. It started out just like 
your company. Small. It's fu-
ture uncertain. Learning tough 
business lessons day by day. 

Indeed, Frank Mariani tells how, as a young con-
tractor, he lost a job he needed and wanted because he 
thought he knew what a potential customer wanted 
more than the customer did. 

The prospect was an elderly woman seeking a land-
scape installed in her side yard. She said she wanted 
large trees. But Frank, anxious to give her a good price 
and explaining that the trees would eventually get siz-
able anyway, suggested planting smaller 2-in. caliper 
trees in the location instead. 

Experience a great teacher 
Frank didn't hear back from the woman. And when he 
drove by the property weeks later, he saw that another 
contractor had planted much larger trees. When he 
asked her why she didn't hire him, explaining that the 
trees he had recommended for the job were more suit-
able for the location and would be mature within a 
dozen years anyway, she had a ready answer. 

"By the time those trees get to be a good size, I'll 
be done," she told him. "I won't be around then." 

Says Mariani, "I learned that it's a big mistake to use 
your own pocketbook as a guide to how much some-
one wants to spend." 

Mariani Landscape, with revenues of about $23 
million this year, isn't great just because of its size. It's 
great because it's a landscape company that elevates 
our industry's stature in the eyes of the public and with 

other skilled trades, which brings me to the focus of 
this month's issue — great companies. 

Veteran editor Sue Guard helped us compile this 
year's list of the 50 largest (by revenue) landscape and 
lawn service companies. She spent several weeks on 
the project. The effort takes a lot of bird-dogging, but 
most companies, to their credit, are cooperative. 

Great in many ways 
Putting together the next section of the issue — "20 
Great Companies" — was more difficult. Great com-
panies — how do you define them? By revenues? By 
the awards they've earned? By their efforts on behalf of 
the industry? By community service? 

We took all of these criteria into account and at-
tempted to present a representative sample of great 
companies. 

Obviously, for every company that we identify as 
"great" for one reason or another, there are many oth-
ers that we could have selected and hope to identify in 
future issues. 

That's what we found most encouraging about 
putting together this issue — the number of "great" 
companies within our industry is literally 
beginning to explode. 

If you feel you're a great ^ f | ^ 
company, speak up and let 
us know. 

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

A great company elevates our 
industry's Statu re in the eyes of the public. 

mailto:rhall@advanstar.com


BUSINESS BUILDING YOUR TEAM 

why wait until you need an account manager 
to begin developing one? Pick out a good 
prospect now and start mentoring them. m 

An account m a n a g e r ' s job 
BY BRUCE WILSON 

What makes a good account 
manager for a landscape 
maintenance company? How 
do you develop one? How 
much work should they be 
able to manage? Owners 
often ask these questions as 

they try to grow their businesses. 
The first step is to establish clear expectations. I like 

to boil down the key result areas. For most companies, 
the key result areas for an account manager are: 

• A client retention rate of 90% to 95% 
• Sell enhancements to the client in the ratio of be-

tween 25% and 50%, depending on your definition of 
enhancements and contracted extra services 

• Manage the account to budgeted cost 
• The responsibility to sell new accounts (sometimes). 
In other words, an account manager must manage 

the customer relationship, keep an eye on quality con-
trol, schedule crews, recommend enhancements and 
prepare proposals, and develop and train employees. 

A special breed 
That's a lot to expect. The person must deal well with 
people, be organized, know the company's products, 
be a good coach/mentor and know how to manage 
time effectively. This is a very qualified, competent in-
dividual. They don't grow on trees, so you must de-
velop these employees internally. 

To develop successful account managers internally, 
start building the required skills and behaviors before 
putting the person in that position. Send the person to 

outside supervision training, customer service training, 
time management training or, alternatively, start piece-
mealing the responsibilities out as part of your own 
training program. 

For instance, if they're working as a crew leader, 
give them client contact responsibility for some clients 
and start building those disciplines. See which of your 
crew leaders have the most promise. Ask them to rec-
ommend to you what enhancements they would rec-
ommend for their own properties and actually prepare 
some estimates. 

You can do it 
Take the time to think this through for your company. 
You can do it. Don't wait until you need to fill the po-
sition. You may have to rely upon a person who isn't 
prepared and is doomed to fail. Going outside to hire 
someone who's trained or experienced often isn't the 
answer either. The good ones already have jobs. 

An experienced account manager should be able to 
handle $800,000 to $1,000,000 in work. This can vary 
depending on the number of customers and size of jobs 
— the fewer jobs and customers, the higher the volume. 
A good way to develop new account managers is to start 
them with a small book of business and let the business 
grow with them. Some companies give account man-
agers smaller books of business. However, this cuts into 
profits because of higher cost of supervision. A rule of 
thumb that I always used is that a supervisor should pay 
for themselves by increasing gross margins. 

— The author is a partner with entrepreneur Tom Oyler 
in the Wilson-Oyler Group, which offers consulting 

services. He is also the Director for the Symbiot 
Landscape Network. Visit www.wilson-oyler.com 

http://www.wilson-oyler.com


T knowing YOU CO 

These days it seems the term "customer service" has almost become an oxymoron. As customers, we've become all too familiar with the 
runaround. But at Bayer we don't run from problems, we run to them. We have the only sales and tech support team solely dedicated to the 
green industry. Recognizing different customer needs, we dedicate sales and marketing staff to lawn care _ A 

operators, grounds managers, superintendents and formulators. They'll come out and get their knees dirty to ^ 
help sort out whatever problem you're facing. To learn more, call 1-800-331-286? or visit BayerProCentral.com. b y B A Y E R T , 

Bayer Environmental Science, a business group of Bayer CropScience I 95 Chestnut Ridge Road, Montvale, NJ 07645 I Backed by Bayer is a trademark of Bayer. I Always read and follow label 
directions carefully. I O 2004 Bayer CropScience 

Bayer Environmental Science 
Circle 110 



In the Know 
NEWS YOU CAN USE 

Briggs & Stratton acquires 
Simplicity Manufacturing 
MILWAUKEE, Wl — Briggs & Stratton 
Corporation and its subsidiary, Briggs & 
Stratton Power Products Group, LLC, 
signed an agreement to acquire Simplicity 
Manufacturing, Inc. for $227.5 million in 
cash, subject to adjustments. 

Simplicity, based in Port Washington, WI, 
designs, manufactures and markets outdoor 
power equipment used in both consumer and 
commercial lawn and garden applications. Its 
products are distributed through independent 
dealers under the brand names Simplicity, 
Snapper, Ferris and Giant-Vac. It had net 
sales of $285 million for the ten months 
ended April 30, 2004 and anticipates net sales 
of approximately $350 million 

The transaction is targeted for closing at 
the beginning of Briggs & Stratton's fiscal 
2005 first quarter, at which time Simplicity 
Manufacturing will become part of the 
Briggs & Stratton Power Products Group. 

Part of the strategy 
"The acquisition is another step in Briggs & 
Stratton's strategy to present an ever more 
compelling value proposition to consumers 
of our products and superior returns to our 
shareholders," said John S. Shiely, Briggs & 
Stratton's chief executive officer. "Consis-

tent with the various elements of this strat-
egy, we intend to redouble our efforts to 
build closer relationships with our OEM 
and retail customers from an operational, 
sales and marketing perspective. 

"Simplicity is a solid company with sev-
eral compelling brands, a strong position in 
the retail dealer channel for outdoor power 
products and superior product develop-
ment capabilities," added Shiely. 

"We're pleased with the acquisition," 
said James A. Wier, Simplicity Manufactur-

ing's chief executive officer. "We believe 
Briggs & Stratton has the financial resources 
and support to allow us to continue our cur-
rent growth strategy. The management 
team and our production facilities will re-
main in place and continue to focus on de-
livering high value products sold through 
the independent dealer channel. We plan to 
operate as part of Briggs & Stratton Power 
Products Group and will aggressively seek 
synergistic opportunities with the entire 
Briggs & Stratton organization." 

Gravely on Tour returning in '05 
BRILUON, Wl — About 900 landscape con-
tractors attended the Gravely on Tour pro-
gram offered at nine locations around the 
U.S. and Canada from January through 
March of 2004. Ariens Co. plans to con-
tinue the program in 2005 due to the 
number of contractors participating. 

The one-day workshop is aimed at im-
proving profitability of business owners in 

the landscape contract business. Industry 
consultant Kevin Kehoe presented infor-
mation to help participants set the right 
price for services, increase profit margin, 
find and retain the right customers, pay 
themselves the right amount of money, 
and motivate and pay employees. 

"The ability to set aside time to evalu-
ate your business model gives you a 

strategic advantage in any type of busi-
ness," says Dan Ariens, company presi-
dent. "In one day, this workshop helps 
contractors refocus their efforts on the 
things that can have the biggest impact 
on their success." 

All participants in the 2004 sessions 
were eligible for a shot at winning a 
Gravely 34Z. Dean Jackson of Eagle 
Landscaping, LLC, Monroe, LA, was the 
recipient of this year's drawing. 



Tailgate training 
the way to go 

Safe mowing initiative growing 
BY BARBARA MULHERN 
The National Safety Council (NSC) has 
partnered with two mower manufacturers 
to develop a training program aimed at the 
safe operation of zero-turn mowers. 

The Commercial Equipment Opera-
tors' (CEO) Safety Training Program is 
being developed by the NSC in partner-
ship with Toro and Exmark. The program 
includes bilingual (English and Spanish) 
"tailgate" safety training scripts for Z-
mower operators and "train-the-trainer" 
materials for supervisors or crew leaders. 

'Ten years ago, the Z-mower category 
barely existed. With that, there are a lot of 
newer operators," says Brad Hamilton, 
Marketing Director for Toro's Landscape 
Contractor Business. "With 
more and more brands of Z-
mowers in the field, we all 
need to make a concerted ef-
fort to train these operators." 

"Operating mowing equip-
ment can be dangerous, and 
one of the best ways to keep 
operators safe is through 
awareness and education. This 
needs to be done at the grass-
roots level — by going directly to the oper-
ators," says Jeff Hallgren, Director of Mar-
keting and Sales for Exmark. 

Unsafe conditions 
Among the topics included in the training 
are: safe operation on slopes, avoiding 
drop-off and water hazards, preventing 
rollovers and safe loading and unloading. 

These particular topics are important, 
Hamilton says, in order to "increase opera-
tor awareness of where they should and 
shouldn't be operating. Grass grows on the 
sides of hills you have no business being on 
(with a Z-mower)." 

The CEO Safety Training Program in-
cludes the following components: 

Bilingual training scripts. These scripts 

are on flip charts that can be set up outdoors 
near the job site or in another location. 

Large photos depicting the main 
points in the scripts. The photos — along 
with brief captions in Spanish and English 
— are on the pages workers/trainees see as 
the supervisor or crew leader is reading 
from the script. 

Training "tips" for supervisors/crew 
leaders. These are included on the flip 
charts, as well as in a CEO Program Supervi-
sors' Training Manual. The tips are designed 
to aid supervisors/crew leaders in making 
their training sessions more effective. 

A CEO Program Technical Advisory 
Committee. This committee is comprised 

of manufacturer, distributor, 
and "end user" (companies 
that use Z-mowers) reps. 

The CEO program comes 
on the heels of several other 
recent Toro and Exmark Z-
mower safety initiatives, in-
cluding the development of an 
English/Spanish video entitled 
Driving in the Safety Zone. 
The release of the 6 1/2-

minute video, along with enhanced safety-
related educational pages on the Toro 
(www.toro.com) and Exmark (www.ex-
mark.com) Web sites, were supported by 
both ALCA (the Associated Landscape 
Contractors of America) and the Outdoor 
Power Equipment Institute (OPEI). 

The video provides Z-mower operators 
with information to make the right choices 
that will keep them out of high-risk situa-
tions, such as operating on steep slopes or 
near sudden drop-offis or water. 

In addition, all 2004 Toro and Exmark 
Z-mowers are equipped with two-post 
foldable rollover protection systems 
(ROPS) and seat belts as standard equip-
ment. ROPS retrofit kits are also available 

Sam Steel, Director of Projects and 
Grants for the NSC, Itasca, IL, says he 
believes tailgate training — a 
method in which 5- to 15-minirte ses-
sions on a single safety topic are pre-
sented orally and interactively to 
workers — is an effective means of 
training for Z-mower operators. Tail-
gate training, which has been used 
successfully in the Green Industry, 
takes into account that some workers 
may not be able to read or write. It's 
also effective because the brief train-
ing sessions can be held in the field 
near the job site, or in another spot 
that is comfortable for workers. 

Many landscape and commercial 
lawn care companies, Steel notes, 
"employ workers from Mexico or 
elsewhere who may never have been 
exposed to safety training. The new 
Commercial Equipment Operators 
(CEO) program takes this into ac-
count, and will provide the workers 
with carefully translated information 
to make their jobs much safer." 

"Safety is one of our customers' 
biggest concerns," Hallgren says. 
"They sometimes have difficulty get-
ting their operators to follow their 
safety rules." Communication barriers 
exist within these companies, particu-
larly those that employ Spanish-
speaking workers, as well as between 
the employees themselves, he adds. 

The CEO program training materi-
als are designed to supplement (NOT 
replace) manufacturers' operators' 
manuals, safety videos and any other 
training programs already in place. 

— BM 

for all Toro and Exmark commercial Z-
mower units manufactured before 2004. 
— For a list of Z-mower operator safety tips, visit 

www.landscapemanagement.net 

Toro's Brad Hamilton 

http://www.toro.com
http://www.landscapemanagement.net


In the Know 

Syngenta shows off refocused VBRC M 
9 
Z 
£ 
Ai 
M 

•J 
o 

Husqvarna helps 
diversity p r o g r a m 
CHARLOTTE, NC — Husqvarna will 
sponsor the first six Drive for Diver-
sity crew members competing with 
race teams on the NASCAR Busch 
Series and NASCAR Craftsman 
Truck Series, respectively, during 
the 2004 season. Drive for Diversity 
is a minority driver and crew mem-
ber development program created 
and managed by Access Marketing 
& Communications, a member of 
The Radiate Group. Husqvarna 
serves as the forest, lawn and 
garden equipment of NASCAR. 

Toro irrigation 
renovates HQ 
RIVERSIDE, CA — The Toro Com-
pany completed a multi-million-
dollar renovation of its irrigation 
division headquarters here, result-
ing in 60,000 sq. ft. of office space 
and a state-of-the-art, 100,000-sq.-
ft. prototyping and testing facility. 
As well as greater operational effi-
ciency and departmental interac-
tion, the revamped structure is 
designed to serve as a premier des-
tination for training, input ses-
sions, meetings and other cus-
tomer-focused activities, says Toro. 

Suzuki g e t s to 
b r a n d the Mule 
IRVINE, CA — Japan-based 
Kawasaki Heavy Industries, Ltd. 
(KHI) announced that its successful 
alliance with Suzuki Motor Corp., 
which has enabled both brands to 
expand their product lines in the 
U.S. market and to share develop-
ment costs for select models, will 
now include a utility vehicle. Suzuki 
will be given the opportunity to 
market its own branded version of 
the Kawasaki-built Mule 3010 4x4 
utility vehicle. Kawasaki pioneered 
the off-road utility vehicle market 
and introduced the first Mule utility 
vehicle in 1988. 

BY RON HALL / Editor-in-Chief 

VERO BEACH, FL — Along with mad dogs 
and Englishmen, add editors to the short 
list of those hearty souls who wander dusty 
fields under the noon-day sun. Turfgrass 
pathologist Dr. Henry Wetzel herded 
groups of editors over the two acres of turf 
plots under a Florida sun at Syngenta's re-
search center here recently. 

This particular stop, one of a half dozen 
this particular afternoon, showed the editors 
(up close and personal) several common and 
devastating turf diseases. Wetzel described 
and pointed out how Syngenta's fungicides, 
including some unnamed experimental 
work, keep them at bay. 

Syngenta, the international 
agribusiness with worldwide 
sales of $6.6 billion, is the 
leading supplier of fungicides 
in the U.S. turfgrass market 
and one of the few remaining 
manufacturers that dominate 
chemical pest management in 
the Green Industry. 

Investing for the future 
But the core of the company's message to 
the dozen media representatives (and one 
officer each from GCSAA, PLCAA and 
STMA) was devoted to showing off its 
Vero Beach Research Center, a 240-acre 
facility that's received more than $5 mil-
lion in upgrades and improvements since 
the merger of Novartis and Zeneca re-
sulted in Syngenta in 2001. Keelan Pul-
liam, who directs the companies Profes-
sional Products team, stressed his 
company's growing commitment to the 
T&O, professional pest control and vegeta-
tion management/aquatics markets. 

"These are growing markets," said Pul-
liam. "They're not growing as fast as they 
were, but they are growing." He said the 

Keelan Pulliam, left, reaffirms 
Syngenta's commitment. Above, 
Les Glasgow discusses aquatics. 

parent company has given Pro-
fessional Products high priority 

in the initial screening process for new 
chemistry, and made it a separate direct re-
port to company investors. "We're struc-
tured globally to put our company in a posi-
tion to compete," he added. Professional 
products comprise 26% of the company's 
total U.S. crop protection sales, he said. 

His comments followed the previous af-
ternoon's tour of the VBRC where Syn-
genta scientists and technicians guided the 
media through the 17,350-sq.-ft. complex 
of offices, laboratories and greenhouses. 
The editors — some from turf, some from 
nursery/greenhouse — got a practical 
overview of the company's ongoing re-
search on formulation and other improve-
ments and breakthroughs it's working on 
to keep it among the Green Industry mar-
ket leaders in speciality chemicals. 



Double Trouble. 

Two broad-spectrum formulations. Either is trouble for all species of ants. 

Talstar® granular insecticides provide effective, long-lasting 
residual control where you need it. Which means you can 
apply Talstar to lawns, landscape ornamentals, and 
perimeters, knocking out and keeping out even the 
toughest turf, ornamental and common residential pests. 

The Talstar line of granular insecticides has two unique 
formulations for every situation, providing the most 
convenient and broadest line of solutions for your turf pest 
problems. And they're guaranteed or your money back ** 

Talstar PL granular insecticide is a sand-core granule that 
filters down through the grass, ground cover, and mulch to 
where insects live. It's heavy and dust-free so it won't drift 
off target. And it remains on the soil surface so it's effective 
even after irrigation or rainfall. Plus, it's effective for 
long-lasting control of hard-to-kill lawn and nuisance pests. 

-FMC 
<02004 FMC Corporation. FMC. the FMC logo, and Talstar are trademarks 
of FMC Corporation. Always read and follow label directions. 

Talstar EZ granular insecticide has a larger particle size 
so it's easier to calibrate and easier to see where you apply 
it. Talstar EZ utilizes unique technology that allows particles 
to disperse and disappear upon wetting, providing increased 
coverage. Plus, it won't stain concrete or damage plants. 
It's effective around perimeters, on lawns and landscape 
areas for long-lasting control of common residential, turf 
and ornamental pests. (For use in California, FMC offers 
Talstar EZ CA and Talstar CA granular insecticides.) 

For more information, contact our Customer Satisfaction Center 
at 1-800-321-1 FMC, or visit www.pestsolutions.fmc.com. 

'Targeted by LCOs and PMPs. " S e e web site for guarantee details. 

Talstar. 
INSECTICIDES 

http://www.pestsolutions.fmc.com


In the Know 

Omni landscape division works on despite bankruptcy 
NEW YORK, NY — Omni Facility Services, 
South Plainfield, NJ, filed for Chapter 11 
protection in the U.S. Bankruptcy Court 
for the Southern District of New York in 
Manhattan in June. 

The company became a major player in 
the professional landscape market in the late 
1990s with the purchase of two multi-mil-
lion dollar operations — Heyser Landscap-
ing, Inc. of Norristown, PA, and the Morrell 
Group, a market leader in the metropolitan 
Adanta market. Heyser had operations in 
New York, New Jersey, Pennsylvania, 
Delaware and Virginia when it was pur-
chased in 1998. Through Morrell Group, ac-
quired in 1999, Omni also provided land-
scape services in the Florida Panhandle. 

The Omni Landscape Group, which em-
ploys 640, expects revenues of about $51.5 
million this year. Company wide, Omni 
recorded 2003 sales of $ 150 million with 
2,600 employees, according to the filing. 

"It is conceivable that the landscaping 
division would ultimately be sold, but its 
operations day to day will continue and 
there should be the same high level ser-
vice to the customers while we go 
through this process," said Jim Wallack, 
Goulston & Storrs, Boston, bankruptcy 
council for the company. 

Omni CFO Michael Bielonko said the 
company plans to sell some of its units to 
lighten its debt. Affiliates listed in the 
bankruptcy filing are Omni Facility Ser-

vices Detroit, Omni Facility Services 
Michigan, Omni Janitorial Services, Omni 
Service Management, OSS, Remco Main-
tenance Group, Best Building Services, 
Jasam Enterprises, Maintech Corp. and 
Maintenance Technologies. These were 
listed in addition to Omni Landscaping 
Inc. and Morrell Group. 

Bielonko cited increased expenses related 
to the ramping up and loss of contracts at sev-
eral of its non-landscape divisions as reasons 
for the filing. Court papers show that the 
company was unsuccessful in getting its debt 
restructured in the third quarter of2003. 

Omni listed assets of $80.3 million and 
debts of more than $100 million in its 
bankruptcy petition. 

Pepple & companies 
KehoeGuido, a Green Indus-
try consulting and training 
firm, announced that it will 
become two firms, Kehoe & 
Co. and Guido Consulting 

annual conference held in 
Newport Beach, Calif. He is 
also President of Hydro Envi-
ronmental, Inc., Marietta, GA. 

Rain Master Irrigation 
Systems hired Warren 
Thoma & Associates (WTA) 
as manufacturers' represen-
tatives in the Midwestern 
United States. 

GreenScapes Landscape 
Company, Inc. promoted 
Thomas Kuhn II to Residen-
tial Design/Sales Manager. 
The company hired Doug 
Eing as a Commercial/Public 
Sales Representative, Adam 
Randall as Design Assistant 
and Matthew Medlock as 
Manager. 

, t Dow Agro-

§ Sciences named 
Mike Donnelly 

' (left) as its new na-
* tional sales leader 

for the Specialty 
Products business. 

He replaces Bruce Miehle 
who retired May 1. Also, 
John Price becomes techni-
cal accounts manager, and 
Justin Gayliard takes over 
Price's former territory as a 
sales representative. The 
company also announced 
that Greg Culp will now 
serve as the product commu-
nications manager. 
JP Horizons hired Melinda 
Heidecker as Director of 
Training. 

The Ariens Company pro-
moted Mark Naperala to 
Director of Marketing. 

The Brickman 
Group, Ltd. 
appointed 
Debbie Dob-
son Vice Presi-
dent of Human 
Resources. 

RISE hired Kristin Van 
Veen as its first full-time 
communications and PR 
manager Angela Bendorf 
Jamison, President of 
Communicopia Marketing 
Services, Inc., will continue 
to provide RISE and Van 
Veen with PR and marketing 
support services. 

Tanaka hired Matt Wilson 

as product manager. 

• J o s e P h Wipff 

. B R » Barenbrug 
USA as a turf-

jQMSKS grass breeder. 
He received his 
Ph.D. in Plant 

Breeding from Texas A&M 
University. 
The American Society of 
Irrigation Consultants 
(ASIC) elected Daniel F. Ben-
ner president at the group's 

Bayer Environmental Sci-
ence named Jeff Weld Pro-
grams Manager. 



