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If you're a professional landscaper, you know only Husqvarna offers you the Total Source 
Solution for all your outdoor power equipment needs. And now, with our Total Source 
Landscaper Sweepstakes, you could win a new piece of Husqvarna Outdoor Power 
Equipment each month, or take home a grand prize guaranteed to take your business to 
the next level. Only Husqvarna could pull together a Total Source Package this powerful. 

Powerful Equipment 
Powerful Giveaway. 

A TOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT 

BAM MOWERS 
Available with a 27 
or 34 HP TURBO diesel 
engine, in 61M or 72" 
cutting widths. 

SMALL, INTERMEDIATE 
& LARGE ZTH MOWERS 
Available with Kawasaki 
or Kohler engines 
from 18 to 27 HP, in 42", 
48", 52", 61" and 72" 
cutting widths. 

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

GEAR & HYDRO 
DRIVE WALKS 
Available with a 13 to 
18 HP Kawasaki or Kohler 
engine, in 32" to 52" 
cutting widths. 

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

AERATORS 
Available with a 3.5 or 
4 HP B&S or Honda engine, 
in 19", 25.5" or 36" 
aerating widths, and a 
variable aerating depth 
up to 3". 

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

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

HEDGE & POLE 
TRIMMERS 
Seven models available in 
blade lengths of 21.5", 24", 
28.5", 30" and 39" with 
reaches up to 13' and 
articulating, adjustable 
cutting blades. 

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

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

©Husqvarna 
• ©2004 Husqvarna 



SWEEPSTAKES 
ENTER TO WIN: 

www.HusqvarnaTotalSource.com 

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

COULD BE YOURS. 

Grand Prize 
It's the official 2004 Husqvarna-lsuzu N-Series Landscaper 
Truck packed with all new Husqvarna Outdoor Power 
Equipment—like one of our big Zero Turn Mowers, a Hydro 
Walk Mower, Backpack Blower, Trimmer, Hedge Trimmer and 
Chain Saw. Put it all in your new, Isuzu commercial truck with 
a landscaper body, gas powered engine, automatic transmission, 
air conditioning, mower ramp and a full sized tool rack. We'll 
be giving this all away to one lucky winner at this year's 2004 
Green Industry Expo in November. 

Second Prize 
Tickets for two to a NASCAR race of your choice in 
Charlotte in 2005 (including travel and accomodations). 

Third Prize 
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




FORD F-SERIES SUPER DUTY 
The #1 Cargo Van, Chassis cab and Medium Truck for customer satisfaction wi th vehicle qual i ty* 

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 l a s s " 
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 qual i ty* 

E-Series is the fu l l size van sales leader 25 years running 
Only fu l l - range van to of fer the choice of gas or diesel power 
Widest range of bodystyles 
Standard 4-wheel disk anti- lock braking system www.commtruck.ford.com 

on 2003 Commercial Truik (Mity Study 'On 6 01 Power Stroke die;el engines with automatK tranvnittion or 800 3017430 

http://www.commtruck.ford.com


Presenting the new Snapper Z. 
Powerful, dependable, durable, with 
impressive features at every turn, the 
Snapper Z puts you in total control. 
This mid-mount commercial rider is equipped 
with a rugged, 7-gauge welded steel deck and solid 
steel deck stabilizer bars. You can power up with the 
19-HP, 21-HP or 25-HP Kawasaki V-Twin OHV engines 

and offer a great cut with 48", 52" or 
61" mowers. You'll tackle any size mowing 

challenge quickly and comfortably. As easy 
as it handles each new job, you'll find the Z 

just as easy to maintain. So make your own mark 
on the landscape 
with the new 
Snapper Zero Turn. w w w . s n a p p e r . c o m 

http://www.snapper.com
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The shortest distance between broadleaf and grassy weed control. 
Dr ive 75 D F herbic ide effectively raises the bar tor postemergent weed control. A single, convenient 

application of Dr ive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from c nib-

grass and foxtail to clover and dandelion- in a wide variety of turf species. Then Dr ive keeps weeds 

under control for 30 to 15 days—in some eases lor more than •> months. Dr ive also offers exceptional 

seeding and overseeding f lex ib i l i ty—al lowing you to seed many varieties of turf immediately before or 

after application. To learn more about how Dr ive 75 D F can help you in your drive for turf perfection, 

call 1 -800-545-9525 or visit www.turfTacts.com, Always read and fol low label directions. 