One BIG BLOCK Party 
That'll Satisfy Your 
Hunger For Power. 

Air-Cooled BIG BLOCKS 
ranging from 

25 HP to 35 HP 

Liquid-Cooled BIG BLOCKS 
ranging from 

25 HP to 35 HP 

New Vanguard" V-Twin BIG BLOCKS have greater cubic inch 
displacements capable of delivering more robust power. 
Technical talk for in-your-face power that never blinks. 
Never backs down. 

Manufactured through a joint venture with Daihatsu, a 
member of the Toyota Group, these powerhouse BIG BLOCKS 
run cooler, run cleaner-just flat out run with a relentless 
energy that allows you to get a lot more done in a lot less time. 

High-performance, lower maintenance, and boasting a list of 
advanced features that runs as deep as their growl, Vanguard 
Air- and Liquid-Cooled BIG BLOCKS are application-engineered 
to devour all the day-to-day you can dish out and then some. 

It's no secret you have a hunger for power. It's a fact we 
lean that way, too. So together, lets get this BIG BLOCK 
party started TRUST THE POWER™ 

Your Power Solution 
Commercial Driven Team | Customer Focused | World-Class Products | Application Expertise | Comprehensive Service & Support 



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 
310 hp @ 3000 rpm and 590 Ib-ft torque @ 1600 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. 
OnStar available on select GMC models. Call 1-888-40NSTAR (1-888-466-7827) or visit www.onstar.com. OnStar and the OnStar logo are registered trademarks of OnStar Corporation. 
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http://www.onstar.com




November 3-6, 2004 • Charlotte, North Carolina 

The premier networking and educational 
event for the landscape professional. 
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BIG 50 These companies are the largest for a reason: they deliver quality service at a 
COMPANIES f a i r P r ' c e year after year. Because of them — and thousands of other smaller 

landscape, grounds maintenance and lawn care companies — all of us can enjoy 
the feel of soft green grass under our feet, the scent of blooming roses, the quiet 
murmur of a backyard pond. These companies are as unique as their services. 

Brandies & 
Company Headquarters franchises Services Employees 

1 The TruGreen Cos. Memphis, TN 300 MN 30%, LC 65%, Other 5% 

I B VallevCrestCos. Calabasas, CA 75 — 7,800 

3 The Brickman Group, Ltd. Langhome, PA 110 M N 8 3 % , DB111%, IR 4 % , Other 2 % 5,500 

] The Davey Tree Expert Co. Kent, OH 65 M N 20%, Other 8 0 % 5,000 

5 American Civil Constructors Littleton, CO 15 M N 10%, DB115%, IR 5%, Other 7 0 % 1,500 

^ Scotts Lawn Service Marysville, OH LC 1 0 0 % 1,200 

7 Gothic Landscape Valencia, CA MN 15%, DBI85% 1,200 

K B Weed Man Mississauga, ON, Canada 301 LC 100% 1,800 

9 OneSource Landscape & Golf Svcs Tampa, FL 21 M N 8 0 % , DB 3 % , IR 3 % , Other 14% 1,100+ 

Q Lawn Doctor, Inc Holmdel, NJ 75 LC 100% 470 

11 Allin Cos. Erie, PA 18 M N 4 % , DB 7%, IR 1%, Other 8 7 % 95 

Q Omni Facility Svcs, Landscape Group Norristown, PA 15 M N 70%, DB110%, IR 5%, Other 15% 640 

13 American Landscape Cos. Canoga Park, CA 10 M N 25%, LS 4 5 % , IR 20%, Other 10% 800 

Q j Vila and Son Landscaping Miami, FL 3 M N 13%, DBI 57%, IR 18%, Other 12% 620 

15 Acres Group Wauconda, IL 3 MN 42%, DB 7%, Other 51% 550 

Q Grounds Control/Terrain San Antonio, TX 4 M N 50%, DBI 4 0 % , IR 10% 700 

17 Chapel Valley Landscape Woodbine, MD 4 MN 40%, DBI 50%, IR 10% 450 

Marina Landscape Anaheim, CA 3 MN 5%, IR 40%, LC 50%, Other 5% 300 

19 The Bruce Co. of Wisconsin Middleton, W1 2 M N 28%, DB 4 5 % , IR 2 % , Other 2 5 % 550 

U Landscape Concepts Grayslake, IL MN 35%, DBI 54%, IR 3%, Other 8% 420 

21 The Cettis Group San Jose, CA 4 MN 24%, IR 35%, Other 41% 450 

3 The Groundskeeper Tucson, AZ MN 55%, DB 30%, IR 10%, Other 10% 600 

23 Jensen Corp. Cupertino, CA 5 MN 33%, Construction 64% 250 

E l Oak Leaf Anaheim, CA MN 3%, IR 30%, LC 62%, Other 5% 400 

25 Lipinski Landscape & Irrigation Martton, NJ 2 MN 40%, DBI 45%, IR 10%, Other 5% 310 

3 Cagwin & Dorward Novato, CA 12 MN 51%, DBI 25%, IR 10%, Other 14% 325 

27 Mariani Landscape Lake Bluff, IL 2 MN 50%, DBI 49%, Other 1% 380 

JJ The Chalet Landscape Div. Wilmette, IL 2 M N 15%, DB 45%, IR 3%, LCC 2%, Other 3 5 % 300 

29 Urban Farmer Thornton, CO 2 MN 25%, DBI 75% 350 

E i l AAA Landscape Phoenix, AZ 2 MN 45%, DBI/IR 2%, Other 53% (commercial installation) 300 

31 CoCal Landscape Contractor Denver, CO 4 MN 50%, DB 40%, IR 10% 450 

H Scott Byron & Co. Lake Bluff, IL MN 30%, DBI 70% 250 

33 Nanak's Landscaping Orlando, FL 3 MN 90%, DB 1%, IR 3%, LC 3%, Other 3% 450 

3 NaturaLawn of America Frederick, MD 73 LC 100% 14 

35 The Greenery Hilton Head, SC 2 MN 44%, DBI 42%, IR 6%, Other 8% 360 

E l Tropics North Miami, FL 4 MN60%, DB 35%, IR 5% 300 

37 Spring-Green Lawn Care Plainfield, IL 95-100 LC 95%, Other 5% — 

E l WH Canon Romulus, Ml 1 MN 20%, DBI 80% 200 

39 McFallfc Berry McLean, VA 4 M N 8 5 % , DB 14%, I R 1 % 260 

J Clintar Groundskeeping Svcs Toronto, ON, Canada 15 MN 85%, DB110%, IR 5%, Other 50% 400 

41 Great Oaks Novi, Ml 1 MN 27%, DB 73% 180 

E 1 LMI Landscapes Carrollton, TX 3 MN 20%, DBI 50%, IR 20%, Other 10% 180 

43 Odyssey Stockton, CA 1 MN 9%, DB 30%, IR 46%, Other 15% 245 

3 Clarence Davids & Co. Chicago, IL 2 MN 47%, DBI 47%, LC 7% 300 

45 HighGrove Partners Smyrna, GA 3 MN 70%, DBI 30% 200 

Dora Landscaping Apopka, FL MN 25%, DB 48%, IR 22%, Other 5% 100 

47 The Highridge Corp. Issaquah, WA 2 MN 22%, DBI 65%, IR 13% 250 

3 New Garden Landscape & Nursery Greensboro, NC 2 MN 28%, DBI 27%, IR6%, Retail 39% 200 

49 Western DuPage Landscaping Naperville, IL 2 MN 25%, DBI 75% 175 

J DuBrow's Nurseries Livingston, NJ 5 MN 45%, DBI 45%, IR 15% 250 

•estimated 



LEGEND 
Note: Asterisk in revenues means 
based on estimates from competitor, 
others are sett-reported 

AC ARBOR CARE 

CM: COMMERCIAL 
DB / DBI: DESIGN/BUILD; 

DESIGN/BUILD/INSTALL 
EC EROSION CONTROL 
GC GOLF COURSE 

g.ctr.: GARDEN CENTER 
GV: GOVERNMENT 
HS: HARDSCAPE 
ID: INDUSTRIAL 
IS: INTERIORSCAPE 

IR: IRRIGATION 
LC: LAWN CARE 
MN: MAINTENANCE 
PC: PEST CONTROL 
PL: POND/LAKE 

PS: POWERSEED / HYDROSEED 
RS: RESIDENTIAL 
RV: RENOVATION 
SR: SNOW REMOVAL 
ST: SPORTS TURF 

Revenues (in millions) Expected changes Years in Business Principal URL/e-mail 

$1.4 billion* — 30 Don Karnes, Pres. www.trugreen.com 

675 9.2% 55 Andrew J. Mandell, CEO www.valleyaest.com 

3 8 0 8 . 4 % 6 5 Scott W . Brickman, Pres./CE0 www.brickmangroup.com 

3 7 0 8 % + 124 Doug Cowan, Chairman/CEO www.davey.com 

2 0 0 2 8 . 9 % 2 9 Chris Graeber, COO www.acconstructors.com 

150 8 % + 6 Tim Portland, Sr. VP www.scottslawnservice.com 

95 8 . 4 % + 20 Michael C. Georgio, CEO www.gothidandscape.com 

9 5 CS 8 % + 3 4 Michael Kernaghan, COO www.weed-man.com 

8 0 — 5 Ronald E. Schmoyer, Pres. www.onesourcelandscapeandgolf.com 

78 8 % + 3 7 Russell J. Frith, Pres./CE0 www.LawnDoctor.com 

58 8 % 2 6 John Allin, Pres. www.all inco.com 

51.5 . 9 % + 6 Mark Allen, VP www.omnifaality.com 

50 — 31 Mickey Strauss, Pres. www.americanlandscape.com 

50 . 9 % + 2 0 Juan Carlos Vila, Pres./CE0 www.vila-n-son.com 

42 — 21 Sherm Fields, VP www.aaesgroup.com 

4 2 9 . 5 % + 16 Al Honigblum, Pres. www.sanitorsinc.com 

40 8 % 36 J. Landon Reeve, CEO www.chapelvalley.com 

40 8 % + 32 Robert Cowan, Pres. www.marinaco.com 

3 7 9 % + 52 Bliss C. Nicholson, Pres./COO www.bruceco.com 

36 8 % + 23 Mike Kerton, Pete DeVore, Owners www.landscapeconcepts.com 

33 — 28 Michael S. Grey, Exec. VP www.diablolandscape.com 

32 8 .7%+ 28 Kevin Killmer, Pres. www.groundskeeper.com 

30 — 35 Quang Trinh, CFO www.jensencorp.com 

30 FLHHHM 22 Tom Ecdes, VP www.oakleaflandscape.com 

28.5 — 28 Robert A. Lipinski, Chairman www.lipinskiland.com 

26.6 9 .8%+ 49 Wayne Richards, VP/COO www.cagwin.com 

24 — 46 Frank Mariani, Owner/CEO www.marianilandscape.com 

24 — 9 7 Kevin Marko, Div. Mgr. www.chaletlandscape.com 

23.8 — 21 David L. Tollefson, Pres. www.urbanfarmerinc.com 

23 — 30 Richard Underwood, VP www.aaalandscape.com 

23 7 % + 12 Jesus "Chuy" Medrano and Tom Fochtman www.cocal.com 

23 — , 21 Scott Byron, Owner www.scottbyron.com 

23 — 26 Sampuran Khalsa www.nanaks.com 

22 — 17 Philip Catron, Pres. www.nl-amer.com 

22 — 22 B.W. Edwards, Pres. www.thegreenery.com 

21 — 31 Charles L. Gonzalez, Pres. www.tropionorthinc.com 

21 — 27 Tom Hofer, Pres. www.spring-green.com 

20 — 11 William H. Canon, Pres. www.whcanon.com 

19.1 8 .5% 16 Mark D. McFall, Pres. www.mdallandberry.com 

19 CS 8 % + 31 Robert C. Wilton, Pres. www.dintar.com 

18 — 18 Gary Roberts, Pres. www.greatoakslandscape.com 

18 8 .3% 17 Jody M. O'Donnell, Pres. www.lmilandscapes.com 

17 — 22 Frank Adams, Pres www.odysseylandscape.com 

16.5 M H H H I 53 Gary Borgman, VP www.darencedavids.com 

16.3 — 3 Jim McCutcheon, COO www.highgrove.net 

16 — 28 James H. Oyler, Pres. www.doralandscapingcompany.com 

16 — 19 Marylou Rossman, CFO www.highridge.com 

16 — 27 J. Morris Newlin, Pres. www.newgarden.com 

16 — 28 Steve Brodt, Pres. www.wdlinc.com 

15.5 — 46 Michael Branch, COO www.dubrows.com 

http://www.trugreen.com
http://www.valleyaest.com
http://www.brickmangroup.com
http://www.davey.com
http://www.acconstructors.com
http://www.scottslawnservice.com
http://www.gothidandscape.com
http://www.weed-man.com
http://www.onesourcelandscapeandgolf.com
http://www.LawnDoctor.com
http://www.allinco.com
http://www.omnifaality.com
http://www.americanlandscape.com
http://www.vila-n-son.com
http://www.aaesgroup.com
http://www.sanitorsinc.com
http://www.chapelvalley.com
http://www.marinaco.com
http://www.bruceco.com
http://www.landscapeconcepts.com
http://www.diablolandscape.com
http://www.groundskeeper.com
http://www.jensencorp.com
http://www.oakleaflandscape.com
http://www.lipinskiland.com
http://www.cagwin.com
http://www.marianilandscape.com
http://www.chaletlandscape.com
http://www.urbanfarmerinc.com
http://www.aaalandscape.com
http://www.cocal.com
http://www.scottbyron.com
http://www.nanaks.com
http://www.nl-amer.com
http://www.thegreenery.com
http://www.tropionorthinc.com
http://www.spring-green.com
http://www.whcanon.com
http://www.mdallandberry.com
http://www.dintar.com
http://www.greatoakslandscape.com
http://www.lmilandscapes.com
http://www.odysseylandscape.com
http://www.darencedavids.com
http://www.highgrove.net
http://www.doralandscapingcompany.com
http://www.highridge.com
http://www.newgarden.com
http://www.wdlinc.com
http://www.dubrows.com


L M 
100 20 GREAT ORGANIZATIONS 

Enchanted 
Garden 
Scottsdale, AZ 

Intrcxiucing the "baby" of this 
year's Top 20 Great Compa-
nies: Enchanted Garden Land-

scape. At only eight years old, this 
youngster has garnered a lot of 
recognition in a short period of 
time. With one location and 67 
employees, the firm offers 90% of 
its services in design/build with the 
balance going to maintenance. 

This charismatic contractor re-
ceived the best of show Presiden-
tial Award from the Arizona Land-
scape Contractors' Association for 
the Stadheim residence for Resi-
dential Redesign Over $250,000. 
ALCA also gave Enchanted Gar-
den an Award of Excellence for a 
Single Family Installation between 
$250,000 and $350,000. 

Well on its way to continued 
growth and more Green Industry 
recognition, Enchanted Garden is 
a contractor to watch for in future 
issues of Landscape Management. 

Flagstone Landscape 
Design & Contracting 
Cedarburg, Wl 
www.flagstonelandscaping.com 

Attention to the smallest detail is what put 
Peter Kudlata, President of Flagstone Land-
scaping Inc., in the winners' circle with two 

2004 Wisconsin Landscape Contractors Association 
awards. The Cedarburg-based firm, located just 
north of Milwaukee, received Gold awards for Resi-
dential Landscape Design & Construction Greater 

than $80,000 for a private residence in Milwaukee, 
and for one in Mequon, Wl. 

Today's technology-centered living, such as gas grills 
and hot tubs, is combined with existing, historic residen-
tial architecture "to make them look like these new addi-
tions had always been there," emphasizes Kudlata. 

With just one location, Flagstone anticipates $5 
million in revenues for 2004 with the help of 65 em-
ployees. Established in 1976, the company receives 
20% of its revenues from maintenance business and 
the balance from design/build. 

Kale's Nursery 
& Landscape 
Princeton, NJ 
www. kalesnursery. com 

Awards just rain down on 
Kale's Nursery & Land-
scape Service for its capti-

vating landscape designs and instal-
lations — and have been for more 
than 50 years. 

Where interior designers need 
paint rollers, wallpaper and floor 
tiles to create a pleasing atmos-
phere, Kale's uses trees, shrubs, 
terraces, walkways and spas to 
brighten and enhance residential 
and commercial exteriors. 

One of Kale's award-winning 
projects is the Healing Garden at the 

Cancer Institute of the Robert Wood 
Johnson University Hospital. Patients 
receive treatments, then relax in the 
peaceful garden atmosphere cre-
ated by Kale's. 

Based in Princeton, NJ, this well-
known landscape contractor has 
clients in The Garden State as well 
as western New York and eastern 
Pennsylvania. 

http://www.flagstonelandscaping.com


Excellent Sales Rep. 

Beautiful Results 

Welcome to a Greener World. 
It's all about who you know. And getting to know one of our Excellent Sales Reps can be an important step toward 

helping you achieve truly beautiful results. 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 products. 
But more importantly, you'll appreciate our knowledgeable sales reps who keep up with all the latest product offerings, 

and are ready to provide you with the technical expertise and practical solutions you need. 

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

PROSOURCE Growing Smarter. 



Mountain View 
Landscaping 
Chicopee, MA 

From site development such as athletic 
field construction to landscape develop-
ment including brick and concrete walk-

ways, 28-year-old Mountain View Landscaping 
keeps abreast of all landscaping needs with 30 
full-time employees in Chicopee, MA. 

Stephen M. Corrigan, President, reports 
revenues for 2004 may reach $8.8 million with 
39% of those monies generated from com-
mercial landscape construction; 20% each 
from irrigation, design/build and lawn care ser-
vices; and 1 % from maintenance services. 

According to Corrigan, one of the largest 
contracts just completed was a $ 1.17 million pro-
ject at Hampshire Regional High School where 

Mountain View provided a new 400-meter run- ing, paving, field lighting and foundations for 
ning track and athletic field, fencing, irrigation future projects, 
and site improvements, including loam and seed-

Bever and Sons 
Landscaping, Inc. 
White Bear Lake, MN 
www. beverandsons. com 

Tens of thousands of Minnesota resi-
dents enjoy the volunteer efforts of six 
designers and the more than 600 

direct labor hours that it took to turn an open 
grassy field at the Minnesota Fairgrounds into 

GreenScapes Landscape 
Architects & Contractors 
Columbus, OH 
www. greenscapes. net 

How do you get to be one of the 
leaders in the tough Columbus, 
OH, landscape market? You do so 

by providing value, a hallmark of William 
Gerhardt's operation since he got into the 
business upon graduation from The Ohio 
State University in 1978. 

Now at $8.3 million in sales, the de-
sign/build portion of the company (28% of 
its revenues) consistently wins awards and 
custom designs everything from swimming 
pools to perennial gardens with the help of 
86 employees. 

an incredible garden complete with ponds, a 
waterfall, gazebo and deck, and decorative 
pavers. The garden is dedicated to the mem-
ory of the late Tom Bever, who co-founded 
this company with his brother Jim in 1969, 
and who drew more than 1,500 plans in his 
13 years as a designer. At $3 million in sales 
annually, this top award-winning landscape 
contractor doesn't count its success on sales 
volume but on quality. 



Pine Ridge Landscaping 
Chantilly, VA 
www.pineridgelandscaping. com 

Family-owned Pine Ridge Landscaping is one 
of many excellent and long-established 
companies operating in the incredibly com-

petitive northern Virginia marketplace. 
The company practices what it preaches in 

terms of employee training, wielding a largely 
foreign-bom H-2B workforce that tends to stick 
around for quite awhile. 

"The program has worked well for us and for 
our team members," says Bill Cumberland, CEO. 
"We have very little turnover in employees." 

Adds Wayne Shively, President: "Communi-
cation is invaluable. We wanted to build an open 

Dennis' Seven Dees 
Landscaping 
Portland, OR 
www. dennis7dees. com 

This long-established landscape contractor 
is no stranger to the Oregon Landscape 
Contractors Association, which recently 

recognized and honored Dennis' Seven Dees with 
its President's Award and Grand Award for the 
Moak residence. 

Founded in 1956, Dennis' Seven Dees antici-
pates annual revenues of $15.5 million for 2004, 
up from $13 million last year. With 250 employ-
ees, this landscape contractor does 25% of its 
business in maintenance and 40% in design/ 
build, with the balance coming from irrigation 
and other services. 

and honest environment not only with our clients 
but with our staff as well." 

A consistent award-winning landscape 
contractor, Pine Ridge participates in charities 
such as Ronald McDonald House, Christmas in 
April and others. 

Reading platform bodies 
Quality and durability 
from 

START... 

FINISHI 
No matter which * J M H 

E - - - s i configuration you ,tZlZ ~mm [ 
choose, all platform k 
bodies feature traditional B L i 
Reading quality for 
optimum durability and ̂ ^ ^ ^ 
protection. What makes 
Reading bodies so t j r r -
tough? It all starts with a 
rugged understructure. 
Add to that the protection Landscape BOdy 
of acrylic E-coat priming 
and powder coated 
platform sides, and - . 
you've got a winning { 

combination. 

Stake Body Platform-Toolbox combination 

Contractor Body 

© 2 0 0 4 Reading Truck 
Body. Inc. Reading is a 
registered t rademark, and 
Redi -Dek is a t rademark of 
Reading Truck Body. Inc. in 
the United States and in 
s o m e foreign countries. 

EXPECT MORE. CHOOSE READING. 

800-458-2226 
w w w . r e a d i n g b o d y . c o m 

Circle 114 

http://www.pineridgelandscaping
http://www.readingbody.com


The Groundskeeper 
Tucson, AZ 
www. groundskeeper. com 

Beautifying homes and commercial buildings 
in desert surroundings with a mountain back-
drop is a challenging but award-winning 

combination for The Groundskeeper in Tucson, AZ. 
With 600 employees in six branches, this 

company has chalked up Lifetime Achievement 
Awards, Awards of Excellence, Commercial Instal-
lation Awards, Commercial Maintenance Awards 
and Judges Awards for Large Tree Care, not usu-
ally associated with Tucson plantings where water 
is scarce and cacti are plentiful. 

Established in 1976, The Groundskeeper, with 
Kevin Killmer at the helm as president, the $32 
million-a-year company gets 55% of its revenues 
from landscape maintenance; design/build, 30%; 
irrigation, 10%; and other services, 10%. 

Expand your business with Municipal & 
School Sports Turf Maintenance 

Series MP microsprayers: Low profile solution 
when low pressure, low flow sprayers are 
required. 
Series 5 0 0 battery operated controllers: No 
wiring, waterproof solution to a power problem 
using our one, four or six station controllers. 
Series 4 0 0 0 & X LEIT Ambient Powered 
controller: Four to 28 station water 
management. Controls your irrigation system in 
any region, under any weather conditions, day 
or night using ambient light as the energy 
source. 

DIG CORPORATION • 1210 ACTIVITY DR. • VISTA, CA 92081-8510 
760-727-0914 • 1-800-322-9146 • FAX 760-727-0282 • www.digcorp.com 

Circle 115 

Deep tine "venting" aeration every two weeks will 
improve drought resistance, reduce weed pressure, and 

produce a resilient playing surface that will bounce back 
from the pressures of daily play. 

Only AerlVay® lets you aerate and play right away! 
AerWay* systems start at $3000.00 

for further information call 1-800-457-8310 
Advanced A e r a t i o n Systems 

www.aerway.com email: aerway@aerway.com 

Controllers, Drip Emitters, 
Filters, Microsprinklers 
Your Preferred Irrigation Provider 

Turf experts agree regular aeration 
is the one thing that will immediately 
improve health and vigor. 

http://www.digcorp.com
http://www.aerway.com
mailto:aerway@aerway.com


Seeding with Soil. ^BB A 1 
Sensational Results. 
The revolutionary and patented seeding 
system on the Express BlowerM is unlike 
anything you have ever experienced. 
Seed a lawn, a slope, a berm, a rooftop 
terrace, or even a riverbank - all in one easy, 
calibrated process. Call us today and ask 
how an Express Blower" truck can increase 
the profitability of your business. 

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

T - yj $) t) 
TerraseedingM 

Erosion Control 
Athletic Fields 

^Hp ress Slower 
800-285-7227 

www. expressblower. com 

Maldonado Nursery & 
Landscaping, Inc. 
San Antonio, TX 
www.mnlsa.com 

To say that Maldonado Nursery & Land-
scaping is a family affair is an understate-
ment. Founder Rogelio Maldonado, Presi-

dent, and sons Roy, Jr., Treasurer, Jerry, Vice 
President and Oscar, Secretary, run this San Anto-
nio-based, $15 million operation. 

Almost half of the company's revenues derive 
from its design/build work, and slightly less from 
maintenance and irrigation. If you're serious about 
competing in the central Texas landscape market, 
you better know irrigation. 

The last sentence in the company's mission 
statement says a lot about this company — "Striving 
to maintain a work place where all employees 
obtain their full potential and are content doing so." 

i 

Heaviland Enterprises, Inc. 
Poway, CA 
www. hea viland, net 

Order. Efficiency. Focused service. These 
are just some of the descriptions that fit 
Heaviland Enterprises, Inc., headquar-

tered in a tidy, well-maintained industrial park 
about 35 minutes north of San Diego. 

Founded by Ron and Tom Heaviland 20 years 
ago, this 30-truck operation continues on the 
growth path because of its excellent core of man-
agers, office personnel and field supervisors. And 
they know how to have fun, too, whether it's 
surfing, cycling or camping. President Tom Heavi-
land's team is hard to beat. 

http://www.mnlsa.com


L M 
100 

20 GREAT ORGANIZATIONS 

Swingle Tree & Lawn 
Denver, CO 
www.swingletree.com 

A fixture within the communities on Col-
orado's Front Range for 57 years, you 
can make the case that Swingle Tree 

& Lawn is one of the Green Industry's "Great 
Communicators." In addition to its ability to be 

an award magnet, the company's customer 
newsletter is one of the best that we've seen. 
It's colorful and, from issue to issue, gives clients 
a great read on the issues affecting their land-
scapes. Regularly recognized for its community 
service projects and active in association affairs, 
this diversified tree/landscape operation em-
ploys 189 and will approach $15 million in 
revenues this year. 

r 

i 4 1 

Barringer & Barringer 
Charlotte, NC 
www. barringerlandscape. com 

The name makes this landscape company 
sound like a law firm, but when founder 
John Barringer was deciding on a name, 

Barringer Landscape and variations were taken. 
Barringer and his partner, John Ormond don't 

have law backgrounds, but both were bankers 
prior to their landscape lives. 

Ormond quit his banking job one day after six 
years to join Barringer, and found himself with a 
blower strapped to his back the next day. Friends 
heading into the city for work catcalled at him 
when they saw him slaving under the sun, but now 
Ormond is the one laughing. The company grossed 
$1.8 million last year. Their most prestigious job 
was the installation and maintenance of the land-
scape at The Inn on the famous Biltmore Estate. 

Staple invoice 
to form 

Lick 
stamp 

Unjam 
stapler 

B 
Receive 
points 

Mail envelope 
Lick with invoice 

envelope and forms 
Restaple 
invoice 
to form 

http://www.swingletree.com


ILT Vignocchi, Inc. 
Wauconda, IL 
www. iltvignocchi. com 

This 35-year-old frequently honored landscape company can do it 
all — design, horticulture and arboriculture, masonry, turfgrass, 
water management. That explains why it's one of the premiere 

companies in a marketplace that features some of the largest and most 
respected regional landscape companies in the country. 

With '04 revenues approaching $13 million (56% design/build), this 
company gives back to the industry with VP Donna Vignocchi serving as 
an ALCA director, and Manager Mark Polinko heading ALCA's 
garden/park project honoring the heroes of 9/11. 

Borst Landscape & Design 
Allendale, NJ 
www.borstlandscape.com 

Since 1989, Borst Landscape and Design has been a well-honored land-
scape contractor. Most recently, the firm won consecutive awards in 
the Residential & Commercial Landscape Maintenance category from 

the New Jersey Landscape Contractors Association 
With nearly 60 employees, the single site operation is shooting for $4.1 

million in revenues for 2004, with 70% coming from design/build contracts; 
maintenance, lawn and shrub care are expected to bring in the balance of 
the revenues. 

In addition to being a top award winner for its landscape designs, Borst 
also provides a winning, user-friendly Web site where a client clicks anywhere 
on a picture and an explanation of the landscape detail is shown, be it a 
wall, stairway or patio. 

A B 
Buy Bayer Receive 
product Accolades points 

^ s 

Paperless Points. 
The shortest distance between Products and Points. 

They're automatic, effortless, and one more reason Accolades is the industry's top rewards program. 
Paperless Points?" Just buy Bayer products through a participating distributor and Accolades points are 
deposited into your account. With no paperwork, it's the shortest distance between products and points. 

For 1,000 free Accolades points, visit AccoladesRewards.com/PaperlessPoints. 

/ f T \ ™ BACKED pWeayerti BY BAYER 

http://www.borstlandscape.com


Roundtree 
Landscaping, Inc. 
Dallas, TX 
www. roundtreelandscaping. com 

The smallest of our "great" companies 
with '04 revenues of $1.2 million, 
award-winning Roundtree is one of the 

biggest in heart. 
Owner Johnette Roundtree Taylor's company 

provides real-life landscape training opportunities 
to the only public high school in Dallas with a hor-
ticulture program and has inspired several of the 
students to consider careers in the industry. 

Taylor, who started the firm in 1984, is a 
great example for her co-workers and employ-
ees. A graduate of Louisiana State University 
with a degree in landscape architecture, this 
lifelong learner is personally involved in the de-
velopment and growth of each of her com-
pany's 14 employees. 

Rooney Landscaping 
Rolling Meadows, IL 
www.rooneylandscape.com 

Hawks Landscape 
by Design 
Wauwatosa, Wl 
www. ha wksnursery. com 

here in the world is Wauwatosa? 
It's just west of Milwaukee, Wis-
consin. It's the home of Hawks 

Landscape by Design, which would be a typical 
landscape contracting operation, except that it 
is so old — in the historic sense. 

Founder Charles Hawks sold trees in up-
state New York in 1875, and one of his part-
ners had ties to Wauwatosa, where a nursery 
was soon established. For 129 years, the 
award-winning Hawks has served its clientele 
well, not only with the availability and sales of 
trees but with its garden center, floral services, 
design and construction division, as well as 
landscape management services. 

Several awards line the walls at Hawks, 
including the 2004 Wisconsin Landscape Con-
tractors Association Gold and Judges Choice 
Awards for Residential Landscape Design & 
Construction greater than $80,000. 

Though really up in years as far as land-
scape companies go, Hawks isn't yet ready to 
retire to the "nursery home," where it more 
than likely would have designed the grounds. 

Vila & Son Landscaping 
Miami, FL 
www. vila-n-son. com 

Vila & Son Landscaping has been 
raking in industry plaudits since its 
founding in 1984. 

Most recently, Vila was awarded the 
Florida Nurserymen & Growers Association 
Commercial Maintenance Award between 
$250,000 and $500,000 for The Village of 
Merrick Park, Coral Gables. 

According to Vila's award entry applica-
tion to FNGA: "This mixed use commercial 
center consists of various city blocks of 
offices, apartments, and some of the most 
exclusive retail shops and boutiques in the 
world. The exclusive nature of the center re-
quires a very high degree of maintenance..." 

Though the design/build operation at Vila 
represents 2% of its revenue, more than half 
of that comes from bid/build. Landscape 
maintenance, irrigation and a nursery/tree 
farm bring in the balance of monies on an 
annual basis. 

Everybody in Arlington Heights, IL, C l ^ H ^ w * ^ JflR 

knows the name "Rooney" as in I* 
Rooney Landscape. Or they're going to L J J ^ v ^ " S? 

— all 21,655 single-family households. David i f • T S ^ W ^ 
Rooney admits to some pretty ambitious / m l r \ B 
growth plans. He's set a goal of 1,000 ac- » ® ^ ' ^ w ™ 
counts there. This is in addition to what his 
company does in surrounding communities. Why not? Arlington Heights is his hometown, and if he 
doesn't know just about everybody there, he figures it's because he just hasn't had time yet. When 
we made the short drive from O'Hare Airport to visit David in June, his 14 two-man crews were 
going full blast. "We're building this company on efficiency," says Rooney. Active in community 
affairs and generous with community service, Rooney Landscape fits our description of a "great" 
small company with lots of growth in its future. 

http://www.rooneylandscape.com


Meet the hardest worker on your crew. 
Load, mow, dig, rake or haul... the Kubota B21, 

L35 and L48 will do it all, quickly and easily. 
Every feature on these versatile compact tractors 
is designed to make your crew more productive 

and your workday more profitable. With a 
simplified loader operation, a full line of quick-
connect implements and a live continuous PTO, 

you'll be amazed how much you can get done. 

B21/L35/L48 Compact Tractors 
Tractor/Loader (TL) or 
Tractor/Loader/Backhoe (TLB) 
Simple single-lever loader control 
Quick-connect backhoe 
Category 1,3-point hitch 
540 RPM live continuous PTO 

K u b o f o 
EVERYTHING YOU VALUE 

CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION. 
FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-888-4-KUB0TA, EXT. 403 
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Michael Hatcher 
& Associates 
Memphis, TN 
www.hatcherlandscape.com 

In 1975, a local chapter of the Mississippi 
Garden Clubs selected teenager Michael 
Hatcher to participate in a weeklong hor-

ticulture seminar at Mississippi State Univer-
sity. It opened his eyes to opportunity. 
Hatcher eventually earned a degree at MSU, 
and went on to co-found a landscape com-
pany that now approaches sales of $4 mil-
lion annually. 

Hatcher remains an enthusiastic sup-
porter of MSU and each year hires several in-
terns from its excellent landscape program. 

"One of our goals is to provide a dy-
namic work environment for young peo-
ple," says Hatcher. Another is to grow to 
$6 million within two years in the competi-
tive Memphis marketplace. "I like to swim 
with the sharks because then I know where 
they are." 

Who, Moved 
CheSse? 
Spent i r kihnwon M i> 

How to Win 
Friends & 
Influence FIRST, 

BREAK ALL 
THE RULES 

DALE-
CARNEGIE 

10 MUST-HAVE BOOKS 
When we asked some of the Green Industry's most popular consultants what their favorites books 
relating to business management are, they responded with these 10: 

1. "How to Win Friends and Influence People" by Dale Carnegie. Galahad. The art and science 
of positive inter-personal relations. More than 20 million copies sold. 

2. "The Great Game of Business," by Jack Stack and Bo Burlingham. Considering open-book 
management? Start here. 

3. "In Search of Excellence" by Thomas Peters, Robert Waterman, Tom Peters. Warner Books. 
Where a lot of the modern day management theories have started. Fixes for some of the short-
comings that may be taking place in their company. 

4. "Be My Guest" by Conrad N. Hilton. Prentice Hall. An autobiography really showing the 
power of a person who has a dream, a big dream. 

5. "Good to Great" by Jim Collins. HarperBusiness, October 2001. Collins shows how regular 
people can build great companies and goes into detail as to what made them great. 

6. "First, Break All the Rules" by Marcus Buckingham & Curt Coffman. Simon & Schuster. 
Based on interviews by the Gallup Organization of more than 80,000 managers. The best book I 
ever read on what makes great managers great, much can be used on our landscape businesses. 

7. "Execution, the Discipline of Getting Things Done" by Larry Bossidy, Ram Charan and 
Charles Burck. Crown Business. Practical insight into the nuts and bolts of what a leader needs to 
do and how he or she needs to do it to achieve maximum profitability. 

8. "Selling to VIT0 (The Very Important Top Officer)" by Anthony Parinello, Adams Media 
Corp. If your role is sales, read this book. Don't waste your time. Sell to the decision maker. 

9. "Who Moved My Cheese?" by Spencer Johnson, MD, Kenneth H. Blanchard. Putnam Publish-
ing Group. Every company and individual goes through change. This book will help you deal with it. 

10. "Purple Cow: Transform Your Business by Being Remarkable" by Seth Godin. Portfolio 
Put a Purple Cow (something remarkable) into everything your build, and everything you do to cre-
ate something truly noticeable. 

syngenta 

Enough said. 
Know how to earn new laptops, equipment, or make a contribution to an industry 
association of your choice? Just enroll in the Syngenta GreenPartners" reward program 
and you'll receive awards points on every Syngenta purchase. Plus, you'll even get 
points for all previous 2004 purchases. 
Make purchasing more rewarding. Register online today at 
www.greenpartnersonline.com 
02004 Syngenta Syngenta Professional Products. Greensboro, NC 27419 
GreenPartners™ and the Syngenta logo are trademarks of a Syngenta Group Company. Green Partners 
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U V I TOP TEN G R O U N D S 

Lubbers Stadium at Grand Valley 
State University 
Completed during the summer of 1979, Grand Val-
ley State University's Lubbers Stadium was a sight to 
behold. But excessive wear finally took its toll, and 
the field was completely re-sodded in 2001. Main-
tenance includes mowing and divot repair, fertiliza-
tion, sod replacement, and field marking and line 
painting, among others. Mowing on the steep 
bermed areas that surround the seating areas is 
quite a challenge. Another task that keeps grounds 
crew members up at night is keeping snow off the 
field in November. Two tarps are used to cover the 
field for light snow; a large tractor with snowblower 
attachment takes care of the heavier stuff. Grand 
Valley is a member of the Great Lakes Intercolle-
giate Athletic Conference (GLIAC) and the National 
Collegiate Athletic Association (NCAA Division II). 

Renaissance Pinelsle 
Resort & Golf Club 
Renaissance Pinelsle Resort & Golf Club is an island 
unto itself.. .really. Surrounded by the 38,000-acre 
Lake Sidney Lanier, the grounds crew takes being 
"environmentally sensitive" to a whole new level. 
That means a higher tolerance of weeds and few 

chemicals. The golf course on site hosted the Nestle 
World Championship of ladies golf from 1985 to 
1989. The grounds crew not only has to maintain 
the course but the areas around four outdoor and 
three enclosed tennis courts. A favorite photo spot 
for guests is the west wing, where there's a small 
accent planting of juniper, begonia, caladium and 
marigold. To minimize disruption during construc-
tion or renovation, the grounds crew installs privacy 
fences to hide construction/maintenance areas. 

Texas Tech University 
When you walk into Texas Tech, you know exactly 
where you are when you see a statue of Will Rogers 
(who once called the Texas Tech campus "the pretti-
est campus this side of the Mississippi") on his 
horse, Soapsuds. Rogers and his horse have plenty 
of room to roam, with 930 continuous acres com-
prising the main campus. The grounds crew of 90 is 
also responsible fa maintaining satellite campuses 
in and around Lubbock, for a total of 1,800 square 
acres. Three full-time groundskeepers keep 15 acres 
of Big 12 sports complexes in peak condition. Small 
planters are used extensively throughout campus to 
show different types of plants such as carinas, cop-
per plants, dusty miller and lantana. 

The University of Pittsburgh 
The University of Pittsburgh's grounds crew is one 
hard working crew, working 7 a.m. to 7 p.m. 
every day with two shifts. The only day they don't 
work is Christmas — if there isn't any snow. An 
urban campus, the grounds cover 14 miles of 
walkways, 40 acres of parking lots and 30 acres of 

Mennonite Mutual 
Insurance Company 
So they sell insurance. It doesn't mean Mennon-
ite Mutual Insurance Company can't look beauti-
ful. The job falls to the E.F. Pouly Company, who 
state as one of their challenges the maintenance 
of 75 shade and ornamental trees within budget. 
In 2002, the grounds crew had to partially reno-
vate the lawn area due to a drought. Due to the 
size of the building, the E.F. Pouly Company de-
signed companion plantings to appear as shrubs 
and groundcover even though the plant material 
actually used was trees. The callery pear trees are 
especially difficult to maintain, given the extra 
time and frequency of pruning during the matur-
ing process. Applying a fungicide to the crabap-
ple and groundcover junipers in the high traffic 
island bed is no picnic either. 

University of Virginia Health System 
At the University of Virginia Health System, 
grounds care is always an emergency. Exactly 28.3 
acres of medical buildings, research facilities and 
academic and administrative facilities are nestled 
among 21 acres of trees and woody ornamentals, 

turf. Spring plantings consist of over 34,000 annu-
als and up to 1,000 perennials. A recent project 
was the completion of the panther bed, with a 
sculpture of a panther. The panther came from 
Italy, and the grounds crew had to search for the 
perfect rocks on which to attach it. With total en-
rollment of 30,000, the crew is constantly dodging 
students to accomplish its tasks. Many of the trees 
near Heinz Chapel are dedicated from alumni fam-
ilies and friends who have passed away. 

34.3 acres of turf and 1.2 acres of flower beds. 
The landscape is ever-changing due to continually 
expanding facilities. A crew of only six full-timers 
and four temps must constantly relocate plant life 
and design/install new landscapes. Other duties 
include trash collection, graduation preparation, 
leaf/snow removal, mulching, mowing, pruning 
and edging. The crew recently came up with a 
novel idea for reducing string trimming: planting 
30,000 ground cover plants and 29,000 bulbs. 
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Western Michigan University 
Wanna spell loads of work? Try 30,000 students 
and an average snowfall of 73 in. That's what the 
grounds crew at Western Michigan University has 
to deal with. WMU was founded in 1903 on 
Prospect Hill overlooking downtown Kalamazoo. 
The campus eventually migrated west as new 
buildings and departments were expanded. In 
many locations on campus, the grounds crew 
tries to avoid mowing steep hills for safety rea-
sons, but the hill near the Speech and Hearing 
Center alongside a city street is too visible to be 
left alone. Commemorative trees, which can be 
bought for $1,800, dot the campus. Landscape 
Services plants the tree, places a brass plaque and 
maintains the tree for one year. 

The University of Texas at Austin 
Founded in 1883 as a small campus with only one 
building and 221 students, this school has come a 
long way. Today, nearly 49,000 students are en-
rolled, and the main campus has 425 acres of land 
with more than 160 buildings. That's a lot of 
grounds maintenance. Over 460 hours of labor a 

week are dedicated to picking up litter and empty-
ing trash receptacles. Mowing, trimming and blow-
ing are hard to accomplish when the sidewalks are 
filled with students. Irrigation and irrigation mainte-
nance are challenging tasks due to hills, slopes, 
shallow and rocky soils, and frequent drought con-
ditions. The campus may host more than 100,000 
visitors on a home football game weekend. 

Western Oregon University 
The Hamersley Library was much needed by 
Western Oregon University, but, with over 
80,000 square feet, it gave the grounds crew one 
more large area of intense landscape. A new irri-
gation system was installed along Stadium Drive, 
with the design and parts order being done by 
the grounds crew. Excavation of sidewalks, park-
ing lot maintenance, litter pickup and helping set 
up events are all on the crew's chore list. The 
new Arbor Park apartments require extensive 
herbicide application and other maintenance. 
Landscape Maintenance Supervisor Kevin Hughes 
constantly checks the moisture levels of the sand 
base varsity football field. 

Multnomah Bible College & Seminary 
If it's Bible you want, then you want Multnomah! 
At least that's what the school's Web site says. 
Educating Christians for leadership positions in 
the Church is the school's mission, and the 
grounds crew's mission is to beautify the cam-
pus. A new seminary building has added to their 
workload, as has the removal of a parking lot to 

make way for a walking garden. No one likes to 
get surprise sprinkles, so the timing on irrigation 
controllers has to be periodically adjusted to 
avoid complaints. Emitter tubing is used to water 
most of the school's plants. The grounds crew's 
old maintenance building was demolished to 
make way for a new one, but a portion of the 
slab was saved for a patio in the landscaped area. 

INDUSTRY 
ISSUES 
H-2B cap 
A collective gasp was heard across the indus-
try last March when the U.S. Citizenship and 
Immigration Services (USCIS) announced it 
had received enough H-2B petitions to meet 
this year's congressionally mandated cap of 
66,000 new workers. It was apparent that a 
number of landscape companies would face 
direct impacts by not being able to bring in all 
the H-2B workers they had planned to em-
ploy — despite a survey we conducted that 
indicated 44% of you had all your labor 
needs lined up. The fact that the cap was hit 
so early in the year underscored the urgent 
need for comprehensive immigration reform. 

Gas prices go up, up, up 
Everyone's been whining about increasing gas 
prices, but perhaps those with the biggest 
gripes are landscape company owners. They're 
not only getting hit filling up their family SUV 
but at the shop, too, where gas makes their 
weed trimmers, mowers, skid-steers and 
trucks go. Many have added surcharges to 
their customers' bills as a remedy. Some have 
considered going to a four-day work week or 
using plant growth regulators to reduce the 
amount of turf they mow. Gas prices don't 
look to be going down anytime soon, and if 
you believe what some say, the era of cheap 
oil may have permanently come to an end. So 
landscape companies have been served notice 
that they must operate more efficiently. 

Water shortages 
As the demand for water increases with the 
burgeoning worldwide population and 
droughts become more and more frequent, 
landscapes will eventually have to face the 
music and change their ways. The 21 st Century 
Water Commission Act of 2003 seeks to project 
future water supply and demand, find ways to 
increase water supplies, and develop other 
water strategies with water agencies and enti-
ties. Whether it be having to install more water-
friendly landscaping on customers' properties or 

continued on page 42 
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continued from page 40 
add more services to make up for a loss in revenue, 
the landscaping industry will have to change. It's es-
timated that 2,000 landscape-related jobs and $60 
million in revenue were lost in Colorado alone in 
2002-2003 due to water restrictions. 

Emerald ash borer 
Emerald ash borer (EAB) infestation continues to 
grow, killing ash trees which are an important tim-
ber species, landscape tree and wildlife food. The 
latest discovery of the exotic forest pest from China 
was in Steuben County in Illinois. It has also been 
discovered in Michigan and Ontario. According to 
USDA Forest Service inventory data, there are about 
692 million ash trees growing on timberland in 
Michigan. The estimates don't include urban trees 
growing in yards and along streets. One impact on 
the landscape industry is the following: Ash is a 
common street tree, often representing 5-20% of 
all street trees in many midwestem and Canadian 

You too can have 
Super Bowl Turf 

PRINCESS-77 
Hybrid Bermudagrass 

and 

1G2 
Elite Perennial Ryegrass 

L'Lwamuu' 
Seed supplier for 

Super Bowls 37-41 1-800-286-6100 ext 280 
www.penningtonseed.com 

sportturf@penningtonseed.com 
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cities. The potential loss of ash as an 
urban street tree greatly reduces the 
selection of suitable species available 
to homeowners and municipalities and 
could contribute to urban heating. 