BASF 
PROFESSIONAL 
TURF — 

We Don't Make The Turf. 
We Make It Better. 
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http://www.turfTacts.com


Contributors 
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 

Tom Arcoria is CEO of Sagamore Soils and is President 
of the Arcoria Group. He's available for coaching, train-
ing, 1/2 day workshops or keynote speaking events. 
He concentrates on sales, marketing, leadership and 
customer service. 

Nathan Odegaard is a Public Relations Associate with 
Swanson Russell Associates in Lincoln, NB. While at the 
full-service marketing communications firm, he has 
worked with numerous clients in the turf maintenance 
industry, including Rain Bird, Exmark, Profile Products 
LLC and Turfco Manufacturing. A graduate of the 
University of Nebraska-Lincoln with degrees in journalism news-editorial and 
sociology, Nathan has also worked as a news and sports reporter. Nathan is a 
member of the Turf and Ornamental Communicators Association (TOCA) and 
Public Relations Society of America. One of his favorite pastimes includes look-
ing for typos in newspapers. 

Mike Miller is the co-founder of Baseline Systems. He has 
an MBA from the University of Utah (1970). His career 
experience includes Auditor for Price Waterhouse; Financial 
Analyst, Carter Hawley Hale; Controller, Davidson Lumber 
and Pace Industries; Founder, Michael C. Miller & 
Associates, a software development and services company; 

Co-Founder, l-O Corporation, a OEM technology and manufacturing company. 
Mike has experience in small business startups and management, accounting, 
finance, marketing, sales, computer programming and product design. He 
started and ran a successful technology company for 15 years. 

Susan H. Samudio joined Jacklin Seed's Research 
Department in early 1990 as the perennial ryegrass 
breeder. Warm-season plant breeding was also added to 
her responsibilities early on. In 1997, the J.R. Simplot 
Company purchased Jacklin Seed and Susan stayed with 
the company. She was born in Pennsylvania, but her 
father was in the military and she was raised in El Paso, TX. A graduate of 
Texas Tech University in Crops, she received her M.Sc. in Plant and Soil 
Science from Southern Illinois University. Before switching to turfgrass, her 
research experience was with sorghum, cotton and sunflower breeding with 
Gro-Agri Seed and Funk Seeds International in Lubbock, TX. 

Balakrishna Rao is the Manager of Research and 
Technical Development for the Davey Tree Expert Company 
and supervises research projects conducted by the Davey 
Institute. He also provides plant health care program devel-
opment and recommendations, training and research. In 
addition, he oversees the Davey Plant Diagnosis Clinic and 

Davey's regulatory and environmental programs. He has a Master of Science 
degree in Botany and Mycology from the University of North Carolina and a 
Doctorate degree in Plant Pathology from The Ohio State University. 

E d i t o r i a l s t a f f 
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From a bloodline of excavators built to handle the world's biggest jobs, comes a series of Mini Excavators 
small enough to work in the tightest spots. They're just part of a new line of Cat1 compact equipment and 
work tools. Be part of the legacy. See your Cat dealer or call 1-888-OWN-A-CAT to learn more. 

CATERPILLAR 

We built 
our reputation 
on size, now 

we're doing it 
again. 

2004 Caterpillar Inc. 



PASSION. POWER. 
VERSATILITY 

430 I 415 TRACTORS 
FEATURING QUICK HITCH ATTACHMENTS 

Prtid uppirter tf these greci i idiitry prtfeniiial irgaiitatim: 

Associated Landscape Contractors of America 
150 Elden Street, Suite 270 
Herndon, VA 20170 
703/736-9666 
www.alca.org 

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

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

THE OFFICIAL PUBLICATION OF 

American Society of Irrigation Consultants 
111 East Wacker Dr. 18th Floor • Chicago, IL 60601 
Voice: 312/372-7090 I Fax: 312/372-6160 
www.asic.org 

The Irrigation Association 
8260 Wi l low Oaks Corporate Dr. Suite 120 
Fairfax, VA 22031-4513 
703/573-3551 
www.ir r igat ion.org 

Ohio Turfgrass Foundation 
1100-H Brandywine Blvd., 
PO Box 3388 
Zanesville, OH 43702-3388 
888/683-3445 