"Do not call" list 
When the Federal Trade Commission enacted the 
"Do Not Call Registry," lots of consumers could-
n't wait to sign up so their dinners would no 
longer be interrupted by telemarketers. But lawn 
care companies cringed. It immediately drove the 
cost up of getting new customers, and forced 
some to consider going a more costly route and 
go door-to-door or ramp up direct mail cam-
paigns. But then again, according to a PLCAA 
survey, only 17% of respondents reported great 
results from telemarketing, and 56% reported 
mixed or no positive results. Some said it would 
have little effect on their business. One thing's for 
sure: it won't be the last change the lawn care in-
dustry will be forced to adapt to. 

Neighbor notification 
Neighbor notification lawns regarding the use of 
pesticides continue to proliferate, with the latest 
developments occuring in Delaware. House Bill 
No. 425 aims at amending the Delaware code 
relating to pesticides, adding a new subchapter 
on "Pesticide Hypersensitivity Registry." Lawn 
care operators would then have to notify those 
citizens in the registry when spraying within 500 
feet of their property. 

Phosphorus bans 
Phosphorus is still on everybody's minds, particularly 
legislators in states such as Wisconsin, Vermont and 
Minnesota who think that phosphorus runoff from 
fertilizer on lawns harms lakes. Lawn care profes-
sionals continually point out that healthy turf actually 
reduces the amount of phosphorus runoff because 
it acts like a sponge. Phosphorus runoff from farm 
runoff, grass clippings, leaves and goose droppings, 
they say, are more of a problem. Lawn care pros 
mobilized and faced council in the Village of Pe-
waukee, Wl to reconsider a phosphorus ban, but 
Vermont legislators are now also considering a bill 
that would limit the amount of phosphorus property 
owners can apply to their lawns. 

Emissions regulations 
Whether you hear it from Stihl, Shindaiwa, or 
other manufacturers of outdoor power equip-

ment, emissions regula-
tions are only going to 
get stricter in the future. 
Last year, the California 

Air Resources Board 
(CARB) approved new emis-

sions limits for lawn mowers and 
other gas-powered tools, including new 

regulations that would require that small engines 
sold in California by 2007 come with antipollu-
tion improvements such as catalytic converters. 
Some equipment manufacturers speculated that 
the new regulations could add $50 or more to 
the cost of lawn mowers or force them to move 
operations overseas. 

Canada lawn care pros under attack 
Environmental activists have waged war with 
lawn care pros up North, and so far they're win-
ning. They've managed 
to get many munici-
palities to ban the 
cosmetic use of pesti-
cides on residential 
lawns, with heavy 
fines for non-compli-
ance. The most recent 
setback involved a vote 
to uphold a bylaw in 
Toronto to ban all pesti-
cides from private prop-
erty. A compromise ver-
sion allowing chemical 
usage on lawns if the 
amount of weeds was 
5% or more of the total area was rejected. The 
fear among U.S. lawn care pros is that the envi-
ronmentalists will figure out a way to bring their 
battle to their country soon, but at least they, un-
like their Canadian colleagues who were blind-
sided, will be prepared. 

Sudden oak death syndrome 
Sudden oak death syndrome, a disease which 
causes die off and cankers on many trees and orna-
mentals, was first identified nearly two years ago in 
southern California coastal forests. The problem has 
only gotten bigger, with the recent discovery of a 
pathogen at a large nursery in southern California. 
This prompted the Oregon Department of Agricul-
ture to adopt the nation's most rigorous plant 
inspection program in an effort to stop the spread 
of the disease, lm 
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THE CUSTOMER CONNECTION 

How to 1 
balance 
all thre 
Creating a c u s t o m e r - c e n t e r e d 
competi t ive a d v a n t a g e is one off the 
three c o m p o n e n t s to business s u c c e s s 

BY BOB COULTER 

Editor's note: This is the first of three articles 
on your key business drivers. This month we 
discuss customers. We'll follow up with the 
other two keys — financials and employees. 

Great companies have 
grasped the impor-
tance of taking a bal-
anced approach to 
how they operate their 
business. Balance 
comes from keeping 

the key business drivers in perspective. 
An analogy for this balance can come 

from a picture of a three-legged stool. Win-
ning in business comes from creating balance 
and strength through our key business dri-
vers. The three legs of our business stool are 
1. customers, 2. employees and 3. financials. 

Just like a stool, if we neglect one area of 
our business, it will be out of balance and we 

run the danger that this failure will cause our 
entire operation to wobble. Think about the 
business challenges that exist for our compa-
nies when we aren't succeeding in satisfying 
our customers, or when our employees 
aren't aligned with our company direction, 
or if we aren't achieving our targeted finan-
cial goals/expectations. Failure in one area 
can (and usually does) result in our business 
being impacted significantly. 

Business success starts with how we en-
gage and serve our customers. Each com-
pany needs a spark or a catalyst to grow the 
business. We have to create great loyalty 
with our customer base so that they're con-
nected to the work we do. By forming long-
term relationships with our customers, we 
build quality relationships and long-term 
business return. 

From the book "Customer Centered 
Growth," the author tells us that we must 

use a laser 
beam focus to create a 
customer-centered 

competitive advantage. 
We have to determine the kind of work that 
we want to do for these customers and, in 
turn, carefully teach ourselves how to fulfill 
the needs of each kind of customer in our 
target markets. 

It's important that business leaders have a 
clear picture of how we're doing in the cus-
tomer leg of the stool. We need to be able to 
assess the indicators that describe our success 
and/or failure. Just like our gauges in our car 
or truck, we need gauges to keep track of 
how we're doing with our key business dri-
vers. Customers. Employees. Financials. By 
building your own gauges, you can more 
easily monitor and focus on the status of 
these three building blocks of your success. 

The members of the Owners Network 



strive to be the best of the best in the 
Green Industry. They're committed to dri-
ving their companies to the highest levels 
of performance. In a "Face to Face" event, 
the Owners brainstormed and came up 
with the three key gauges that they use to 
measure their success with customers. 

Customer retention. Top companies 

retain their customers so that they build 
great loyalty and reduce marketing ex-
penses. We each need to have our arms 
around how we're retaining our customers. 
Repeat business is the greatest indicator of 
business success. In each company, we 
need to have a system or process that helps 
us to track our repeat customers, our cus-
tomer retention and our customer re-
newals. Each employee needs to under-
stand the role that they must play and how 
they affect this particular gauge. 

Quality of service delivery. O u r com-

panies are judged by the quality of work 
that we produce and the service that we 
deliver. The quality of our work is the 
greatest leading indicator of performance. 
When we deliver quality work to our cus-
tomers, we'll drive future growth and 
profit. Each business needs to have a 
means to track the quality that they're 
delivering to their customers. Through 
surveys, comment cards, inspections and 
feedback sessions, we can each get our 
arms around the level of quality that 
we're delivering. 

New sales. The fuel that drives our 
business growth comes from new customer 
sales. Each company must have a vehicle for 
growth, and that comes from bringing new 
customers into the business. We need to as-
sess how we're growing our base in the mar-
ketplace, how much revenue we're receiving 
from new customers and what our return is 
per customer. We need to communicate the 
importance of growing our new sales to each 
member of our team. 

The business gauges serve as an easy-to-
monitor check on of how we're doing as a 

business. Keeping the three legs of the stool 
strong and balanced produces long-term 
business success, LM 

— The author is a People Solutions Coach 
with JP Horizons, Inc., a Cleveland-based 

consulting firm focused on driving business 
performance. He can be reached at 

440/352-8211 or bob@jphorizons.com. 
To learn more about JP Horizons People 
Solutions, visit www.jphorizons.com. 

Need Workers? 
lEall the experts in Hire Standards. 
We know you ne reliable, seasonal workers. We fully understand the 
H-2B process and we'll find the workers you need. It's just that simple. 

Amigos Labor Solutions, Inc. has the most H-2B experience. We 
have placed over 30,000 dependable, productive workers from Mexico 
over the past 16 years. 

We stand behind our workers. And they stand above the rest. 

Call us today for your labor solutions. 

A M I N O S 
Your Labor Solution 

www.amigos-inc.com 
1-877-3AMIGOS 

3 2 6 - 4 4 6 7 

Circle 124 
www.landscapemanagement.net / J U L Y 2004 / LANDSCAPE MANAGEMENT 

mailto:bob@jphorizons.com
http://www.jphorizons.com
http://www.amigos-inc.com
http://www.landscapemanagement.net


BUSINESS PERSONALITY PROFILE 

Mark Borst 
• Borst Landscape & Design 

BY JASON STAHL/ Managing Editor 

Mark Borst owns Borst Landscape & 
Design, a $3.8 million full-service 
landscape company located in 
Allendale, NJ. The company consists 
of three divisions: design/build, main-
tenance and lawn care. Design/build 
accounts for 65% of the company's 
services. The 35-year-old Borst is a 
member of the Associated Landscape 
Contractors of America and JP 
Horizons' Owners' Network. 

So how did you get started on this 
crazy journey to becoming a landscape 
business owner? 
In high school, I mowed neighbors' lawns 
and worked for a local landscape company. 
When I went off to Rutgers University to 
pursue a degree in landscape architecture, I 
started my own company and worked on 
Saturdays. When I graduated in 1993,1 
went into landscaping full-time. In my last 
semester of college, I was booking work 
and studying for finals at the same time. 

Did you enlist any family members to 
help run your business? 
No, this was strictly something I started on 
my own. I don't believe in involving family 
with business. My sister-in-law works for 
me, but that's about it. My wife isn't in-
volved. I believe family and business life 
should be two separate things. If you work 
with your wife, then you'll end up talking 
about work at the end of the day, and 
that's the last thing I want to talk about. 
I've had opportunities to bring my brothers 

into the business, but I didn't do it. My one 
brother installs irrigation and wanted to 
create a new division of my company. But 
I have a great relationship with him and I 
didn't want to jeopardize it. 

Will you call on your children to take 
over some day? 
If any of my three children (two daughters, 
ages 8 and 7, one boy, 4) show any inter-
est, that's great. If not, that's fine by me 
too. I've seen a lot of children take over 
their parents' business and fail. I think they 
need to be involved from the ground up to 
have any chance of success. There's also 
the selfish factor at work here: if I hand the 
business over to them, I won't be able to 
sell it and make money. 

The most famous person you've met? 
Dave Zerfoss, CEO of Husqvarna. 

You have a unique way of getting people 
out of the yard in the morning, don't you? 
We instituted a raffle system this year to 
get guys out of the yard on time. The 
maintenance guys have 10 minutes, and 
the installation guys have 15. If they get 
out within that time, they get raffle tickets. 
The grand prize is a camcorder or TV or 
something in the $200-$300 range. We'll 
also raffle off shirts, hats and mugs. 

What other things do you do to incen-
tivize employees? 
Every summer, we take a rafting trip. We 
close the doors for a full day, and the com-
pany pays for the trip and pays everyone 
for a full day. We also have a holiday party 
and a catered lunch followed by a com-
pany meeting to discuss the goals for the 
year and the bonus program. 

You're really into the financials of the 
company, aren't you? 
Yes, I've loved it since day one. I love run-
ning the P & Ls at the end of the month 
and seeing how profitable we are. We run 
a bonus program based off of gross profit, 
and I print out monthly reports to show 
how we're doing for everyone, including 
the guys pushing mowers. I look at busi-
ness like a game — the object is to win the 
race, to hit budget, and if we don't, I feel 
like a failure. 

So what do you do to avoid feeling 
totally stressed out? 
I enjoy spending time with my family, 
hanging out by our pool. We also enjoy 
vacationing in Cape Cod. But I try to never 
sit still. My thinking is always business-
oriented. I've always put a lot into my 
business and worked 60-hour weeks. 

— Borst Landscape & Design participates 
in JP Horizons' People Solutions. To learn 

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

http://www.jphorizons.com


Talstar® insecticides. Tough broad-spectrum control of tough surface feeders. 
Whether you're using TalstarOne™ multi-insecticide, Talstar® PL 
or Talstar® EZ granular insecticides, youll gain outstanding 
broad-spectrum control of even the toughest surface feeder pests. 

Talstar insecticides are tough on cutworms, webworms, mole 
crickets and black turfgrass ataenius. In fact, in field trials* 
Talstar insecticides out-performed DeltaGard® G and Scimitar® 
for control of annual bluegrass weevils and black turfgrass 
ataenius, in some cases, even at lower concentrations. 

But Talstar insecticides don't stop at surface feeders. They 
control over 75 different pests, including all species of ants 
targeted by LCOs, knocking them out and keeping them out. 

Unlike TopChoice,® Talstar insecticides are available in a flowable 
formulation and your choice of two granular formulations. 

•FMC 

For perimeter protection; commercial; residential; and recreational 
uses, choose Talstar insecticides. You'll gain long-lasting, high-
performance, cost-effective control of surface feeders. 

For more information, contact our Customer Satisfaction 
Center at 1-800-321-1 FMC, or visit our website: 
www.pestsolutions.fmc.com. 

* Trials conducted by Dr. Steve Aim, University of Rhode Island. 2001; by Dr. Dave ShetJar, Ohio 
State University. 1999; and by Dr. Dave Shetlar and Dr. Hany Ntemczyk, Ohio State University, 1997. 

Scimitar is a trademark of Syngenta Crop Protection, Inc. 
DeltaGard and TopChoice are trademarks of Bayer AG. 

Talstar, 
O 2004 FMC Corporation. FMC, the FMC logo, TalstarOne, the TalstarOne logo and 
Talstar are trademarks of FMC. Always read and follow label directions. 

I N S E C T I C I D E S 

http://www.pestsolutions.fmc.com


BUSINESS ADVICE YOU CAN USE 

Measure the results of your marketing to find 
out what's working and what's not. 

You must track marketing 
BY JUDY GUIDO 

Now is a great time to take a time-out 
and begin conducting your market-
ing analysis. What's a marketing 
analysis? It's an attempt to make 
sure that the definition, identification 
and structure of your marketing ac-
tivities are sound, targeted and pro-

ducing a positive return on your investment. 
In your analysis, you collect data (via a marketing 

audit), analyze it and put it into a simple document 
form that will give you detailed, accurate and unbiased 
meaning. This analysis process will help you assess the 
effectiveness of your marketing as well as help you 
make ongoing strategic decisions. 

Tools for auditing 
A simple marketing audit has these components: 

A listing of all current marketing activities 
and mediums 
• Advertising (newspaper, association newsletters, 
direct mail, radio, etc.) 
fr- Brochures 
• Web 
• Events (trade shows, association talks, 
appreciation/customer advisory days) 
• Public relations 
• CD & PowerPoint presentations. 

Next, clarify the purpose of the marketing. Are you 
seeking name awareness? Introduction of a new prod-
uct/service? Entry into a new market? 

Then (and this is extremely important), as you im-
plement your marketing plan, quantify and qualify. 

You must know what your marketing is costing and 
what type of results it's returning. 

The marketing audit and analysis will give you a 
clear picture of what's working and what's not, and, 
more importantly, why it's not working. Your analysis 
should include how effective you've been at setting 
and achieving sales, revenue, market share and prof-
itability goals. Remember, your marketing should be 
tied into your overall sales budget. Seek direct input 
and feedback from your sales team when you create 
and also as you assess your marketing plan. 

What you need 
For a successful marketing analysis, you should have: 
• A written marketing plan 
I Ongoing communication so that everybody in the 
organization knows the content and timing of the plan 
• A simple form to collect the marketing date (the 
marketing audit form mentioned previously) 
• A process and dedicated time to analyze the data 
(That means assembling the right team — sales, 
operations and marketing) 
• A process for making strategic decisions 
• A process for creating marketing tasks, timelines 
and accountability 
• And, finally, clear and defined success metrics. 

Overall, your marketing analysis examines how 
efficiently you market your services and products to 
the marketplace by the activities you've used, the cost 
of marketing and the control procedures you've put 
in place. 

— The author is an industry consultant who helps 
companies grow profitably. She can be reached at 

818/800-0135 or jmguido@sbcgloal.net 

mailto:jmguido@sbcgloal.net


' PEOPLE > 
v SOLUTIONS > 

by JP Horizons, Inc. 

V I S I O N 
We not only have a new focus on the vision and goals of the company but our People 

Solutions coach has helped each of us see our role in reaching those goals. Every leader knows 
what a win looks like for them and the company. 

BECKY SUNDAY, RJ Sunday Landscaping, Bowie, MD 

G R O W I N G L E A D E R S 

We know the key to our business is found in building a team of achievers that have a passion 
for life and building a career. JP Horizons' Leadership Jam is a sure way to give our leaders the 
skills, enthusiasm and confidence to move to higher levels of personal and professional growth. 

STEPHEN HILLENMEYER, Hillenmeyer Landscape Services;, Lexington, KY 

C O N S I S T E N T T R A I N I N G 

< It's hard to imagine all the ways consistent training can affect your company until you experi-
ence it. Beyond a great way to train on technical and personal skills every week of the year, the 
Training Challenge has brought our team together in an exciting and dynamic way that has had 
a lasting effect on morale and productivity. 

DICK DICKINSON, Hedge Hunters, Inc, Tampa, Florida 

C U S T O M E R F O C U S E D SALES 
I watched our brand new sales person gain the confidence and techniques that allowed him to 
come back from Sales Jam and excel. He gained a real camaraderie with great sales people 
from around the country that have become his network for problem solving and inspiration. 

BILL LEIDECKER, Five Seasons Landscape Management, Reynoldsburg, Ohio 

_ # Sponsored by Supported by 

U 0 Husqvarna Landscape 



Innovations 
HOT NEW PRODUCTS 

IAt a fast clip 

New for 2004, Country Clip-
per's Charger zero-turn mower 
offers Kohler or Kawasaki engines 
from 19 to 25 hp. An articulating 
front axle and mower deck offers 
a smooth ride and a fine cut on 
rough terrain. Other features in-
clude 24-in. drive tires and 10-
mph mowing speed to get the job 
done fast. The cold-rolled, welded 
steel deck is reinforced with a 
rugged triangular front bullnose. 
The 48-in. deck models feature 
23-in. drive tires, while the 52-
and 60-in. deck models feature 
24-in. tires. 
For more information contact 
Country Clipper at 800/344-8237 
or www.countryclipper.com / 
circle no. 273 

2Workstation 
wonder 

Mobile Service Technologies' MCS3 
Workstation enables users to trans-
port a full range of tools and an 
adustable, level worktable in tight 
areas. The Workstation can with-
stand a load capacity of 1,000 lbs. 
Fold-out sides provide a sturdy and 
level wide-area workspace. Table 
sides lock into place for safety, with 
fully reinforced comers, and are ad-
justable so they can be made to 
match the worktable height needed 
for specific jobs. Mobility control in-
cludes 10-in. pneumatic wheels, tie-
down hooks on the bottom of the 
cart, and locking handles to prevent 
flyaway drawers. 
For more information contact 
Mobile Service Technologies at 
208/292-2857 or www.mcs3-
workstation.com I circle no. 274 

3 Happy trails 

TerraMarc Industries has 
added the LL214 to its line of 
Load-N-Lift trailers, perfect for 
skid-steers and other low-clear-
ance, compact and mobile equip-
ment. With trailers that com-
pletely lower to the ground, no 
ramps are needed. The option of 
electric hydraulic or manual hand 
pump lifting devices makes load-
ing and unloading a one-person 
job. The new LL214 offers the 
widest deck in the industry (81.5 
in., with length of 18 ft., 2 in.), 
holds up to 10,800 lbs., has a 
gross vehicle weight of 14,000 
lbs., and has a low 5-degree angle 
for loading. Torsion axles allow 
you to pull the Load-N-Lift trailer 
loaded or unloaded with minimal 
sway or bounce. 
For more information contact 
TerraMarc at 888/445-4615 or 
www.crary.com I circle no. 275 

4 Grab it and go 

Intended for bulky and irreg-
ularly shaped debris, Caterpillar 
utility grapple buckets and forks 
are designed for handling a wide 
array of materials in tough operat-
ing conditions. The utility-grade 
grapple buckets are intended for 
grasping objects such as landscap-
ing timbers/ties, trees, large rocks 
and brush. The forks are designed 
for piercing and/or grasping 
branches and landscaping materi-
als such as mulch and pine straw. 
Grapple buckets are available in 
three widths — 60, 66 and 72 in. 
with a maximum jaw opening on 
the grapple of 40 in. Grapple 
forks have a jaw opening of 38 in. 
The 9-tine grapple fork measures 
66-in. wide, while the 11-tine de-
sign is 72 in. wide. 
For more information contact 
Caterpillar at 309/675-1000 or 
www.cat.com I circle no. 276 

http://www.countryclipper.com
http://www.crary.com
http://www.cat.com


The only industry event with 3 days of demos 

CoxieLi ROKSSIOHAL 

"It's a big help being able to talk 
with suppliers' representatives at 
the show — especially if you're 
trying to solve a problem." 
Denny Davis 
Village of Mt. Morris 
City Maintenance Supervisor 
Mt. Morris;, IL 

TO MEET THE KEY REPS. 
E X P O 2 0 0 4 , September 2 4 - 2 6 
Kentucky Exposit ion Center 

Register today! Visit www.expo.mow.org and register 

online and you might win two tickets for the 2005 Kentucky 

Derby! ... Then attend 

EXPO and be eligible to hXHU win $20,000 towards 

the purchase of a 

new truck! 

The International Lawn. Garden 
A Power Equipment Exposition 

2004 

800-558-8767 • www.expo.mow.org Ybu Gotta G I 

http://www.expo.mow.org
http://www.expo.mow.org


TECHNOLOGY SHOP MANAGEMENT 

i wondered if the technician shortage 
was real, but I'm now conv i n ced the 

shortage is real in a number of markets. 

Help, I need a technician! 
BY HARRY SMITH 

l ( • • • WK^M elpl I need a technician!" is some-
thing I hear often. I get several calls 
a week from desperate business 
people looking for a technician. So 
where are the technicians? Is there 
a shortage? What can you do to re-
place that technician that just left? 

For quite a while, I wondered if the technician 
shortage was real, but I'm now convinced the short-
age, though not universal, is certainly real in a number 
of markets. 

Sears tries to produce technicians through a pro-
gressive training program but has the same problem we 
have here at Lake City Community College. They 
can't get enough qualified applicants to put through 
their training programs. My college could accommo-
date 45 students a year, but we can only recruit about 
20. For the past three years, I've had from 50 to 60 
solid job offers each spring for these 20 graduates. If 
you need a technician, what can you do? 

Are you attractive? 
First ask yourself, are you attractive? No, not you, 
your business. Do you have a good work environment? 
Is your shop clean and organized? How is the lighting 
and ventilation? You may not be able to afford air 
conditioning or even need it, but good ventilation 
abets productivity. 

Good shops attract good technicians. 
How about benefits and incentives? A career 

path? A compensation system with pay increases tied 
to productivity? Are you paying market rates? If 

you're having trouble with some of these questions, 
think about a makeover. Make your operation 
more attractive. 

Get the word out 
The next step is to create a strategy for advertising 
your position. A few people have success with news-
paper want ads, but most jobs are filled without 
using them. 

Dial in your network. Talk to colleagues, even com-
petitors. This isn't such a radical idea. Good techni-
cians often know other good technicians, and are gen-
erally only willing to recommend the good ones. 

Think outside the industry. Some markets have lots 
of skilled retired people (military and civilian) that 
have a great work ethic. 

Keep in touch with vocational schools in your area. 
Automotive, agricultural mechanics, and aircraft and 
turf equipment technical training programs all produce 
potential employees. Talk to the instructors. Try to talk 
to the students. Talk to anyone who will listen. Post 
your position on job boards. 

You might even consider using somebody on one of 
your crews as an interim replacement. Why? Because 
they're already on the payroll, and you're familiar with 
their work habits. 

But never never hire out of desperation. Getting a 
bad employee is more costly than not hiring anyone. 
Be methodical. Take care in hiring. Don't get frantic. 
Keep looking. Good luck. 

— The author is the turf equipment professor at 
Lake City Community College, Lake City, FL. 
He can be reached at smithh@lakecitycc.edu 

mailto:smithh@lakecitycc.edu


Landscape Management's Business Planner 2005 Issue. 
Publishing October 2004. 

This one-of-a-kind issue will help you navigate through the budgeting 
and planning process with ease. Detailed information on companies, 
products and services. Editorial information on successful budgeting 
practices, boosting sales, customer retention, recruiting, team-building and 
more. It's yours right around the corner in October. 

For advertising inquiries, please call your sales 
manager or Tony D'Avino at 440-891-2640. 

Bonus Issue Distribution at 
Green Industry Expo Plus Much More! 

Advertising Close: September 1 

Landscape 
M A N A G E M E N T * 



TECHNOLOGY CHEMICAL STRATEGIES 

This evergreen magnolia is suffering a severe 
infestation and will require treatment. 

ucts with different modes of action and not 
just different product names. The most 
common modes of action affect the insect's 
nervous system. Nerve toxins such as Merit 
or the synthetic pyrethroids kill insects 
either by blocking nerve endings from 
sending or receiving signals or by causing 
nerves to continually produce signals (e.g. 
cholinesterase inhibitors such as Orthene), 
resulting in the characteristic twitching be-
havior by the target pests. 

Newer insecticides as well as horticul-
tural oils and insecticidal soaps offer other 
and sometimes novel routes to kill pests. 
For example, aphids and whiteflies treated 
with the insecticide Endeavor will starve to 

In response to these criticisms, the U.S. 
Environmental Protection Agency (EPA) 
has fast-track registered new active ingredi-
ents marketed for the Green Industry. 
These products are typically not the broad-
spectrum nerve toxins of the past, but act 
either in a target-selective manner or have 
significantly lower use rates. These prod-
ucts offer different modes of action as well 
as new classes of insecticides entirely. 
However, the selective nature of these 
products may challenge pest managers. 

Let's start by briefly covering how an 
insecticide works. Pesticides kill insects in 
several ways. This is referred to as their 
mode of action. (Table 1 lists common 
insecticides and their mode of action.) 

Insecticide resistance is avoided when 
pests are managed using a range of prod-

Here's a n u p d a t e on 
w h a t ' s a v a i l a b l e as 
regulat ions a n d 
treatment c h o i c e s 
k e e p c h a n g i n g 

BY DAVID HELD 

The Food Quality Protection 
Act continues to change 
the pesticide market in the 
United States. Some claim 
that this law has removed 
many conventional pesti-
cides from the market, or 

minor uses from many insecticide labels. 



death because their sucking mouthparts 
become disabled. These novel modes of 
action often make products more target 
selective. For example, the products Con-
firm and Dipel are only effective against 
caterpillars. Similarly, target-selective prod-

ucts such as Hexygon or Sanmite are use-
ful replacements for Kelthane or Dursban 
for mite control. 

A group of insecticides collectively called 
Insect Growth Regulators (IGRs) interfere 
with the normal development of immature 

insects, yet have virtually no effect on adults. 
Good spray coverage is important for any 

pesticide application. However, horticultural 
oils, insectiddal soap, and the botanical 
product Citracide must contact the insect. 

Insecticides with target-selective modes 

1 TABLE 1. Common insecticides and their modes of action 
I Active ingredient Common trade name(s) Mode of action 

ORGANOPHOSPHATES 
Acephate Orthene or Acephate Cholinesterase inhibitors (nerve toxins) 
Malathion Malathion a 

Chlorpyrifos Dursban 
CHLORINATED HYDROCARBONS 

Dicofol Kelthane Inhibits nerve signals (nerve toxin) 
CARBAMATES 

Carbaryl Sevin Cholinesterase inhibitors (nerve toxins) 
Bendiocarb Turcam • 

SYNTHETIC PYRETHROIDS 
Bifenthrin Onyx Inhibit nerve signals 
Fluvalinate Mavrik 
Cyfluthrin Tempo 
Permethrin Astro 
Lambda-cyhalothrin Scimitar u 

Fenpropanthrin Tame II 

Imidadoprid Merit Block or inhibit nerve signals (nerve toxins) 
Acetamiprid Tri-Star " 

IGRS 
Azadirachtin Azatin Interrupt normal development of immature insects 
Fenoxycarb Precision 
Pyriproxyfen Distance m 

Buprofezin Talus M 

Tebufenozide Confirm 
AVERMECTINS 

Avid Abamectin Blocks nerve signals at the muscles (neuromuscular) ] 
BOTANICALS 

Azadarachtin Azatin Feeding inhibitor 
Limonene Citracide Abrades insect's cuticle (contact only) 
MISCELLANEOUS 

Insecticidal soap M-Pede Abrades insect's cuticle 
Horticultural oil Sunspray Suffocates insects and mites 
Pymetrozine Endeavor Feeding inhibitor (aphids & whiteflies) 
Bacillus thuringensis Dipel Pro Bacteria that kills caterpillars after being eaten 
Floramite Bifenazate Target-specific miticide 
Hexygon Hexythiazox " 

Sanmite Pyridaben Target-specific miticide 

NOTE: NAMES OF INSECTICIDES ARE PROVIDED FOR EXAMPLE ONLY AND DO NOT REFLECT AN ENDORSEMENT BY THE AUTHOR OR THIS PUBLICATION. READ AND FOLLOW 
| LABEL INSTRUCTIONS ON ALL PESTICIDES. 



TECHNOLOGY CHEMICAL STRATEGIES 

TABLE 3. 
Reduced-risk products 
Target Reduced-risk 
pests products 

of action such as IGRs are generally less 
inherently toxic than broad-spectrum 
nerve toxins. The common measure of a 
pesticide's toxicity is found on the MSDS 
sheet under LC50 or LD50, meaning 
lethal concentration or lethal dose. Lower 
LD50 numbers indicate products that are 
more inherently toxic. These values are di-
rectly related to the signal words found on 
the front of every pesticide label (see 
Table 2). Those signal words found on 
every pesticide label are your first indica-
tion about the toxicity of that product. 
Several newer insecticides act selectively 
and generally have lower LD50 values and 

TABLE 2. 
Signal words and their 
relative toxicity 

Oral LD50 
Signal word (mg per kg body weight) 

Caution* >5000 

Caution 500-5000 

Warning 50-500 

Danger 0-50 

•Caution is still required for pesticides even 
when the acute LD50 values are > 5000 

Once a pest infestation gets to this point, the best option may not be to 
treat but to replace the plant and do a better job of pest monitoring. 

have less negative impact on natural ene-
mies and the environment. 

Good lessons require an example. Sup-
pose your client has aphids on a hedge in 
their landscape. Most of the conventional 
insecticides labeled for aphids will work. 
However, you could also use one of the re-
duced-risk products. Table 3 offers sugges-
tions for reduced-risk substitutes for the con-
ventional insecticides. Performance of 
reduced-risk compounds is comparable or 
better than the older products. However, 
when more than one insect or mite pest is 
present, broad-spectrum insecticides have an 
advantage over the more selective products. 

It's true that most of these newer prod-
ucts can be expensive relative to older 
products. Don't forget that many new 
products also offer systemic activity or 
longer residual control than their conven-
tional counterparts, and may have lower 
use rates. Likewise, use of reduced-risk 
products are often more environmentally 
friendly, which may be a selling point to 
certain customers. Certain upscale ac-
counts may be willing to pay more if the 
treatment was marketed as "environmen-
tally conscious." 

Regardless of the product choice, you 
can impact profits by comparing products 

based on active ingre-
dient. The percentage 
of active ingredient in 
a product is listed on 
every pesticide label. 
The FQPA forced 
some companies to 
eliminate landscape 
or ornamental uses 
from their labels. 
Smaller companies 
have filled in these 
gaps with products 
containing the same 
active ingredients. 
When shopping for 
Orthene, for exam-

ple, ask to see all products that contain the 
active ingredient acephate. By comparing 
the price of different formulations of 
acephate labeled for use in landscapes, you 
may benefit from competition between dif-
ferent manufacturers. Likewise, some prod-
ucts dropped from the product lines of 
larger companies may be available through 
smaller agricultural chemical suppliers or 
your local co-op. LM 

— The author is Assistant Professor of 
Entomology at Mississippi State University. 

He can be contacted at held@bellsouth.net 

Aphids Endeavor, Merit, 
Tri-Star, M-Pede, 
horticultural oil, 

Azatin 

Borers Astro 

Caterpillars Most synthetic pyrethroids, 

Confirm, Dipel 

Mites Floramite, Hexygon, 

Sanmite, Avid, 

Cinnamite, 

most synthetic 

pyrethroids, M-Pede, 

horticultural oil 

Scales Merit, Precision, Distance, 

Talus, most synthetic 

pyrethroids, Horticultural 

oil, M-Pede 

Whiteflies Endeavor, Merit, 

Precision, Tri-star, Azatin, 

M-Pede, most synthetic 

pyrethroids 

Site uses, host plant and other use 
restrictions may apply, so read and fol-
low the label for each product according-
ly. Use of pesticide trade names doesn't 
reflect an endorsement by the author or 
this magazine. 

mailto:held@bellsouth.net


Grow your business in 
any kind of weather. 

The strength of over 375 independent landscape and snow removal 
contractors creates one powerful force. With a partnership in the 
Symbiot Landscape Network or the Symbiot Snow Network, you can: 

• Gain real control over your supply costs through national purchasing programs 
with companies you already use. 

• Differentiate your business and improve your operations through unique, 
proprietary technology products. 

• Increase your knowledge from online training events at your own desk. 

• Grow your profits by networking with our industry leaders and other 
contractors. Learn the skills that build high-profit organizations. 

• Work with a team of national salespeople to create leads for national and 
regional sales opportunities. 

• Protect your current customer base from erosion from other national competitors. 

• Vertically integrate with other Symbiot service providers in your market to 
separate your business from your competitors. 

Call one of our account managers today for an organizational analysis. We'll show you 
how you can reap the benefits of your partnership investment 10 times over. 

Circle 140 

Become a Partner Today. 
866.223.9049 x l40 

LANDSCAPE NETWORK WWW.SymbiOt.blZ SNOW NETWORK 

http://WWW.SymbiOt.blZ


TECHNOLOGY TURFGRASS BREEDING 

Out 
c spot' 

A d v a n c e s in 
perennial ryegrass 
b r e e d i n g g a i n i n g 
the u p p e r Hand 
over gray leaf spot 

BY STEVE TUBBS 

Gray leaf spot (GLS) 
burst onto the scene 
in the Northeast in 
the late 1990s. It usu-
ally doesn't material-
ize unless climactic 
conditions of high 

heat and humidity are prevalent, usually in 
the months of August and September. 
And GLS isn't a problem for just perennial 
ryegrass. It can also infect St. Augustine 
grass, bermudagrass, bentgrass and various 
species of fine and tall fescue. 

Wiped out 
When these ideal conditions presented 
themselves to unsuspecting turfgrass man-
agers in the late summer of 1998 and into 
1999, many stands of perennial ryegrass 
were wiped out within days. It's a devastat-
ing and rapidly progressing fungal disease, 
and is sometimes mistaken for melting-out. 
But did you know that the stage was set for 
this occurrence more than 30 years ago? 

When Dr. C. Reed Funk practically in-
vented the fine leaf perennial market with 
his Manhattan ryegrass in the late 1960s, 

his work created a springboard which 
re-invented the Lolium Perenne species. 
Many turf breeders began cooperating 
with Rutgers University, and alternate 
development from other programs cre-
ated varieties such as Pennfine and 
Derby. Manhattan was "crossed" with 
Pennfine. Pennfine was crossed with 
Derby. Derby was crossed with Manhattan 
and so on. Today, there are hundreds of 
varieties of Lolium Perenne, and virtually 
every variety of perennial ryegrass bred in 
the United States traces back to germplasm 
developed in the 1960s and early 1970s. 

This development on a very narrow ge-
netic base served to instill an innate suscep-

(Left) As you can see, the 
disease is aptly named. 
(Below) When GLS strikes, 
it spreads rapidly and can 
destroy large areas of turf. 

tibility for perennial ryegrass to unknown 
diseases. Although no one knew what dis-
ease it might be, or when it might express 
itself, the odds were that some disease 
could come along that would impact every 
variety. Enter Pyricularia Grisea. 

The Pyricularia Grisea pathogen can 
produce large amounts of infection spores 



in a short period of time, causing sympto-
matic tissue to become evident and de-
cline quickly. Spores land on a suscepti-
ble host and germinate within a few 
hours. The pathogen then invades the 
leaf tissue through the cut leaf tips. 
Symptoms can be present as quickly as a 
few hours later. 

Short of removal of susceptible species 
(not very good for business), applications 
of preventative fungicides starting in July 
can offer some insurance against an out-
break. And, unless optimum conditions ap-
pear, GLS may not even be an issue. 

Resistance built in 
Recognizing the potential damage to the 
perennial ryegrass market that repeated 
outbreaks of GLS could do, several breed-
ers began immediately to introduce gray 
leaf spot resistance (GLR) into their 
perennial ryegrass germplasm. One 
breeder went overseas and selected clones 
from Russia, Bulgaria and Hungary. While 
some of the clones possessed GLR, they 
weren't the color and texture that the U.S. 
market demands. 

This began the laborious process of 
"crossing" light green resistant GLR clones 
of foreign origin with dark-green, finer 
clones from American stock to capture 
GLR in more attractive plants. This takes 
years of hit-or-miss testing. The whole 
process depends on natural pollination, 
which is not exact science. 

Additionally, one imaginative breeder 
began "inoculating" his perennial 
germplasm with the Pyricularia Grisea fun-
gus and germinating seedlings in test tubes 
in a climate controlled refrigerator. Again, 
few clones survived, but the ones that did 
were pooled into breeding blocks, which 
were then used to advance resistance. 

The end result is a classic case of Amer-
ican know-how responding to a challenge. 
With the establishment of the new 2004 
perennial ryegrass NTEP, there will be sev-

eral new varieties of Lolium Perenne that 
will possess GLR — varieties that have all 
the bells and whistles of color and texture, 
but also ones that have had their genetics 
naturally amended to include natural resis-

tance to this devastating disease, LM 
— The author is President and General 

Manager of Turf Merchants, Inc., 
Tangent, OR. He can be reached at 

spt^tu rfmerchants.com. 
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Solutions Center 
TECHNOLOGY ANSWERS TO REAL CHALLENGES 

This clock 
'saves1 time 
BY RON HALL / Editor-in-Chief 

Employees are a com-
pany's most valuable 
resource — but 
they're also its costliest 

and least controllable one. 
Some landscape company 
owners have discovered how to 
increase the value of their em-
ployees by keeping an accurate 
record of their time on the job. 
One tool for doing this is a 
portable, stainless steel, bat-
tery-operated device. 

THe problem: 
Inaccurate timekeeping 
"Sometimes my foreman 
weren't marking in our guys 
when they actually got to the 
job," says Joe Woltner, owner 
of Landscape Technology, Liv-
ermore, CA. "The time sheets 
always said they had eight 
hours or more, but when I 
would show up at a job at 7:15 
a.m. and some of them weren't 
there yet, their time sheets 
would still read 7 a.m." 

That problem largely disap-
peared, says Woltner, when he 

began using a product known 
as Jobclock. 

Here's how it works: A con-
tractor places a Jobclock at a 
secure location on a job site. 
When an employee arrives to 
begin work, he touches a green 
"Keytab" to the Jobclock to 
clock in. When the day's work 
is done, he touches a red one to 
the device to "punch out." 

At any time, an owner or 
supervisor can download atten-
dance records from the Jobclock 
using the infrared port of a Palm 
Pilot. This information can then 
be downloaded to a PC to gen-
erate attendance reports. 

Solution: Job site clock 
Contractors cite these benefits: 

Eliminating late job starts 
and early finishes, and paying 
employees only for time they 
were "on the clock" 

Reducing payroll squabbles 
over unrecorded hours worked 
or hours paid 

Streamlining payroll 
Providing a more accurate 

record of labor hours necessary 
for any particular job or task. 

"Now I'm confident that 
they're getting paid for the 
hours they're working," says 
Woltner. "And I can do a bet-
ter job of tracking the actual 
number of hours it takes to 
do a job." 

His company, which fo-
cuses on the high-end custom 
home market, usually runs 
four crews, two for mainte-
nance and two for hardscapes 
and/or installations. Woltner 
says he works at least six days 
a week because he likes the 
landscaping and sales parts of 
the business. 

The paperwork involved 
with running his business is a 
different story, another reason 
why he uses the Jobclock. He 
now has six at his various work 
sites. "I was sick and tired of 
doing payroll," he admits. 

Odyssey Landscape, a 260-
employee operation based in 
Stockton, CA, does a wide va-
riety of landscape work, every-
thing from streetscapes to sea-
sonal weed abatement. 

Typically, its employees re-
port directly to the job sites 

each day. "Most of our job sites 
where we're going to work 
three or more months, we'll 
put a container on the site to 
store material and equipment," 
says Frank Adams, President. 
"We mount a Jobclock in a box 
at the construction site. When 
the foreman opens up for the 
day, he unlocks the container 
and it's there on the wall and 
the employees log in." Adams 
says his crews are working on 
about 30 sites and use just 
about as many of the units. 

Each Friday, a supervisor 
downloads the units. The infor-
mation is printed out and com-
pared to the time cards that 
each field employee must have 
as well. "The Jobclock is my 
audit," adds Adams. Why is 
this so important? In Califor-
nia, every minute over eight 
hours is overtime, and as every-
body in the landscape business 
knows, overtime can put a big 
dent in the bottom line, LM 

— For more information about 
the Jobclock, call 888/788-8463 

or visit the Web site 
www.exaktime.com 

http://www.exaktime.com
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BASF Corporation 

BASF Corporation 
26 Davis Drive 

Research Triangle Park, NC 
27709 

Phone: 800-545-9525 
Fax: (919) 547-2440 

WEB: 

www.basf.com 
E-MAIL: 

hendermt@basf-corp.com 
DATE FOUNDED: 

1865 
KEY EXECUTIVES 

Klaus Peter Loebbe, 
Chairman and CEO, 

BASF Corporation 
Kyle Miller, Senior 
Technical Specialist 

Todd Henderson, Marketing 
Communications Manager, 

Turf & Ornamental 
Rich Kalik, National 

Accounts Manager 

AquaCapm 

Product focus: 
Pendulum® AquaCap encapsulates a new water-
based formulation of BASF pendimethalin—the 
industry's leading pre-emergent active ingredient. 
A BASF-patented technology surrounds 
pendimethalin with an ultra-thin capsule, and this 
combination of encapsulation technology and the 
new water-based formulation results in new bene-
fits, including: 

• Virtually no odor 
• Reduced staining potential 
• Increased ease and flexibility of handling, mixing 
and cleanup 
• Improved storage stability 
• Improved environmental profile 

Manufacturing facilities: 
• Thanks to its production operations in more 
than 100 large sites throughout the world, BASF 
is close to its customers in 170 countries and can 

supply them with products in a flexible and reli-
able manner. Primary production sites are located 
in Ludwigshafen, Germany; Antwerp, Belgium; 
Freeport, TX; Geismar, LA; Kuan tan, Malaysia; 
Nanjing, China (planned); Schwarzheide, Ger-
many; Tarragona, Spain; Port Arthur, TX (in the 
set-up phase); Altamira, Mexico; Guaratingueta, 
Brazil; and Shanghai, China. 

Technical support, sales, training 
and customer service: 
BASF Professional Turf supplies its customers with 
quality products through its network of knowl-
edgeable sales representatives located throughout 
North America. Additionally, BASF Professional 
Turf has technical specialists who are available to 
offer their expertise to distributors and end-users. 
These technical specialists also work closely with 
collegiate staffs to help develop solutions and 
methods to controlling turf problems. 

Major product lines: 
BASF Professional Turf offers a portfolio of prod-
ucts that will help you keep lawns, athletic turf 
and golf courses weed-free and disease-free with 
its line of herbicides, fungicides and insecticides. 

http://www.basf.com
mailto:hendermt@basf-corp.com


Bayer Environmental Science 

Bayer Environmental Science 
95 Chestnut Ridge Road 

Montvale, NJ 07645 
Phone: 800-842-8020 

Fax: 201-307-6870 
WEB SITE: 

www.bayerprocentral.com 
E-MAIL: 

bcs.gpcinfo@bayercropscience.com 
KEY EXECUTIVES: 

Josh Weeks, Vice President, 
Professional Business 

Dan Carrothers, Vice President, 
Chipco Professional Products 

Nick Hamon, Director, 
Development and 
Technical Services 

Jim Fetter, Director of Marketing 
Mike Daly, Regional Sales 

Manager, Lawn & Landscape 
Rich Burns, 

Key Account Manager 

Product focus: 
Bayer Environmental Science manufactures a full 
line of turf and ornamental products for use on 
golf courses, home lawns, sports fields, commercial 
landscapes, nurseries and greenhouses. Bayer 
Environmental 
Science contin-
ues a tradition 
of innovative 
research and 
top-of-the-line professional products, backed by 
highly trained sales and field development repre-
sentatives. 

Technical support, sales, training and 
customer service: 
Our focus at Bayer Environmental Science is the 
development and creation of innovative technolo-
gies and solutions for the challenges our customers 

face every day Field 
development, sales 

Bayer Environmental Science and technical repre-
sentatives located 
throughout the 

country offer regionalized support for all Bayer 
Environmental Science products. Go to 
www.bayerprocentral.com to find the 
representative nearest you. 

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

by 

Major product lines: 
From trusted standards such as Merit® insecticide, 
Ronstar® herbicide and Compass™ fungicide to 
newly launched products such as Revolver^ herbi-
cide and TopChoice™ insecticide, Bayer Environ-
mental Science offers products to fit all areas of 
turf management and ornamental pest control. 
Our Backed by Bayer message incorporates the 
following company values: dedication, guaranteed 
satisfaction, superior solutions, added value, and a 
vision for the future. 

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


BlueYellow™ 

BlueYellow™ 
1400 W. Ninth St. 