The Outdoor Power Equipment Institute 
341 South Patrick St. 
Old Town Alexandria, Va. 22314 
703/549-7600 
opei.mow.org 

Professional Grounds Management Society 
720 Light Street 
Baltimore, MD 21230 
410/752-3318 

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd., NE, Suite C-135 
Marietta, GA 30068-2112 
770/977-5222 
www.plcaa.org 

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

Sports Turf Managers Association 
1027 S. 3rd St. 
Council Bluffs, IA 51503 
712 /322-7862 ;800 /323-3875 
www.sportsturfmanager.com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603/314-5380 
www.treecareindustry.org 
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Two formulations. Either is trouble for all species of ants* plus 75 other pests. 

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 household 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 
©2004 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 household, 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 visitwww.pestsolutions.fmc.com. 

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

Talstar® 
I N S E C T I C I D E S 

http://www.pestsolutions.fmc.com


No patience necessary. 

24 hours after 
treatment* 

2 hours after 
treatment 



-fiuikPgO 
Powered by RpUlìdUD 

TECHNOLOGY 

Always read and follow pesticide label directions. Roundup technology includes Monsanto's glyphosate-based herbicide technologies. 
Roundup* refers to Monsanto's Roundup branded agricultural herbicides. QuikPRO*, Roundup* and Roundup PRO* are registered 
trademarks of Monsanto Technology LLC. (19118-1 jl 1/04 Golfdom) © 2 0 0 4 Monsanto Company. 



Chip Smith 

Nothing Runs Like A Deere 

of Smith Grounds Management couldn't find a walk mower as good as his fleet 
of John Deere Z-Traks™ —until he saw this new 7H Commercial Walk-Behind. 

"We went to John Deere Z's when they went to that 7-lron™ deck. Toughest deck I've 
ever seen, and the cut quality is great. Now they've 

got this 7-lron walk-behind, too.Think I'm gonna 
switch over just because of this? You bet I am! 

JOHN DEERE 

Schedule a Free Demo now at www.MowPro.com 

http://www.MowPro.com


BUSINESS FROM THE ROAD 

These guys aren't so dumb 
BY JASON STAHL / Managing Editor 

1achieved a couple of firsts recently: I made 
my first visit to Oregon and now know the 
proper pronunciation of Willamette Valley 
(Will-AM-ette, not Willam-ETTE), Ore-
gon (Ore-GIN, not Ore-GON), and Tu-
alatin (Tu-A-latin, not Tua-LA-tin). 

While in Oregon, specifically at the re-
cent Engine & Equipment Training Council (EETC) 
conference in Lake Oswego, I came to a realization: 
I'm dumb when it comes to matters mechanical. 

As I sat with the four-stroke committee going over 
the EETC's technician certification exam, I realized 
that I know as much about engines as I do crochet. 

Pop quiz: Maximum valve overlap occurs a) at top 
dead center, exhaust stroke, b) before top dead center, 
c) after top dead center, intake stroke, d) before bot-
tom dead center. 

Uh, urn, gee, uh.. .duh. 
Or how about this one: Piston rings control oil con-

sumption best when a) they always remain flat against 
the cylinder wall, b) they flex slighdy to use the edge 
of the piston ring, c) the ring end gaps are below .001 
d) the oil ring has become as wide as possible. 

What is intelligence? 
This is complicated stuff. Hey, I used to think the shop 
class kids were the dumb ones, but I've changed my 
mind there. What is intelligence, anyway? Is it being 
able to a build a rocket? Or is it knowing how to make 
quiche? It's probably best described as a person's ca-
pacity to leam. 

Regardless, the stigma of mechanics being lugheads 
might be one of the reasons there's a critical shortage 
of service technicians for outdoor power equipment. It 
seems everyone wants to be a doctor or lawyer — or 

venture capitalist. Could you see a parent pushing their 
child to become a lawn mower mechanic? 

One attendee said that's what everyone wants to be 
— that, or a golf equipment mechanic. But being a small 
engine technician is simply not viewed as a viable career. 

The EETC is doing what it can to show people that 
it is a viable and professional career. Take one look at 
the 140-question certification exam and you'll know 
this job is no joke. The pay isn't bad, and hey, there are 
plenty of positions available. 

Just like Uncle Sam 
That's what I don't understand — we're mired in a rot-
ten job market, yet here is an industry that's begging 
for qualified techs and hardly anyone's listening. 