Brunswick, GA31520 
Phone: 800-667-3268 

Fax:912-280-6808 
WEB: 

www.blueyellowpro.com 
E-MAIL: 

bypro@kochcellulose.com 
DATE FOUNDED: 

May 7, 2004 
KEY EXECUTIVES 

Wes Jones, President 
912-279-2670 

wes.jones@kochcellulose.com 

Marsha Seekins, 
VP - Sales & Marketing 

912-280-6810 
marshseekins@kochcellulose.com 

Peter Abitz, 
Director of Commercial Services 

912-280-6830 
peter.abitz@kochcellulose.com 

Elaine Clark, 
Marketing Manager 

912-280-6802 
elaine.dark@kochcellulose.com 

Cindy Peeples, 
Customer Care Manager 

912-280-6836 
cindy.peeples@kochcellulose.com 

Product focus: 
BlueYellow™ is a revolutionary 
engineered turf system that pro-
vides a one-step solution to turf es-
tablishment. The system combines 
a cellulose-based substrate with a 
calibrated distribution of custom-
blended, high quality grass seed 
and fertilizer in the form of a light-
weight, 100 percent biodegradable 
roll. It prevents seed migration and 
erosion while ensuring proper cov-
erage and easy application on any 
area of prepared soil. BlueYellow is available in a 
wide range of standard seed blends. For a large 
order, BlueYellow can be manufactured to your 
specifications with any variety of commercially 
available seed and fertilizer, giving you a precise, 
prescription turf for new construction and renova-
tion projects. 

BlueYellow adheres to the soil once it is wa-
tered. This makes the product perfect for slopes 
and sand-based areas, and it is strongly recom-
mended that installation areas be irrigated. The 
cellulose-based substrate secures the seed and fer-
tilizer in place, enhancing germination, and then 
quickly biodegrades. The substrate maintains its 
integrity for several weeks, protecting the seed and 
fertilizer from wind, washouts, and other damag-
ing factors, reducing the potential for contamina-
tion, fertilizer run-off, and costly rework. 
BlueYellow can also be easily contoured around 
trees, irrigation components, drainage inlets, and 
other obstacles. 

Additionally, BlueYellow is a safer alternative 
for the environment 
than traditional meth-
ods because the system 
reduces fertilizer run-
off and is completely 
biodegradable. 

BlueYellow is 
owned by Koch Cellu-
lose, LLC, a wholly-
owned subsidiary of 
Koch Industries, Inc., 

and is manufactured in Milwaukee. Koch Cellu-
lose, LLC also owns two state-of-the-art pulp 
mills that produce fluff, market and filter pulps. 

Technical support, sales, training and 
customer service: 
Product information brochures, testimonials, 
and/or CDs are available The BlueYellow staff 
will make every effort to provide technical sup-
port to meet your individual needs. 

Features and benefits: 
• Labor savings—One-step application of seed, 
fertilizer and mulch; no special skills or equipment 
needed. One person can install an acre of 
BlueYellow in about four hours. 
• Keeps seed and fertilizer in place during germi-
nation (even in wind and rain); no migration into 
non-grass areas. 
• Precise seed and fertilizer distribution for uni-
form turf establishment. 
• Biodegradable mat provides natural weed sup-

pression and elimi-

c BLUEYELLOW 
P R O F E S S I O N A L j 

W 

nates need for straw 
covering that can 
introduce unwanted 
weed seeds. 
• Erosion control 
properties of 
BlueYellow also 
eliminate the need 
for separate ground 
cover material. 

http://www.blueyellowpro.com
mailto:bypro@kochcellulose.com
mailto:wes.jones@kochcellulose.com
mailto:marshseekins@kochcellulose.com
mailto:peter.abitz@kochcellulose.com
mailto:elaine.dark@kochcellulose.com
mailto:cindy.peeples@kochcellulose.com


Briggs & Stratton 
Commercial Power 
Product focus: 
Briggs & Stratton Commercial Power designs and 
manufactures robust, high-performance engines 
and is a leading provider of commercial power 
solutions. 

Manufacturing facilities: 
The Vanguard™ engines are manufactured in 
world-class factories through alliances with 
Mitsubishi Heavy Industries and Daihatsu, 
a member of the Toyota Group. 

Technical support, sales, training 
and customer service: 
Our extensive dealer network, special 
commercial/rental service programs, parts 
performance and dedicated toll-free phone and 
web support services keep commercial 
customers "up and running." 

Major product lines: 
The Vanguard™ engine family is the 
company's premier line of air- and 
liquid-cooled gasoline and diesel 
engines in the 2.4HP-35HP range. 

Briggs & Stratton 
Commercial Power 

P.O. Box 702 
Milwaukee, Wl 53201-0702 

Phone:414-259-5333 
Commercial Power Service: 

800-999-9333 
Fax:414-256-5116 

WEB: 

www.commercialpower.com 
E-MAIL: 

Page.Doug@basco.com 
DATE FOUNDED: 

1908 
KEY EXECUTIVES 

John Shiely, President/CEO 
Doug Page,Director, 

Commercial Marketing 
Paul Pesci, Vice President 

and Sales Manager, 
Commercial Power COMMERCIAL POWER 

http://www.commercialpower.com
mailto:Page.Doug@basco.com


An Impressive Family Tree. 

Green Industry professionals everywhere know there is only one place to turn for news and 
information all year long. www.LandscapeManagement.net offers more than just the latest 
news... it's your customers1 gateway to the Landscape Group family of Web sites that serve 

more than 54,000 Green Industry professionals every month. 

TURFGRASS TRENDS Design Build timnt m 
www.AthleticTurf.net 
is the industry's most comprehensive 
online source for news and practical 
information on managing outdoor sports 
fields. AthleticTurf.net covers all 
aspects of turf management for baseball, 
football and soccer fields as well as the 
latest developments in synthetic turf for 
outdoor fields. 

www.TurfGrassTrends.com 
contains the searchable archives of 
TurfGrass Trends, Golfdom's monthly 
practical turf research journal. 
Readers can use the site's navigation 
and search engine to find the latest 
scholarly research on turf cultivars, 
disease control, weed control, pest 
control, irrigation technology and turf 
management equipment. 

www. LandscapeDesign-Build .com 
is tailored for the interests of designers 
and contractors who perform landscape 
design and installation services. 
Readers find pertinent information on 
business management, landscape 
design technology, irrigation systems, 
hardscapes, water features and more. 

You're always welcome in our house, so join the _ -
family at www.LandscapeManagement.net I l d l t C l S C c I 

Contact your Sales Representative for advertising opportunities. M A N A G E M E N T 

http://www.LandscapeManagement.net
http://www.AthleticTurf.net
http://www.TurfGrassTrends.com
http://www.LandscapeManagement.net


Crompton Corporation 

Crompton Corporation 
Specialty Products 

199 Benson Road 
Middlebury, CT 06749 
Phone: 800-336-9312 

Fax: 203-573-3394 
WEB SITE: 

www.cromptoncorp.com/crop 
EMAIL: 

steve.kant@cromptoncorp.com 
KEY EXECUTIVES: 

Laurie Treu, Vice President 
Specialty Ag Products 

Kevin Donovan, 
Specialty Products 

Development Manager 
Larry Riggs, 

Specialty Products 
Sales Manager 

Steve Kant, Marketing 
Communications Manager 

Product focus: 
Crompton Corporation is a lead-
ing worldwide manufacturer of 
agricultural and specialty chemi-
cals, marketing the Uniroyal 
Chemical brand of specialty 
products. The Specialty Products 
Group was formed in 1990 to 
concentrate on the greenhouse, 
nursery, landscape and turf mar-
kets. Products include herbicides, 
plant growth regulators, insecti-
cides, miticides, and fungicides. 

Technical support, sales, 
training, customer service: 
The Specialty Products Group and its technical 
and product development managers maintain a 
commitment to supporting the industry with new 
products and best-management practices. This 
group works to actively support the industry to 
protect and ensure continued use of products that 
are key to ornamental production. 

The Specialty Products Group sales force in-
cludes six sales representatives, all with experience 
and understanding of the turf and ornamental 
business. 

Crompton Specialty Products has the ability 
to develop proprietary chemicals and effectively 

Floramite SC 

register them with EPA and individ-
ual states. It has two field research 
stations—one in Stanford, FL, and 
one in Bethany, CT—that do internal 
efficacy/safety research. 

Major product lines: 
The following products are sold and 
distributed through a network of na-
tional, regional and local dealers in 
the U.S. greenhouse, nursery, land-
scape and turf markets: 

• Adept® Insect Growth Regulator 
• B-Nine® Plant Growth Regulator 

• Casoron® 4G Herbicide 
• Dimilin® 25W Insect Growth Regulator 
• Dimilin® SC Insect Growth Regulator 
• Floramite® SC Miticide 
i Omamite® Miticide 
• Pedestal ™ Insect Growth Regulator 
i Terraclor® 75% WP Soil Fungicide 
i Terraclor® 400 Soil Fungicide 
i Terraguard® 50W Fungicide 
i Terrazole® 35% WP T&O Fungicide 
I Terrazole® CA 
iTurfcide® 10G Fungicide 
i Turfcide® 400 Fungicide 

http://www.cromptoncorp.com/crop
mailto:steve.kant@cromptoncorp.com


FMC Corporation 

FMC Corporation 
Specialty Products Business 

1735 Market St. 
Philadelphia, PA 19103 
Phone: 800-321-1 FMC 

Fax:215-299-6100 
WEB SITE: 

www.pestsolutions.fmc.com 

Overview: 
FMC's Specialty Products Business, headquartered 
in Philadelphia is a leading manufacturer of high-
performance insecticides, termiticides, termite 
baits, miticides and ant control products for use by 
the golf course, lawn care and structural pest con-
trol markets. FMC's Specialty Products business 

also provides Talstar" insecticides to fertilizer man-
ufacturers for use in the lawn and golf markets. 
FMC Specialty Products is an integrated solutions 
provider, offering SmartBiz™ business-manage-
ment software. 

Manufacturing facilities: 
FMC Corporation is a global, diversified chemical 
company serving agricultural, industrial and con-
sumer markets for more than a century with inno-
vative solutions, applications and products. The 
company employs over 6,000 people throughout 
the world. FMC Corporation divides its businesses 

into three segments: Agricultural Products, 
Specialty Chemicals and Industrial Chemicals. 

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

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

http://www.pestsolutions.fmc.com


Ford Commercial Truck 

Ford Commercial Truck 
Customer Relationship Center 

P.O. Box 6248 
Dearborn, Ml 48126 

Phone: 1-800-392-FQRD 

Ford Motor Company is more than a global cor-
poration. It's a world of people nearly 400,000 
strong, connecting with customers every day. 
Ford offers the widest variety of 
trucks built for commercial 
applications. Everything from 
E-series cargo vans and wagons 
to Super Duty F-Series trucks 
and chassis cabs that can be 
tailored to meet specific 
vocational needs. 

Whether the job is big or 
huge, Ford has the go-to line of 
trucks. And when you see that 
Ford is the sales leader in many 
categories of commercial trucks, you can be sure 
it's more than a popularity contest. For decades, 
Ford trucks have gotten the job done. No matter 

what your business is, Ford has what it takes. 
The best-selling truck in the United States and 

the world, F-Series reports to work in a variety of 
drivetrain, wheelbase, cargo box 
and cab choices to suit your crew 
and payload needs. E-Series has 
been the best-selling full-size van in 
America since 1979. It provides a 
near-endless variety of configura-
tions and customization possibili-
ties, whether the mission is hauling 
cargo, people or both. 

Be sure to visit your local Ford 
dealer. Your dealer will help you 
select the right truck and the right 

services to meet your needs. 
Ford Commercial Trucks . 

are you in? So Are We! 
. What line of work 

WEB SITE: 

www.commtruck.ford.com 

http://www.commtruck.ford.com


GMC Commercial Trucks 

When it comes to choosing the best vehicles for 
your business, only three things matter: productiv-
ity, dependability, and capability. That's why GMC 
offers the industry's most complete lineup of 
trucks for your business. Consider, the Savana®. 
With available all-wheel drive and 60/40 driver-
side cargo doors for quick loading and unloading, 
it's a model of efficiency. And the always-reliable 
Sierra®. When equipped with a powerful 
DURAMAX™ engine and Allison® transmission, 

it offers an impressive 590 lb.-ft. of torque you can 
count on. And finally, the mighty TopKick™. 
With a GVWR of up to 61,000 lbs1, it can sup-
port a wide range of demanding applications. 
Only GMC offers the most complete lineup of 
trucks. Because your vocation is everything. 

T When properly equipped; includes weitfit of vehicle, passengers, 

cargo and equipment. 

Vehicles shown with equipment from an independent supplier. 

GMC Commercial Trucks 
P.O. Box 33172 

Detroit, Ml 48232-5172 
Phone: 1-800-GMC-8782 

WE ARE 
PROFESSIONAL 
GRADE: 

WEB ADDRESS: 

www.gmc.com 

http://www.gmc.com


Husqvarna 
Product focus: 
Husqvarna outdoor 
power equipment's 
exceptional quality 
and performance can 
be attributed to ex-
ceptional manufac-
turing. Based on its 
Swedish heritage, 
Husqvarna brings a 
tradition of excel-
lence to every prod-
uct, providing preci-
sion engineering, 
ergonomic excellence, in-
novative design features, ex-
ceptional attention to safety and 
performance, and a continuing commitment to 
environmental integrity and respect. 

Manufacturing facilities: 
Husqvarna's North American headquarters in 
Charlotte, NC, serve as the main office for admin-
istrative functions such as sales, marketing and 
customer service. In addition, a warehouse opera-
tion coordinates product shipments, while a newly 
expanded assembly operation produces trimmers, 
saws, blowers and accessories. Husqvarna also op-

erates distribution centers in Albany, NY, and Salt 
Lake City, UT. Commercial mowers and turf 
equipment are manufactured in state-of-the-art 
facilities in Beatrice NE. 

Technical support, sales, training and 
customer service: 
Husqvarna supports its end users with an exten-
sive technical support system as well as top-flight 

training through its professional prod-
uct specialists and mobile training 
units. Husqvarna also partners with 
ALCA and PGMS to sponsor a num-
ber of training programs and instruc-
tional events throughout the year. 

Husqvarna 
7349 Statesville Road 
Charlotte, NC 28269 

Phone: 704-921-7000 
Customer Service Department: 

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

WEB SITE: 

www.husqvarna.com 
E-MAIL: 

lnfo@husqvarna.com 
DATE FOUNDED: 

1689 
KEY EXECUTIVES: 

David Zerfoss, President 
Barbara Paez, VP Marketing 

Bob Cestaro, Director of 
North American Sales 

Major product lines: 
Husqvarna offers forest, lawn and gar-
den power equipment for all applica-
tions, providing Total Source Solutions 
through a complete line of chain saws, 
clearing saws, cut-off saws, and lawn 
and garden products, including riding 
and walk-behind mowers, yard and 
garden tractors, tillers, edgers, brush-
cutters, grass trimmers, backpack and 
hand-held blowers, snow throwers, 
and commercial turf care equipment. 

http://www.husqvarna.com
mailto:lnfo@husqvarna.com


John Deere Construction 
& Forestry Company 

1515 Fifth Ave. 
Moline, IL 61265 

Phone: Division Headquarters 
309-765-0227 

Customer Communications 
Center: 800-503-3373 

Fax: 309-765-3102 
WEB: 

www.JohnDeere.com 
E-MAIL: 

jdeere@groupo.com 
DATE FOUNDED: 

Deere & Co. - 1837 
Worldwide Construction & 

Forestry Division - mid-1950s 
KEY EXECUTIVES 

Pierre Leroy, President, 
Worldwide Construction & 

Forestry Division, Deere & Co. 
Bob Brock, Senior Vice 

President, Sales and 
Marketing, John Deere 

Construction & Forestry Co. 
Jim Mitchell, Manager, 

Marketing Communications, 
John Deere Construction & 

Forestry Co. 

John Deere Construction 
& Forestry Company 

demonstrations and training. John Deere provides 
technical training to customer groups to ensure 
that Deere equipment continues to deliver the 
maximum performance uptime. The company 
also offers numerous training programs to dealers, 
employees and college students. 

Major product lines: 
John Deere Construction and Forestry products 
are sold and serviced through a network of more 
than 800 locations worldwide. Construction mod-
els include crawler dozers, 4WD loaders, excava-
tors, articulated trucks, backhoe loaders, crawler 
loaders, tool carriers, waste handlers, landscape 
loaders, compact excavators, skid steers and motor 
graders. Forestry models include skidders, 4 WD 
log loaders, wheel and track feller-bunchers, for-
warders, knuckleboom log loaders, excavator-based 

log loaders, de-limbers and road builders. & 
J O H N D E E R E 

Product focus: 
The John Deere Construction & Forestry Company 
produces more than 120 machine models used in all 
facets of earthmoving, including road building, un-
derground utilities construction, site development 
and residential construction. John Deere construc-
tion equipment also is used in landscaping, nurseries, 
material handling, road repair and maintenance. 

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

Technical support, sales, training 
and customer service: 
Customers can use John Deere's dealer locator on-
line at www.JohnDeere.com to locate one of the 
420 dealer locations in North America. For infor-
mation on John Deere products, customers can 
visit the Web site or call the Customer Communi-
cations Center at 800-503-3373. 

Deere's commitment to training is reflected in 
its Worldwide Training Center, a 55,000-square-
foot facility in Davenport, LA. It was the industry's 
first facility solely dedicated to training. Deere also 
maintains facilities in Illinois and Arizona for 

http://www.JohnDeere.com
mailto:jdeere@groupo.com
http://www.JohnDeere.com


John Deere Worldwide 
Commercial & Consumer 
Equipment Division 

John Deere Worldwide 
Commercial & Consumer 

Equipment Division 
P.O. Box 13603 

Research Triangle Park, NC 
27709 

Phone: 800-537-8233 
Fax:919-804-2343 

WEB: 

www.johndeere.com 
E-MAIL: 

jdlawns@JohnDeere.com 
DATE FOUNDED: 

1837 
KEY EXECUTIVES 

John J. Jenkins, 
President/CEO 

Bill Klutho, Manager, 
Public Relations 

Customer Communications 
800-537-8233 

Technical support, sales, training 
and customer service: 
At www.johndeere.com, John Deere customers 
can find information on a variety of support func-
tions, including online product operator manuals, J O H N D E E R E 

Product focus: 
The John Deere Worldwide Commercial & Con-
sumer Equipment Division manufactures and dis-
tributes a full line of lawn-care products for resi-
dential, commercial, and golf and turf applications, 
including irrigation supplies. The John Deere orga-
nization is noted for more than 165 years of inno-
vation, the highest quality products and its prod-
uct and operator safety initiatives. 

Manufacturing facilities: 
The John Deere Worldwide Commercial & Con-
sumer Equipment Division manufactures its line 
of commercial equipment in Fuquay-Varina, NC. 

warranty information and product selector tools. 
In addition, customers can call the John Deere 
Customer Communications Center at 800-537-
8233. 

Major product lines: 
John Deere manufactures a complete line of 
products for the professional landscape contractor, 
including commercial walk-behind, front and 
zero-turning-radius mowers; heavy-duty trimmers, 
edgers and power blowers; tractors and attach-
ments, including loaders and backhoes; and 
Gator™ utility vehicles. 

http://www.johndeere.com
mailto:jdlawns@JohnDeere.com
http://www.johndeere.com


Kubota Tractor Corporation 

Kubota Tractor 
Corporation 

3401 Del Amo Blvd. 
Torrance, CA 90503 

Phone:310-370-3370 
WEB: 

www.kubota.com 
E-MAIL: 

communications@kubota.com 
DATE FOUNDED: 

1972 (in the United States) 
FOR DEALER REFERENCE: 

1-888-4KUBOTA 

Product focus: 
Kubota products for the landscape market include 
compact tractors with performance-matched im-
plements (loaders, backhoes, tillers, box scrapers, 
mowers and more), 4WD diesel utility vehicles, 
diesel- and gas-powered zero-turn mowers, front 
mount mowers, compact excavators and articu-
lated wheel loaders. 

Manufacturing facilities: 
All Kubota tractors sold in the United States are 
designed and manufactured by Kubota. Half the 
products come from Kubota Corp. facilities in 

Japan, and half from Kubota Manufacturing of 
America (KMA) in Gainesville, GA. KMA manu-
factures and assembles Kubota lawn tractors, zero-
turn mowers, sub-compact tractors, implements 
and utility vehicles. 

Major product lines: 
Kubota Tractor Corp. markets a complete line 
of tractors up to 99.5 PTO horsepower, along 
with a line of performance-matched implements, 
utility vehicles, construction equipment, consumer 
lawn and garden equipment and commercial turf 
products. 

Kubota ® 

http://www.kubota.com
mailto:communications@kubota.com


ProSource One 

pertise to provide innovative or common sense so-
lutions to problems and can recommend the best 
product for the job. It also means stocking the 
products customers need, along with timely, accu-
rate delivery. ProSource One will be a partner in 
the customer's success. 

ProSource One 
8700 Trail Lake Drive West, 

#100 
Memphis, TN 38125 

Phone: 877-350-3999 
Fax: 901-751-4502 

WEB: 

www.prosourceone.com 
DATE FOUNDED: 

January 1,2000 
KEY EXECUTIVES 

Bob Lee, Director 
Sam Pace, 

National Sales Manager 
Keith Woodruff, 

Marketing Manager 

Product focus: 
ProSource One is a Memphis, Tenn.-based distrib-
ution company that supplies fertilizers, chemicals, 
seed and services to professional users throughout 
the United States. Markets serviced by the com-
pany include the professional turf market, the or-
namental and nursery market, vegetation manage-
ment, and the Florida specialty agriculture market. 

ProSource One represents the highest quality 
turf products from the major manufacturers, as 
well as their own high quality line of Proforma 
fertilizers and wetting agents. The company pro-
vides premium Blue Tag Certifiable Seed varieties 
for both cool and warm seasons, and blends their 
exclusive Goldcote line of premium quality con-
trolled-release fertilizers. 

Technical support, sales, training 
and customer service: 
ProSource One is dedicated to being the 
leading value-added supplier of not just 
products, but also services and technical 
support—solutions beyond the label. That 
means representatives are trained profes-
sionals who listen to customers in order to 
understand their business and their needs. 
Through constant education, ProSource 
One representatives have the technical ex-

WU777]FORMA 

Major product lines: 
In addition to the top lines of fungicides, herbi-
cides, insecticides and more, ProSource One offers 
Proforma, the company's own premium-quality 
private brand of wetting agents and geographi-
cally-specific fertilizers. Proforma fertilizers deliver 
a complete approach to turf health by providing 
balanced, long-term nutrients for both the turf 
and the soil microflora. By supplying both the soil 
and turf with the plant materials needed to main-
tain a complete and healthy system, Proforma fer-
tilizers perform more efficiently than traditional 
fertilizers. 

PROSOURCE 

http://www.prosourceone.com


Rain Bird Corporation 
Product focus: 
Rain Bird's new Easy Fit Compression System 
helps simplify and expedite installation of land-
scape drip systems. Easy Fit has fewer compo-
nents, reducing the likelihood for problems and 
callbacks. The system is made up of three fittings, 
five adapters and a flush cap, and accepts multiple 
sizes of tubing, from .63 inch to .71 inch (16 mm 
to 18 mm). Easy Fit helps contractors save time 
on the job, enhancing efficiency and profitability. 