A national advertising campaign would help change 
people's view of a career as an outdoor power equip-
ment technician, but that would be costly. 

A better idea is to blanket high school career days 
like the armed forces do. Whether it's the Army, Navy, 
Air Force or Marines, those guys are aggressive re-
cruiters. In my high school days, I remember speed-
walking by their booth and hiding my face behind my 
bookbag. The EETC could use aggressive individuals to 
be just as savvy in selling 
young kids on a career as 
a service technician. 

Contact Jason at 440/ 

891-2623 or e-mail at 

jstahl@advanstar.com 

The Stigma of mechanics being lugheads is 
one reason for the service tech shortage. 

mailto:jstahl@advanstar.com


B U S I N E S S RAISING THE BAR 

If you're always thinking about building 
your company around the best people, 

you'll attract better people overtime. 

Build with a talent mindset 

Find talented 
people to keep 
your firm on the 
road to growth. 

BY BRUCE WILSON 

Companies that are growing face two 
challenges: cash flow or capital acquisi-
tion and people. While both can be-
come limitations to growth, they can be 
and are overcome by many companies. 

When you talk to contractors, most 
say that finding good people is their 

most difficult challenge. To grow, I believe a company 
must develop what I call a "talent mindset." 
Got talent? 
To me, a talent mindset is the philosophy of always 
looking to upgrade the talent in your company. You 

must "build your bench" so that when a growth 
opportunity arises, you have the talent waiting 
in the wings. If you don't have talent ready to 
go, you end up "settling" when you have to 
hire on the spot. The outcome over time is 

that you have a team of mediocre people. 
How do you successfully build a bench with-

out hurting profits while 
you're trying to grow? This is 
the challenging part for 

everyone. I be-
lieve one of the 

answers is to al-
ways be on the 

lookout for good 
people and, when one 

comes along, to find a way to 
work them into your organiza-

tion. Take every opportunity to 

build better talent. Upgrade every position whenever 
you have a chance. 

The weakest link 
One way is to replace weak links, and we all have 
them. Sometimes contractors hesitate to hire because 
they can't afford to take on a $50,000 salary. When 
you look at it that way, many of us would hesitate. 
Another way to look at it is to put them to work in 
another position. Even if that position is only worth 
$35,000, it's covering $35,000 out of the $50,000, so 
your incremental cost for the bench strength is only 
$ 15,000. If you look at it that way, it works. 

Where do you find people? Networking is the best 
method. Let people in your company know that you're 
always looking and have them put the word out in 
their circles. Many have friends in the industry. The 
best part is that they'll probably only bring in good 
people because they have to work with them. 

Getting an article written about your company in 
industry trade magazines is also a big boost to getting 
your company known and respected. This kind of 
thing gets the phone to ring. Attending industry 
events like the ALCA Student Career Days is another 
great way to get your name out among people enter-
ing the industry. 

If you're always thinking about building your orga-
nization around the best possible people, you'll attract 
better people over time. Talented people like the chal-
lenge of working with other talented people. 

— The author spent 30 years with Environmental Care, 
Inc. before partnering with Green Industry entrepreneur 

Tom Oylertoform the Wilson-Oyler Group, which offers 
consulting services. Visit www.wilson-oyler.com 

http://www.wilson-oyler.com
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In the Know 
NEWS YOU CAN USE 

Toronto pesticide bylaw starts 
TORONTO, ONTARIO — This city's bylaw 
restricting the "non-essential use" of out-
door pesticides went into effect this past 
April 1. The bylaw, passed in 2003, starts 
with an ambitious public education and 
outreach effort. Next spring Board of 
Health employees will begin issuing "warn-
ing letters" to anyone found in violation, 
and in Sept. 2005 begin issuing fines. 

The bylaw allows the use of conven-
tional pesticides only when there is a 
health issue or a pest infestation causing an 
immediate or potential risk of substantial 
loss or damage. 

Debra Conlon, Executive Director, 
Urban Pest Management Council (UPMC) 
said the bylaw represents bad science and 
bad public policy. She pointed out that all 
pesticides are thoroughly tested by federal 
authorities before they can be sold. "This, 
and the City's expenditures relating to pes-
ticide police is a waste of taxpayers dollars 
and unnecessary duplication," said Conlon. 

Owners of lawn service companies ob-
jected as well, and contended that it is "un-
necessary, expensive and unenforceable." 
Even so, initial indications are that most 

will continue to serve this market, the 
largest in Canada with approximately 2.5 
million people. They, along with grounds 
managers, have already begun altering their 
programs, seeking accreditation as Plant 
Health Care (PHC) and Integrated Pest 
Management (IPM) practitioners. The 

Toronto education University of Guelph 
campaign aimed manages the PHC/IPM 
at homeowners is accreditation program, 
not too subtle. In a curious twist of 

law, pesticides — even 
those not allowed to be used in Toronto — 
can still be bought because the provincial 
government, and not the city, regulates the 
sale of pesticides. 

Lower risk pest control products per-
mitted under the bylaw include: 

Insecticidal soap, dormant or horticul-
tural oil, biological controls such as Bt and 
nematodes, Borax/boric acid, Ferric phos-
phate, horticultural vinegar, pyrethrum or 
pyrethrins, fatty acid and sulfur. 

"We hope that people will buy into this 
and hope it's a good thing," Alan DeSousa, 
on the city's executive committee, told the 
CBC. "We don't want to come with a 
heavy-handed approach." 

People who use pesticides illegally could 
face fines starting at $100, but DeSousa said 
he hopes people will comply voluntarily. 

To learn more about the Toronto 
bylaw visit the Web site 
www.toronto.ca/pesticides. 

Debate flares again 
TORONTO — The debate over the al-
leged link between pesticide exposure 
and human illness flared again here 
April 23 on the release of a review by 
the Ontario College of Family Physi-
cians. The review received a flurry of 
media attention. 

The authors of the review recom-
mended prevention and reducing expo-
sure "whenever and wherever possible." 

"Overall with respect to cancer this 
review provides compelling evidence of 

a link between cancer and pesticide use 
both occupational^ and with home 
use," Dr. Cathy Vakil of Queen's Univer-
sity, Kingston, Ontario, was quoted by 
the Canadian Press. 

The report urged Canadians to use 
alternative methods of lawn and gar-
den care, and supported municipal bans 
on the use of pesticides for cosmetic 
purposes. 

Industry was quick to respond. Lome 
Hepworth, President of CropLife 
Canada, disagreed with the report and 
said that pesticides are highly regulated 

and must go through exhaustive testing 
before they're approved for sale. 

"Pesticides used properly constitute 
no unacceptable risk to people's health 
or to the environment," he said. 

Specifically in regards to the common 
weed control product 2,4-D, one of the 
most extensively studied compounds 
ever, Donald Page, Executive Director of 
the Task Force on 2,4-D said the review 
"completely ignores the decisions of au-
thorities like the World Health Organiza-
tion and recent studies by the U.S. Na-
tional Cancer Institute." 

http://www.toronto.ca/pesticides


EETC, Shindaiwa focus of conference 
BY JASON STAHL / Managing Editor 

LAKE OSWEGO, OR — The Equipment & 
Engine Training Council (EETC) expects 
certified technicians to be on the cutting 
edge of technology. At its 8th annual con-
ference recently, the EETC announced 
that it, too, is getting technical with a new 
on-line version of its certification exam. 

"It's out there in some test markets 
right now to work out some bugs in the 
database system, but it should be released 
in 90 days or so," says Jim Roche, Execu-
tive Director of the EETC. "That way it 
will hit the fall test season." 

Roche also announced to the 85 atten-
dees that the number of schools with ac-

creditation programs jumped from 56 to 
66 this year. Also, that more emphasis was 
going to be placed on electrical and compo-
nent parts knowledge in the exams given 
technicians' weakness in those two areas. 

One other notable happening was the 
passing of the gavel from outgoing EETC 
president Peter Femald, Technical Services 
& Training Manager of Shindaiwa, to Dann 
Roark, Director of Technical Education for 
Briggs & Stratton. 

Shindaiwa in spotlight 
As the host of the conference, Shindaiwa 
offered a tour of its manufacturing plant in 
Tualatin and CEO Tom Bunch offered 
comments on the company's standing in his 
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keynote address. 
One observa-

tion he made was 
that more than 
100 cities now 
have noise regula-

tions, and that emissions regulations were 
having a "major disruptive impact" on the 
industry. 

"There's more coming, and there will be 
some winners and some losers," Bunch said. 