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

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

Major product focus: 
With more than 4,000 products, Rain Bird offers 
solutions for every aspect of irrigation and installa-
tion. Product lines include drip system compo-

nents, sprinkler heads and rotors, valves and 
timers, computer-operated large-scale control sys-
tems, and tools and accessories for installing sys-
tems. Each product is designed for specific appli-
cations in the field. 

Rain^BIRD 

Rain Bird Corporation 
970W.Sierra MadreAve. 

Azusa, CA 91702 
Phone: 1-800-RAIN BIRD 

WEB: 

www.rainbird.com 
DATE FOUNDED: 

1933 

http://www.rainbird.com


Symbiot 
Corporate headquarters 
8180S.Highland Drive, 

Suite B-2 
Sandy, Utah 84093 

Phone: 888-233-5518 
Fax: 801-733-6902 

400 Bellerive Blvd., Suite 150 
Nicholasville, KY 40356 
Phone:859-422-5155 

WEB: 

www.symbiot.biz 

E-MAIL: 

bwilson@symbiot.biz 

KEY EXECUTIVES 

Bruce Wilson, 
President/CEO 
Matt Glover, 

Vice President of Networks 
Brad Welker, 

Sales Account Manager 
Greta Bright, 

Director of Marketing 

Symbiot 
Headquartered in Sandy, UT, Symbiot Business 
Group is a consolidator in the property services 
market. It consolidates through the development 
of consortiums, recruiting top-tier regional players 
to act as its "branches/To date, Symbiot has 
successfully developed consortiums in the land-
scaping, interior, pest and snow industries that 
currently represent more than 537 companies and 
a combined annual buying strength of over $ 1 
billion. It is the only consortium of its kind in the 
nation that links property service companies to 
facility owners and managers, bringing one pack-
age, on one invoice, at a lower fulfillment cost. 
Symbiot has secured over $2 million in service 
contracts for its partners. 

The Symbiot Landscape Network is the 
second largest landscaping entity in the United 
States, with more than 350 partner companies and 
nearly $1.3 billion in combined sales. Symbiot's 
InteriorScape Network is the largest network of its 
kind in the United States. Symbiot invites only the 
top 1-3% of the service industry elite to join its 
networks, with proven solutions developed 
through decades of experience. 

The phenomenal uptake of the Symbiot 
model is due to the credibility of the Symbiot 

management team in their target verticals and 
the tremendous value that Symbiot delivers to 

its partners. Symbiot delivers the benefits of scale 
in national marketing and sales, purchasing power 
and best practices sharing. In addition, the 
company is developing customized, high value 
subscription-based technology solutions for its 
loyal partner base. This in turn provides property 
managers with the convenience of a property 
services option with national reach and pricing 
with the commitment and quality of the local 
entrepreneur. 

SYMBIOT 
Innovation. Partnership. Profit. 

http://www.symbiot.biz
mailto:bwilson@symbiot.biz


Turfco Manufacturing 

Turfco Manufacturing 
1655 101st Ave. NE 

Minneapolis, MN 55449 
Phone:800-679-8201 

Fax: 763-785-0556 
WEB: 

www.turfco.com 
E-MAIL: 

lschuh@turfco.com 
DATE FOUNDED: 

1961 
KEY EXECUTIVE 

Scott Kinkead, 
Vice President 

Product focus: 
Turfco Manufacturing has 
served the professional turf in-
dustry for more than 40 years. 
The company provides the 
most advanced aeration and 
renovation equipment on the 
market. Turfco's engineers use 
the latest CAD/CAM technol-
ogy to design the most 
dependable and efficient 
products for commercial and 
residential landscapes. 

Technical support, 
sales, training and 
customer service: 
Turfco Direct, a subsidiary of 
Turfco Manufacturing, offers 
equipment, service and parts 
direct to customers, without 
the need for a dealer or distrib-
utor, to increase productivity, 
save time and offer affordable 
prices. Customers can commu-
nicate directly with the manu-
facturer—those who make, sell 
and know how to service the 
equipment and parts—24 
hours a day by phone or 
through the Web site. 

Major product lines: 
Turfco offers aerators, top dressers, dethatchers, 
edgers, overseeders, and sod cutters. Its latest ad-
vancement is the TumAer 26 Diff-drive™ aerator. 
Unlike conventional aerators on the market, the 
TurnAer 26 allows operators to aerate like they 
mow by turning with the tines in the ground. 
Tests indicate this new technology increases aera-
tion productivity by 30 percent while reducing 
operator fatigue. 

mm 

http://www.turfco.com
mailto:lschuh@turfco.com


LM Reports 
YOUR G IM)E TO PRODUCT RESEARCH 

Compact 
tractors 

BY CURT HARLER 

• Gas or diesel? Diesel is more 
economical, but if all your other 
equipment is gas, it's simpler to stan-
dardize 

• Decide early-on between 2-wheel 
and 4-wheel drive 

AgcoCorp. • 
With its hydrostatic transmission, folding ROPs 
and power steering, the AGCO ST 32 is ideal 
for groundskeepers and landscapes who must 
get in and out of tight spots. Unit has 33 hp in 
a 116-inch chassis and 4-wheel drive. Sweep-
ing, mowing or site prep are easy with the 3-
point hitch, mid- and rear-mount PTO, ad-
justable seats and cruise control. 
For more information contact AGCO Corp. at 
770/813-9200 or www.agcocorp.com I 
circle no. 258 

ASV, Inc. 
RC-30 Turf Edition has rubber tracks that 
are smooth and green and allow the equip-
ment to leave grass virtually untouched, while 
also providing excellent traction to work pro-
ductively in most conditions. Undercarriage 
system with smooth 10.75-in.-wide track im-
pacts the earth with the same pressure as a 
child (2.5 psi). Unit is powered by 31 5-hp Cat 

3013 diesel engine. 10 gpm auxiliary hy-
draulics, 6-mph top ground speed. 
For more information contact ASV at 800/346-
5954 or www.asvi.com I circle no. 259 

Finn 
The Finn Eagle is available with a 23.5-hp 
Caterpillar diesel (224D) or with a 25-hp Kohler 
Command Pro (254) engine. Both models offer 
parallel hydraulic system with 13.25 gpm flow. 
Drive train features 4 wheel motors offering 
zero-turn radius on the 18x9.50-8 tires. Both 
models have 11 -gal. fuel tank and key start. 
For more information contact FINN at 800/543-
7166 or www.finncorp.com I circle no. 260 

Cub Cadet 
New Series 7500 utility tractors have turbo-
charged diesel engines, rated to 32 HP. 

Choose hydrostatic or synchro-
nized shuttle transmissions. The 
7530 (shown) and 7532 can be 

specialized with turf tires, 
and equipped 
with a front end 

loader, back-
hoe and vari-
ous Category 

I attachments. 
Standard 4WD 

on all Series 7500 machines lets you handle 
tough jobs and slick conditions easily. 
For more information contact Cub Cadet at 
330/225-2600 or www.cubcadet.com I 
circle no. 261 

• Be accurate, not macho, about 
horsepower. Too much hp wastes 
money, too little hurts performance 

• Front wheel drive offers superior 
pulling than rear-wheel drive 

• Be sure you need a tractor, not a 
specialized tool (digger, zero-turn 
mower, etc). 

• Hydrostatic transmissions make 
the operator's life simpler, but add 
complexity to maintenance 

http://www.agcocorp.com
http://www.asvi.com
http://www.finncorp.com
http://www.cubcadet.com


LM Reports 

Kubota Tractor 
New line of T-Series turf tractors feature 
overhead valve gas engines. T1570 and 
T1670 rated 15-hp; T1770, 17-hp; T1870, 
18-hp. Clutchless hydrostatic transmission 
and light, responsive steering make work 
easy. Single pedal controls speed and direc-
tion changes. Mid-mount 40-, 44- and 48-in. 
mower decks available. 
For more information contact Kubota at 
888/458-2682 or www.kubota.com I 
circle no. 262 

The PT-2430 is a hydrostatic drive tractor pow-
ered by a 30-hp diesel engine and features 
turf-friendly 4-WD articulated steering, with all 
wheels rolling on the ground — not twisting or 
digging into turf. Its bucket loac^r has optional 
backhoe attachment. Over 40 front-mounted 
attachments with Quick-Attach are available 
and can be changed from the operator's seat. 
For more information contact Power Trac at 
800/843-9273 or www.power-trac.com I 
circle no. 263 

model options and mechanical four-wheel 
drive. The 8435 HST features a hydrostatic 
tranny with infinite speed selection, eliminating 
the need for a clutch. Cruise control lets opera-
tor maintain set speed for extended periods 
without foot-pedal pressure. Both models have 
a Cat-1, 3-pt. hitch system with draft control 
and standard rear auxiliary hydraulics. A variety 
of implements is available. 
For more information contact Allmand at 
800/562-1373 or www.allmand.com I 
circle no. 264 

Antonio Carraro 
Italian made,%ie TGF's 4-WD offers constant 
traction with 20-in. front wheels and 24-in. 
rear wheels, guaranteeing safety even on 
slopes. Streamlined, compact profile makes it 
easy to maneuver around trees, obstructions. 
Has 4-cylinder turbo direct-injection, water-
cooled diesel engine. Standard with two sepa-
rate hydraulic pumps. Comes with front and 
rear hitches. 
For more information contact Antonio Carraro 
at 800/597-5664 or www.antoniocarraro.it I 
circle no. 265 

Power Trac 

Allmand 
The new 8435 and 8435 HST four-wheel drive 
compact utility tractors feature 36-hp Mit-
subishi S4L2 diesel engines, two power train 

John Deere 
Released just this month, the 4000 Twenty 
series has four models equipped with a JD 
2.4-liter turbo-charged engine. The eHydro 
electronically controlled transmission is stan-
dard on the 58-hp 4720; it's optional on the 
43-hp 4120, 48-hp 4320 and 53-hp 4520, 
which have the standard PowrReverser 
tranny. All have the iMatch quick-coupler 
hitch system that converts a 3-pt. hitch to 
fixed hooks. 
For more information contact John Deere at 
800/537-8233 or www.johndeere.com I 
circle no. 266 

New Holland 
The 3-cylinder, 30-hp TC30 compact trac-
tors can be customized with a choice of 
transmissions, 2-WD or front-wheel drive 
axle, and other features. A 9.6-gpm hy-
draulic flow provides ample power for all 
requirements. High-capacity live hydraulics 
delivering 6.1 gpm, coupled with a heavy-
duty rear axle, provides a 3-pt. hitch lift of 
1,635 lbs. Muffler is under hood, not in the 
line of sight. 
For more information contact New Holland at 
717/355-1121 or www.newholland.com I 
circle no. 267 

NMC Wollard • 
The 2-speed, 4-wheel drive Swinger Model 
2000 operates in residential yards, golf courses, 
parks and other sensitive surfaces. Wide 
31x15.5x15 tires distribute the load. Config-
ured as a loader, it lifts to 2000 lbs. Has 17 
gpm auxiliary hydraulics for brooms, mowers, 
log splitters and pallet fork. Powered by 65-hp 
Cummins diesel. 
For more information contact NMC at 800/656-
6867 or www.nmc-wollard.com I 
circle no. 268 

continued on page 83 
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4. Type of customer served? (Fill in ONE ONLY) 
A O Commercial B O Residential C O Both 

5. Which of the following landscape products do you purchase or specify? (Fill in ALL that apply) ^ 
B o Blowers h O Herbicides Y O Ornamental/Nursery Products P O Tractors 
C O Chain Saws | o insecticides Z O Pavers/Masonry/Bricks/Rocks Q O Truck Trailers/Attachments 
U O Engines W O Irrigation Systems (Hardscape Materials) A O Trucks 
V O Erosion Control x O Landscape Lighting 3 C > Seed/Sod SOTurfseed 
F o Fertilizers j o Line Trimmers 1 O Skid Steers T O Utility Vehicles 
G O Fungicides k O Mowers N C Spreaders 2 O Water Features 

6. My firm's annual revenue Is: (Fill in ONE only) 
F O More than $4 000,000 B O $1.500.000 - $1 999.999 D O $500 000 - $999 999 
G O $2,000,000- $4,000,000 C O $1 000.000 - S1.499.999 E O Less than $500,000 

Publisher reserves the right to reject incomplete or non-qualified requests. 

AN ADVKNSTAR* PUBLICATION 
©2004 Advanstar Commorttatxw Inc AH nghts reserved Save T I M E and fax it: 416-620-9790 
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LM Reports 

continued from page 80 
Massey Ferguson 
Massey introduces the GC2310 sub-compact 
tractor loader backhoe. It has a 22.5 hp engine, 
2-range hydrostatic transmission and a Category 
13-pt. hitch.. Features include: 2375 backhoe -
digging depth of 6 ft., 6 in.; 2350 loader with 
lift capacity of 470 lbs. It can be equipped with 
front snow blower, rotary broom or blade — 
easily attached and removed with the quick 
hitch system. MF 2325 mid mount mower avail-
able — demonstrating a 60-in. cut. 
For more information contact Massey at 
800/767-3221 or www.masseyferguson.ag-
cocorp.com I circle no. 269 

Buhler 
The B-56 is an articulating unit designed to dig 
and load anything a landscaper encounters. 
Powered by a Kubota 56-hp 4-cylinder turbo 

engine, it has 0-15 mph ground speed. 
Offers superior fuel economy in relation 
to performance. 
For more information contact Buhler at 
888/524-1003 or www.buhler.com I 
circle no. 270 

Toro Co. 
Dingo TX 413 compact loader is an economical 
alternative to larger tracked compact utilities. 
Ideal for landscaping, deck footings, post holes, 
two foot trenching, grading, bucket work and 
a multitude of other tasks. Powered by a 13-hp 
Honda gas engine. With quick-attach system, 
attachments may be changed by turning two 
locking pins and connecting hydraulic lines 
when applicable. Hydraulics powered by a 3-
pump system, providing 7 gpm at 2,650 psi. 
For more information contact Toro at 800/525-
0059 or www.toro.com I circle no. 271 

Challenger k 
The Challenger MT200 Series compact line, 
from the 23.3-hp MT225 to the 44.2-hp 
MT295, all come with standard 4WD. The 
company claims that its compacts feature up to 
20% more operator area than the major com-
petitive models. All MT200 tractors feature 
more than 25 key features including power 
steering and choice of standard, shuttle and 
hydrostatic transmissions. 
Contact Agco 770/813-9200 or www.chal-
lenger.agcocorp.com I circle no. 272 

S m a r t W a t e r S o l u t i o n s 

Science City at Union Station Kansas City, Missouri 

^ 11 / ixed-nse developments with heavily traveled public spaces would be 
1 VI wise to engage an ASIC Professional Member. They make the critical 

difference in developing sustainable and innovative water management solutions. 
I don t know who else could design an environmentally friendly bio-swales 
drainage network for a 1,000-car parking lot like the one we designedfor the 
nations second largest train station." 

ANDY SCOn 
Executive Director • Union Station Assistance Corporation 

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. 

I l l E. Wacker 18th Floor 
Chicago. IL 60601 

312.372.7090 
Fax: 312.372.6160 

www.ASIC.org 

http://www.buhler.com
http://www.toro.com
http://www.ASIC.org


Multnomah Bible 
College & Seminary 

Property at a glance 
Location: Portland, OR 
Grounds Supervisor: Alfred Mclnturf 
Category: School or University Grounds 
Total budget: $160,000 
Year site built: 1917 
Acres of turf: 22 
Acres of woody ornamentals: 5 
Acres of display beds: 12 
Total paved area: 174,150 sq. ft. 
Total man-hours/week: 400 in summer 

Maintenance challenges 
• New seminary building landscape 
• Soccer field drainage 
• Heavy turnover of student labor 

Project checklist 
Completed in last two years: 
• Removal of parking lot — land-
scaped to walking garden 
• Landscaping new apartments 
• New grounds shop 

m 
• 2 full-time staff, 7-8 seasonal em-
ployees, 1 licensed pesticide applicator 

nt 

2003 PGMS Honor Award Winner for School 
or University Grounds _ twi 

A1 Mclnturf remembers mowing 
lawns as young as 12 years old. 
After one particular job when he 
was 17, he knew that landscap-

ing is what he wanted to do as a profession. 
"I really liked the idea of making the 

world a better-looking place to be," Mcln-
turf says. 

He's certainly made Multnomah Bible 
College & Seminary a better-looking place. 
He landed there in 1976 after a stint with 
the Navy during the Vietnam War, believ-
ing that he might want to teach the Bible. 
When his coffers ran dry, he applied for a 
part-time position with the grounds de-
partment. The rest is history. 

His management philosophy is simple: 
respect other people. And try to get as 
much work done as possible at any given 
time. "Multnomah wants to be one of the 
best-looking small campuses in the country, 
and I try to abide by those wishes," he says. 

A lot of new projects have kept the 
grounds crew busy of late, including build-

sm 

ing a new maintenance shop and installing 
and maintaining landscaping around the 
new Multnomah Biblical Seminary. A por-
tion of the slab left over from the demoli-
tion of the old maintenance shop will be 
used as a patio in the landscaping of the 
new one. One major challenge continues 
to be heavy student labor turnover, which 
necessitates the constant re-training of 
new employees. 

Editors' note: Landscape Management is the exclusive sponsor of the Green Star Profes-
sional Grounds Management Awards for outstanding management of residential, com-
mercial 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 
^ • Phone: 410/223-2861. Web site: 

PGMS Landscape 
^ ^ M A N A G E M E N T ! 





Products 
TOOLS OF THE TRADE 

Toro's new MultiPro 
Toro introduces the new Multi Pro 5700-D 
spray system with a 35.5-hp Kubota diesel en-
gine to muscle through spraying operations in 
hilly and undulating turf, even with a full tank. 
Featuring a 300-gal. tank and a reliable dual-
diaphragm pump, the Multi Pro 5700-D spray 
system delivers a constant and precise rate of 
application regardless of speed. It comes 
equipped with a 3-section boom that spans 
18.5 ft. for maximum productivity. The dual-
diaphragm pump can be run dry without dam-
age to the seals or pump, and the positive-dis-
placement design produces up to 220 psi of 
pressure for hand-spray applications. 
For more information contact Toro at 952/888-
8801 or wyyw.toro.com I circle no. 250 

Fancy fountain 
Otterbine Barebo is excited to introduce the 
Aqua Series Fractional Aerator, a cost-effec-
tive, energy-efficient, multi-purpose 1/4-hp 
and 1/2-hp aerator. Each unit comes with 
two spray patterns, the Aqua Gem and Aqua 
Blast. The float is designed with recessed 
snap-in light pockets for the easy addition of 
a Fountain Glo accessory light set. The Aqua 
Series primary feature is an industry-first air-
cooled motor, which limits the hydraulic loss 
that's associated with water- and oil-lubri-
cated motors, and produces increased energy 
efficiency and output. Other features include 
out-of-the-box installation, shallow operating 
depth (14 in. or 36 cm of water), 2-1 spray 
patterns and light weight. 
For more information contact Otterbine Barebo 
at 610/965-6990 or www.otterbine.com I 
circle no. 251 

Fertilize without phosphorus 
NaturaLawn of America has developed a 
breakthrough probiotic concentrate, NP, which 
eliminates the need for additional and unnec-
essary applications of phosphorus to lawns. 
This is important in many areas that have 
banned the use of phosphorus on lawns, 
declaring that even just one pound can con-
tribute to more than 500 lbs. of algae blooms, 
which costs more than $200 a pound to re-
move. This proprietary formulation of NP will 
be incorporated into fertilizers that are man-
dated by the states that require little or no 
phosphorus. 
For more information contact NaturaLawn at 
301/694-5440 or wvw.nl-amer.com / 
circle no. 253 

Friendly injection 
Wedgle Direct-lnject Tree Treatment System 
injects ArborSystems chemicals directly into a 
tree's cambial zone without drilling, so you can 
treat trees in the most tree-friendly way possible 
in five minutes or less. ArborSystems offers Di-
rect-lnject insecticides, fungicides, PGRs and nu-
trients. One application of Pointer insecticide 
provides season-long control of many tree pests 
including adelgids, borers, beetles and aphids. 
Pointer is now labeled for forestry use, and Ar-
borSystems' new forestry pack lets you make 

1,000 injections without changing bottles. 
For more information contact ArborSystems at 
800/698-4641 or www.arborsystems.com I 
circle no. 254 

NewZ 
Gravely introduces its new 44Z zero-turn 
mower featuring a 44-in. cutting width and a 
17-hp Kawasaki twin engine. Additional fea-
tures include a 7-gauge cutting deck with 
maintenance-free spindles and Hydrogear 
commercial pumps and wheel motors. The 
mower operates at a 9 mph forward speed 
and has a 7-gal. fuel capacity. 
For more information contact Gravely at 
800/472-8359 or AAww.gravety.com I 
circle no. 255 

Here's the twist 
Shindaiwa's new trimmer line, Silentwist, 
is made from a durable, high-grade resin 

aterial and reduces high frequency 
noise by 10% over round, square and 
star-shaped lines. Also, there is decreased 
vibration at the trimmer head for 
smoother cutting, improved engine effi-
ciency for reduced fuel consumption and 
emissions, increased trimmer head speed 
and better elongation before trimmer line 
fracture. It comes available in diameters 
of .080, .095, .105 and. 130 in. 
For more information contact Shindaiwa 
at 800/521-7733 or 

/circle no. 252 

http://www.otterbine.com
http://www.arborsystems.com


Shred it up 
Little Wonder's Shredding TruckLoader cuts 
debris down to size. Its proprietary Talon 
shredding technology (five rotating spikes in 

debris path) shreds debris easily. Other fea-
tures include a reverse inclined impeller de-
sign for more cutting surfaces, 16-hp Briggs 
Vanguard engine, skid-mount and unique 
swing-away hitch mounts, and lowest engine 
loading in its class. 
For more information contact Little Wonder at 
877/596-6337 or www.l itt lewonder.com I 

circle no. 256 

No pressure at all 
Pressure-Pro's new Super Skid pressure 
washer models feature a horizontal design 
that gives a lower, space-saving profile so it 
can be used in environments where overhead 
clearance can be a problem. These units can 
be configured to flow up to eight gal. per 
minute with pressures up to 4,000 psi. The 
powder coated frame is constructed with an 

integral, heavy duty roll cage and is outfitted 
with an oversized 12-gal. fuel tank. 
For more information contact Pressure-Pro at 
772/461-4486/circleno. 257 

Circle 129 
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http://www.littlewonder.com
http://www.landscapemanagement.net


MTl RainHBIRD 
SALE 

5004 4" Pop-up 
Complete Turf Rotor 

Top-Adjusts with 
Just A ScrewDriver 
Call NOW for FREE Sample 
BEST BUY 
For A 
Turf Rotor ea. 

Buy The Box 

Call Us For ALL 5004s 
Order By 1 p.m. 

SHIPS SAME DAY 
w/min. order 

800-600-TURF, 
CALL US AND SA VE! 7:30 am - 5 pm PDT 

Walker Manufacturing introduces theWalker by Walker— 
a compact, mid-size, walk-behind mower. The 1 5-hp 
Kawasaki engine runs all Walker side-discharge and 
mulching decks up to 56 inches, including the deck tilt-
up function. Proven Walker engineering such as a simple, 
unique forward speed control and easy steering, flexible 
deck suspension (using a castering tail wheel), a manually-
tensioned PTO clutch, efficient use of weight, compact 
overall dimensions, and sturdy construction are all 
incorporated into theWalker. 