In addition to making his company's 
products more emission compliant, Bunch 
listed other new features of Shindaiwa 
products: 

programmable ignition 
new fuels & oils 
new composite materials 
soft start recoils 

EETC prepares 
its certification 
exam for new 
online version. 
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In the Know 

Keep your butt out of the mulch 
Larry Steward, left, 
tested mulches for their 
ability to ignite and 
found that some catch 
fire easily, below. 

WOOSTER, OH — Your workers have just 
applied mulch in the beds surrounding a 
commercial or industrial building. Some of 
this mulch is near a "smoking zone" outside 
the building. A smoker chucks a smolder-
ing butt into the mulch. It catches on fire. 
Far fetched? Not really. 

Larry Steward, assistant professor of 
horticulture at The Ohio State Univer-
sity Agricultural Technical Institute 
(Ohio State ATI) enlisted the aid of 
some colleagues and put 13 organic 
mulches to ignition tests. They tested 
the mulches under natural field condi-
tions for their ease of ignition from ciga-
rettes, matches and a propane torch. 
The tested mulch was 2 to 4 in. deep, 
which eliminated the chance of sponta-
neous combustion. 

Some of the mulches, like cocoa 
hulls, never ignited under any of the cir-
cumstances, while others, like ground 
rubber, had flames within a minute and 

were a struggle to 
extinguish. 

"It's rare that 
you would have a 
fire in mulch that 
is immediate," 

Steward said. "Most creep along under the 
mulch and then ignite, with rubber as an 
exception. It spreads fast and can't be con-
tained. What's scary is that rubber's com-
monly used in playgrounds." 

Overall, mulches high in oils, such as 
pinebark and shredded cypress bark, were 
easiest to ignite, Steward said. Fresh wood 
mulches like the currently popular recy-
cled pallets, also were easily ignited, and 
shredded materials tended to go up in 
flames more quickly than cubed. 

"Overall, cocoa shells, the medium pine 
bark nuggets and hardwood bark are the 
three organic mulches that I would recom-
mend for most locations, especially where 
there is a real chance of someone flicking a 
cigarette. 

For more details about mulch ignition 
and the specific mulches tested by Stew-
ard, call 330/263-3780 or email c t 
oardc@osu.edu and ask for a copy of "Is 
Your Landscape Going up in Smoke?" 

M 
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Gardeners' Guild, 
Inc. Honored 
SAN RAFAEL, CA — Gardeners' 
Guild, Inc. has been selected as one 
the "50 Best Places to Work in the 
Greater Bay Area" by the San Fran-
cisco and Silicon Valley Business 
Times. Gardeners' Guild is a 100% 
employee owned landscape con-
tracting company, serving the 
Greater San Francisco Bay Area. 

E w i n g o p e n s 
Florida location 
FT. WALTON BEACH, FL — Ewing 
Irrigation, Golf & Industrial ex-
panded into the Florida market. 
"Our recent merger with Irriga-
tion Solutions in Ft. Walton Beach 
is an exciting time for Ewing," 
stated Douglas York, President. 
Ewing will retain John Royals as 
manager of Ewing's Ft. Walton 
Beach operations. 

B r i c k m a n builds 
OHio p r e s e n c e 
COLUMBUS, OH — The Brickman 
Group, Ltd. acquired Columbus 
based Urban Environments, Inc. 
(UEI), headquartered here. UEI 
President, Joel Korte, will remain 
with the company, as regional 
manager of Brickman's Columbus 
Region, as will his management 
team. UEI locations in East and 
West Columbus will join Brick-
man's existing Columbus opera-
tions, located south of town. 

Huppert returns to 
Atlanta 
SUGAR HILL, GA — Ruppert re-en-
tered the Atlanta market by open-
ing a landscape installation branch 
here this year. Ruppert served the 
Atlanta area from 1992 until its 
sale in 1998. Patrick Luzier, who 
was Ruppert's branch manager 
from 1995 to 1998 returns to lead 
the new branch. Mike Ward and 
Stacy Smith will work with him. 

mailto:oardc@osu.edu


WLCA-MM members 
opposed a phosphorus 
ban their community, 
earned a compromise. 

Chalk up a win for these owners 
BY LYNNE BRAKEMAN / Web Editor 

PEWAUKEE, Wl — When the Village of 
Pewaukee, WI, recently announced it was 
considering joining the City of Pewaukee 
in banning phosphorus in lawn fertilizer, 
six members of the Wisconsin Landscape 
Contractors Association of Metro-Milwau-
kee [WLCA-MM] (www.wlca-mm.org) 
organized to oppose the ban. 