W A L K E R Ur-MOWERS 
5925 E. Harmony Road • Fort Collins, CO 80528 

(970) 221-5614 • www.walkermowers.com w w w. SPRIN KLERS 4 LESS COM 

THE WALKER BY WALKER 

PROMOTE 
You\ Business 

Custom & Affordable 
. Stuffers. Flyers. Postcards 

. Brochures. Promotional posting signs 
. Newsletters. Door hangers 

Circle 130 

50% Higher Uniformity Using Just 15' Nozzles 
Pop-Up Risers Stay Up (or Easy Servicing 

S A * Eliminate Overspray/Reduce Misting 
VALVETTE S Y S T E M S C O R P O R A T I O N 
8 6 6 2 0 0 - 8 5 9 0 

i lvettesys w w w . va systems.com 

Circle 131 

Call today for a free folder of sample layouts & images 
RND Signs 800-328-4009 or visit www.rndsigns.com 

Circle 132 

http://www.walkermowers.com
http://www.rndsigns.com
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July 
13-18 AN LA Convention & 
Executive Learning Retreat I 
Maui, HI; 202/789-2900; 
www.anla.org 

19-20 PLCAA Legislative Day 
on the Hill I Washington, DC; 
800/458-3466; vww.plcaa.org 

24-28 Soil and Water 
Conservation Society I St. Paul, 
MN; 515/289-2331; 
www.swcs.org 

27-28 Virginia Tech Turf 8c 
Landscape Field Days I 
Blacksburg, VA; 540/942-8873 

27-29 Penn Allied Nursery 
Trade Show (PANTS) I Fort 
Washington, PA; 717/238-1673; 
www.plna.com 

27-30 Turfgrass Producers 
International Summer 
Convention 8t Field Days I 
Manheim, PA; 800/705-9898; 
www.turfgrasssod.org 

28 Rutgers Turfgrass Research 
Field Day / Adelphia, NJ; 
732/932-9400 

28-30 Cornell Landscape 
Management Short Course I 
Ithaca, NY; www.hort. 
cornell.edu 

August 
3 INLA Certified Nursery 
Professional Train/Test I Ames, 
I A; Sponsored by the Iowa Nursery 
& Landscape Association; 816/233-
1481; www.iowanla.org 

4 ILCA Summer Field Day I 
Newark, IL; Sponsored by the Illinois 
Landscape Contractors Association; 
630/472-2851; www.ilca.net 

5-7 American Conifer Society 
Meeting I Newark, OH; 410/721-
6611; www.cpnifersociety.org 

5-7 Christmas Decor Annual 
Conference I Baltimore, MD; 
800/687-9551 

7-11 International Society of 
Arboriculture Annual 
Conference & Trade Show I 
Pittsburgh, PA; 217/355-9411; 
www.isa-arbor.com 

12-14 SNA 2004 World 
Showcase of Horticulture I 
Atlanta, GA; 770/953-3311; 
www.sna.org 

18 OSU/OTF Turfgrass Research 
Field Day I Columbus, OH; 
888/683-3445 

20 INLA 2004 Field Day / 
Charles City, IA; Sponsored by 
the Iowa Nursery & Landscape 
Association; 816/233-1481; 
www.iowanla.org 

21 ILCA Certified Landscape 
Technician Exam I Joliet, IL; 
Sponsored by the Illinois 
Landscape Contractors Association; 
630/472-2851; www.ilca.net 

September 
1 Nursery, Landscape 8t Urban 
Forestry Field Day I Virginia 
Beach, VA; Sponsored by the 
Virginia Nursery & Landscape 
Association; 800/476-0055 
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A D V E R T I S I N G 
I N F O R M A T I O N : 

Call Brian Olesinski at 

8 0 0 - 2 2 5 - 4 5 6 9 x 2 6 9 4 
or 440-891-2694 , 
Fax: 440 -826-2865 , E-mail: 
bolesinski@advanstar.com 

• For ad schedules under $250, payment must be received 
by the classified dosing date. 
• W e accept VISA, MASTERCARD, and AMERICAN 
EXPRESS over the phone. 
• Mail LM Box # replies to: Landscape Management 
Classifieds, LM Box# 

Every month the Classified Showcase 

offers an up-to-date section of the 

products and services you're looking for. 

131 W. First St., Duluth, M N 55802-2065. (please include D o n ' t miss a n issue! 
LM Box # in address). 

B U S I N E S S F O R S A L E B U S I N E S S O P P O R T U N I T I E S ( C O N T ' D ) 

LANDSCAPE 
CONSTRUCTION COMPANY 

W e l l E s t a b l i s h e d 

2 0 - y e a r L a n d s c a p e C o m p a n y 

B o s t o n , M a s s a c h u s e t t s A r e a . 

Annual volume S3.5-S4.0 million! 
Company breakdown: 
• 75% Construction 
• 10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized 
operation with a meticulous fleet of over 50 

pieces of equipment. Wi l l sell with or without 
the real estate, which has all the necessary 

provisions for repairs and parking. 
N A S H & C O M P A N Y 

Contact Mr . Kur t Lawson: 1-508-428-1201 
Fax: 1-508-428-9586 

B U S I N E S S O P P O R T U N I T I E S 

BIDDING STRATEGIES 
L A W N P R O F E S S I O N A L S 

T a k e N o t i c e 
• Bidding & Contracts $47.95 

• Marketing & Advertising $39.95 
• 20 Letters For S u c c e s s $29.95 

• Contracts & Goa ls $39.95 
• De-Icing & S n o w Remova l $39.95 

• Estimating Guide $34.95 
• Telephone Techniques $24.95 

• Sel l ing & Referrals $44.95 

Take advantage of our * B u v 4 o r M o r e & S a v e ! 

experience and improve your 
opportunities for success. Our lawn service was 
recently rated in the TOP 10 Nationally. 

PROFITS U N L I M I T E D 
Call 8 0 0 - 8 4 5 - 0 4 9 9 

w w w . p r o f i t s a r e u s . c o m 

LAWN DOCTOR 
The cure for the common job. 

Existing, successful Lawn Doctor Franchise 
In Chicago suburbs- N O W FOR SALE . 

Fully equipped, Turn-Key. Excellent demographic 
area. Six figure gross sales. Huge growth potential. 
Asking $260,000. Reasonable offers considered. 

Please call Joe Farber at Law n Doctor's 
National Headquarters: 800-631-5660, Ext. 228. 

Back-Yard Putting Greens 
Syn the t i c g reens are one of the fastest 

g row ing s e g m e n t s of the $50 B i l l ion 
a yea r golf industry 

R e a s o n s t o c a l l u s : 
* Huge Profit Center - Up To 65% F R E E 

VIDEO 
* Easy Year Round Install Process 
* Carry NO Inventory 
* Excellent Add-On Service 
* Utilize Existing Equipment 
* Buy Manufacturer Direct - Save 70% 
* Many Extras 

^ / p o k i n g 

for a job? 
Great. Well start 

you at CEO. 

Tired o f struggling in the 

landscape industry? We' l l give 

you a promot ion . Call us 

today and learn h o w to start 

your very o w n franchise. 

N > : v XT 

The U.S. Lawns franchise 
Cfeil 1-800-US-LAWNS or 

• \ visit w^.uslawns.coiT)_ _ 

7 V/ ' ' •f'.iJ 

h j ' i j - We will TRAIN YOU 
to be SUCCESSFUL in 
the Backyard Putting 

^j j j j^ iLuy Green Business 
The Best in Synthetic Golf Facilities 

Call the Putting Green Pros 
Toll Free 877-881-8477 

www.theputtinggreencompany.com 

800-334-9005 
www.allprogreens.com 

v usine* , WANT TO BUY OR 
/ jp SELL A BUSINESS? 

| ^ ^ Professional Business 
m̂sw t AcquHtbon iprc.ths* 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, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA 02769 

7 0 8 - 7 4 4 - 6 7 1 5 • Fax 5 0 8 - 2 5 2 - 4 4 4 7 
E - m a i l p b c m e l l o 1 @ a o l . c o m 

F O R S A L E 

Celebrating Our 

Xgg- jX 
Anniversary 

I We Ship Anywhere In The USA!!! Sold over 25,000 Bolt-Together 
I Steel Buildings A Homes. Visit us online or call for a price quote. 
HERITAGE BUILDING SYSTEMS® 

8 0 0 . 6 4 3 . 5 5 5 5 
l i e r i t a }? e b u i I d i n « s . c o m 

Put the Dynamics of Classifieds to Work for You! 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE, BtAVER FALLS, PA 15010 

1-800-822-3437 www.turbotur1.com 

mailto:bolesinski@advanstar.com
http://www.profitsareus.com
http://www.theputtinggreencompany.com
http://www.allprogreens.com
http://www.turbotur1.com


FOR S A L E ( C O N T ' D ) HELP W A N T E D ( C O N T ' D ) 

\NDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
I $97 • $6.75 s/h. CA add 7.75% tax. j 

(Checks delay shipment 3 weeks.) 
f VISA, MasterCard, or Money Orders 

-local 916-687-7102 s h , p p e d n e x t d a y FREE BR0CHURE 

TOLL FREE 877-687-7102 AMERICAN STAMP CO. 
| www.americanstampco.com 12290 Rising Road LM4, Wilton, CA 95693 | 

PHYSAN 20. 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
B IRDBATHS 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 

HELP W A N T E D 

Sago Landscape Maintenance, Inc. is seeking 
Landscape/Display Designers to design landscape 
plans/provide layouts working with commercial 
and residential clients, budgets, codes, suppliers. 
Bachelors Degree in Landscape Architecture or 
Interior Design, AutoCad 2000, Architectural Desk-
top 3.3, Photoshop 6.0, & Microsoft Office 2000 
required. Send resume to Charles Hsu, Sago 
Landscape Maintenance, Inc., 212 Old Dixie Hwy., 
Bay 1, Jupiter, FL 33458. 7/04 

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, F L 32771 
407-320-8177 • Fax: 407-320-8083 

E-mail: hortsearch(a aol.com 
www.florapersonnel.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(a brickmangroup.com 
www.brickmangroup.com 

-TRUGREEN LandCaren 
Seeking Highly Qualified Landscape Professionals 

We're Expanding Our Operations in 2004! 
Excellent Management Opportunities 

throughout the entire East Coast 
REG IONAL MANAGER 
B R A N C H M A N A G E R S 

INSTALL/MAINTENANCE M A N A G E R S 
S A L E S R E P R E S E N T A T I V E S 

S U P E R V I S O R S 
Excellent compensation, bonuses and incentives, 

company vehicle, complete benefits package 
and much more! 

Fax resume to 301-924-7782 
or E-mail Ron Anduray@landcare.com 

BOZZUTO LANDSCAPING 
COMPANY 

Bozzuto Landscaping Co. seeks career minded 
individuals to join our growing management team. 

Career opportunities available in: 
• Maryland 
• Virginia 
• Washington, DC 
• North Carolina 
• Georgia 

Phone: 301-497-3900 Fax: 301-497-8939 
tdavisfa land.bozzuto.com 

www.bozzuto.com 

trugreen.com 

Ready to lead? 
Join TruGreen. 
You're always on the go - a true self-starter, who loves a 
challenge, sets your own agenda and calls your own shots. That's 
why a career at TruGreen is so right for you. 
TruGreen Companies is the largest lawn and landscaping company 
in the United States and part of The ServiceMaster Company's 
family of brands. 
Bring us your drive and determination, people-friendly nature, 
and effective customer service and selling skills. We'll supply 
the training and support, excellent compensation and benefits, 
and the incredible opportunities you'd expect from an industry 
leader that will help you to grow, develop and succeed. 

Management I Sales 

Be T R U 
to yourse l f . 

Sound like the career move for you? To apply, please send 
your resume, indicating area of interest. Fax: 901-681-1805 or 
Email: recruiting@trugreenmail.com. For specific position 
openings, please visit our website at trugreen.com. 

THE TRUGREEN companies 

Customer Service Field Opportunities 

EOE/AA M/F/DN 

http://www.americanstampco.com
http://www.physan.com
http://www.florapersonnel.com
http://www.brickmangroup.com
mailto:Anduray@landcare.com
http://www.bozzuto.com
mailto:recruiting@trugreenmail.com


H E L P W A N T E D ( C O N T ' D ) S O F T W A R E ( C O N T ' D ) 

O 
VaiieyCrest A F E W G O O D P E O P L E W A N T E D ! 

ValleyCrest Companies, a leading landscape and horticultural services contractor with 
a record backlog of multi-million dollar projects, has immediate openings in its 
landscape construction division for team players who want to work on the big jobs. 
Seeking experienced and highly motivated people for Project Managers, 
Superintendents, Branch Managers, and Operations Managers nationwide. Ideal 
candidates are team leaders with strong inter-personal skills and excellent oral/written 
communication skills. Must have solid ability to build landscape projects on multiple 
locations and understand site construction work. Background in construction 
management, landscape architecture, or engineering desired. Prior construction 
experience on large commercial/industrial projects or equivalent required. Bilingual a 
plus. Competitive salary, benefits. To learn more, visit www.valleycrest.com. Candidates 
meeting or exceeding these requirements, should send cover letter, references and resume 
to: CEO Burton Sperber, Fax 818-223-8202. Or send to ValleyCrest HR Dept., Attn: 
VCLD, Fax 818-225-2334. ValleyCrest Companies, 24151 Ventura Blvd, Calabasas, 
CA 91302. Equal opportunity employer by choice. 

h W Green Searc 
Provides professional executive search, human 
resource consultins and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throughout the United States. 

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

Toll free: 1.888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 

5 Concourse Partway. Suite 3000, Atlanta. GA 30328 

• B R A N C H M A N A G E R • 
If you are looking for a career opportunity to 
join a proactive, progressive, well established 

and fun company to work with, this is it! 

Hillenmeyer Landscape Services located in 
Lexington, KY has an immediate opening 

as Branch Manager in Commercial, 
Residential and Equine Division. The job 
requires experience in managing people, 
customer interaction and computer skills. 

EMAIL MISSY@HILLENMEYERS.COM 
PHONE 859-255-1091 

FAX 859-255-8789 
WWW.HILLENMEYERS.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.PhoneCenterSoftware.com 

or call Tree Management Systems, Inc. 
at 1-800-933-1955 

GROUNDSKEEPERH0 

LANDSCAPE MANAGEMENT 
OPPORTUNITIES 

Wheat's Lawn & Custom Landscape, a $9 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 

GOTHIC LANDSCAPE, INC. 
An established landscaping firm that is dedicated 
to creating long-term relationships with clients by 

providing the best possible service. We are one 
of the largest landscape contractors in the 

southwestern U.S., operating in CA, AZ and NV. 
The company specializes in landscape construction 

and maintenance for residential master-planned 
community developers, public works and industrial 
commercial developers. We offer excellent salary, 

bonus and benefits package. 
Outstanding career opportunities exist 

in each of our fast-growing branches for: 
• Sales 

• Estimators 
• Account Managers 

• Supervisor 
• Senior Foremen 
• Irrigation Tech 

For more information, contact: 
Elisabeth Stimson, Human Resources Director 

E-mail: estimsonfo gothiclandscape.com 
Ph: 661-257-1266 x204 • Fax: 661-257-7749 

REPEATING an ad ensures it will be seen 
and remembered! 

BUSINESS 
SOFTWARE 
I n v o i c i n g 
Schedul i 
Routing 
Est imat in 

www.adkad.com/LM.htm 1-800-586-4683 

S E R V I C E S 

Vanity, Tell Free & Stared Use Numbers 
fer Veur Landscape Business 
G r e a t c £asy to 

ember 

Examples of toll-free numbers available: 
8OO-ONLY-LANDSCAPING • 866-WEED-CONTROL 
888-LAWNS-HELPED • 888-LAWNS-GROOMED 

For more information or to contact us 
Web: www.advertisetollfree.com 

Ph: 1 -800-Mr-Telephone (800-678-3537) 
email: 

SearchForNumbers@AdvertiseTollFree.com 

S O F T W A R E 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

• Unlimited Customers & Locations 
>Automatic Scheduling, Routing 
• Automatic Invoicing, Job Costing 
• Service History & Profit Tracking 
» Labor and Productivity Tracking 
• Material & Chemicals Tracking 
» Letter Writer w/ auto Mail-Merge: 

Send Sales and Service Notices 

°ropos 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even, 
design vour own forms in Word 

• Full Accounting: G/L, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

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

Put the Dynamics of Classifieds to Work for You! 

http://www.valleycrest.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:missy@hillenmeyers.com
http://www.hillenmeyers.com
http://www.PhoneCenterSoftware.com
http://www.wheats.com
mailto:wheats@wheats.com
http://www.adkad.com/LM.htm
http://www.advertisetollfree.com
mailto:SearchForNumbers@AdvertiseTollFree.com
http://www.wintac.net


Statistics 
I N D U S T R Y T R E N D S BY THE N U M B E R S 

ESTIMATING LABOR RATES 
The following hourly labor rates used in estimating are 
sourced from our 2003 benchmarking survey. The rates are 
segmented by company size. Note: Size segments include 
maintenance and construction segments combined. These are 
the rates contractors say they use in pricing jobs. 

Small size Mid size Larger size 
(<$1 million) ($1-$3 million) (> $3 million) 

Low labor rate/hour $40 $38 $35 
High labor rate/hour $51 $48 $43 

We must note that regions further south (Southern Florida 
and Southern California) have rates for grounds maintenance 
that are as low as $21 per hour. 

SOURCE: KEHOE & CO. 

BUSINESS OUTLOOK 
Family-owned companies... 

• Nearly 35% of Fortune 500 
companies are family-owned 

• Family businesses account 
for 78% of all new job 
creation, 60% of the nation's 
employment and 50% of 
Gross Domestic Product (GDP) 

• The average life cycle of a 
family business is 27 years 

• Only 30% of family 
businesses are ever run by 
the children of the founders, 
only 13% by the grandchil-
dren, and less than 3% by 
the great-grandchildren 

• In the next 20 years, more 
family business assets will pass 
to the next generation than 
in the entire 20th century 

HOW MANY YEARS HAS YOUR 
ORGANIZATION BEEN IN BUSINESS? 

SOURCE: THE INSTITUTE OF FAMILY-OWNED BUSINESS (WWW.USM.MAINE.EDU/IFOB/) 

lL 

ARCHITECT SALARIES 
GOING UP, UP, UP 
The 2004 American Society of Landscape 
Architects (ASLA) National Salary Survey indi-

cates the average salary for landscape architecture 
positions is $74,644, an increase of 23.4% in real 

terms as compared with the 1998 salary sur-
vey. In the 2004 survey, most respondents 
had 21-25 years' experience with an 
average salary of $80,273. The average 
salary for those with 0-5 years of experi-
ence is $41,803. Those with 36-40 years 

of experience earn the highest aver-
age salary at $97,564. 

DO-NOT-CALL BY THE NUMBERS 
• 60 million phone numbers registered with the Federal Trade Commission's "do-not-call" registry 
• 300,000 complaints filed since the law went into effect last fall 
• 87% of Americans who signed up are getting fewer calls 
• 61% say they're still getting telemarketing calls they believe violate the registry 
• 39% of these people say they're "extremely upset" or "very upset" with the calls 

SOURCE: CUSTOMER CARE ALLIANCE, A VIRGINIA-BASED CONSORTIUM OF THREE CUSTOMER RELATIONS FIRMS 

<1 2% 15-20 12% 
1-2 4% 20-25 10% 
2-3 6% >25 26% 
3-4 3% No answer . . . 1 % 

4-5 6% Percentages based on 
5-10 17% 418 responses 

10-15 13% SOURCE: LM SOI SURVEY 
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Brown Patch Program Can Boost 
Your Bottom Line 
Identify New Revenue Opportunities and Increase Your 
Service Offering With Heritage® Fungicide 
Looking for new ways to increase your service offering and positively impact 
your bottom line? Incorporating a brown patch control program with Heritage 
fungicide from Syngenta Professional Products can do just that. A Heritage 
brown patch program offers you an opportunity to capitalize on an existing 
problem that few of your customers recognize, while increasing your service 
fees—boosting your bottom line. 

With the active ingredient azoxystrobin, Heritage is a fungicide with a novel mode 
of action that consistently provides exceptional disease control and improves 
overall turf quality. Heritage controls a broad spectrum of diseases, including 
brown patch, and also offers: 

• Curative activity against certain diseases, after infection occurs 
• Long-lasting, broad-spectrum preventative disease management 
• Control of the six toughest turf diseases 

Additional Syngenta resources available to you when implementing a Heritage 
brown patch program include pest outlooks and the 30-year disease mapping 
features on GreenCasf (www.greencastonline.com). Utilize GreenCast to 
help you sell the Heritage brown patch program by determining when brown patch 
is most prevalent in your area and when to make Heritage applications. 

For more information about how to increase your service offering—and bottom 
line—with a brown patch control program that incorporates Heritage fungicide, 
contact your local Syngenta representative. 

Paid Advertisement 

How to Spot Brown Patch 
The symptoms of brown patch can 
vary depending on the grass cultivar, 
soil, climatic and atmospheric 

conditions, as 
well as intensity 
of the turfgrass 
management. 
Brown patch 
typically causes 
rings or patches 

of blighted turfgrass that measure 
5 inches to more than 10 feet in 
diameter. It also causes leaf spots and 
"smoke rings"—thin, brown borders 
around the diseased patches that 
appear most frequently in the early 
morning. After the leaves die in the 
blighted area, new leaves can emerge 
from the surviving crowns. On wide-
bladed species, leaf lesions develop 
with tan centers and dark brown to 
black margins. 

Brown patch favors high humidity 
as well as temperatures of over 
85 degrees Fahrenheit during the 
day and over 60 degrees Fahrenheit 
at night. Brown patch can be quite 
active at cool temperatures on warm-
season grasses in the spring and fall. 
It also occurs in areas that experience 
more than 10 hours a day of foliar 
wetness for several consecutive days. 
Brown patch 
infestation is 
more severe 
when the turf 
is cut to a 
height less 
than the optimum for the turfgrass 
being grown. 

FREE CD 
Heritage product demonstrations/ 
disease management tips, labels, disease 
identification guide...It's your own reference 
library, all on one CD. Order yours today at 
www.heritage-fungicide.com 

F U N G I C I D E ©2004 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. GreenCast" and Heritage* are trademarks of a Syngenta Group Company. 

http://www.greencastonline.com
http://www.heritage-fungicide.com


A tungsten-carbide coating on the arm 
and boom-mounted auxiliary hydraulic 
lines resist wear and tear. 

Service doors open wide, providing quick 
and easy access to daily maintenance points, 
cooling system, and fuel filters. 

PRODUCTIVITY I H J s H I S I J I LOW DAILY OPERATING COSTS (CT) JOHN DEERE 
M n f h m n D i i n e I i L o A H o o r a Nothing Runs Like A Deere 

If you want a compact excavator with big time availability, you'll choose a Deere. It's not 
just their zero-tail-swing configuration that minimizes maintenance. Oil-impregnated 
bushings help increase digging component durability and only need greasing every 
500 hours. Engine and hydraulic service intervals have also been extended to 500 and 
2,000 hours, so you'll spend less time maintaining a John Deere ZTS excavator — and 
more time making money with it. 

Zero-tail-swing design lets these compacts rotate fully 
without banging their tails. So you won't be spending 
money on accidental damage. 