"It was beautiful," says Heather Schus-
ter, owner of Terra Firma Landscape Inc. 
in Muskego, WI. Schuster is also president 
of the Milwaukee Metro Chapter of 
WLCA-MM. "Gary Oberfoell from Lake-
Country Lawn Care made all the phone 
calls and coordinated everybody. We gave 
each person a single snippet of our entire 
argument. Everybody had a different point 
and it worked out." After their testimony, 
the village council voted to table the ban. 

Oberfoell says that in the summer of 
2003, the same issue was being considered 
by the City of Pewaukee city council (the 
City of Pewaukee is adjacent to the Village 
of Pewaukee). Oberfoell says the group 
testified several times and, last summer, 
the city council voted 5 to 1 against a ban 
on phosphorus fertilizers. 

After that initial success, the group 
was blind-sided when, without warning, 
the issue was considered again in Decem-
ber 2003 and the council reversed its pre-
vious decision. 

"So after that, we created a hot line," 
says Oberfoell. "When an issue like phos-
phorus comes up in one locality, we now 
have a list of people who want to know 
about that issue and they all get emails." 

This past March the Village of Pewau-
kee council tabled its proposed phosphorus 
ban ordinance after Schuster, Oberfoell 
and other WLCA-MM members spoke out 
against it. 

In April, the Town of Delafield and the 
Village of Pewaukee both agreed to a com-

promise of 3% phosphorus in 
lawn fertilizer. Schuster is hopeful that the 
City of Pewaukee will consider negotiating 
a reversal of their 0% ordinance in response 

to the decision of its neighboring commu-
nities. The group is lobbying two other 
towns that border another lake, also. 
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In the Know 

Bobcat dealers say 'yes' to KaBOOM! Bobcat dealers were able to help us in 13 
cities last year," Connor said. 

"We saw this as an incredible opportu-
nity to get involved, on a local level, with 
a worthwhile cause," said Gary Horn-
bacher, North American marketing man-
ager for Bobcat Company. "In the end, we 
rely on our dealer network to donate and 
deliver the equipment, and we couldn't 
be more proud of our dealers for being so 
enthusiastic and generous with their time 
and resources." 

Participating Bobcat dealers typically 
donate a new skid-steer loader, an auger at-
tachment with two bits, and a bucket for 
drilling holes for two days during site-
preparation work. Then, when the play-
ground equipment is installed, the dealer 
sometimes delivers a Toolcat 5600 utility 
work machine to the build site for the day. 

WEST FARGO, ND — Bobcat 
Company is donating use of 
equipment to KaBOOM!, a non-
profit organization that helps 
build playgrounds throughout 
the United States. 

"Our mission is simple: to cre-
ate healthy play opportunities for 
young people," said Jennie Con-
nor, KaBOOM! project manager. 
"The Washington, D.C.-based KaBOOM! 
(www.kaboom.org) also has offices in 
Chicago, Atlanta and Redwood City, CA. 
KaBOOM! has built more than 600 com-
munity playgrounds and raised over $20 
million since its start in 1995. 

The playgrounds vary in cost from 
$30,000 to more than $100,000. The bud-

Bobcat dealers donated equipment to help 13 
cities build parks through KaBOOM! program. 

get is impacted by factors including the 
land's size, site-preparation needs, the 
complexity of play equipment, and the 
safety surfacing selected. Connor said Bob-
cat Company donations save the organiza-
tion between $350 and $500 daily. "Local 

http://www.kaboom.org


People Sc companies 
Skinner Nurseries hired 
Sterling Dees as the new 
branch manager for their 
Houston distribution center. 

John Deere Landscapes, 
San Diego County, appointed 
Daniel Jazdzewski accounts 
manager. 

Symbiot Business Group 
hired Bruce Wilson as Direc-
tor for the Symbiot Land-
scape Network. 

Exmark recognized three of 
its leading distributors for 

completing 20 years of ser-
vice: Lawn Equipment Parts 
Company (LEPCO), Lan-
disville, PA, Jeff Clark, presi-
dent; Outdoor Equipment 
Distributors, Inc. (OED), 
Raleigh, NC, Rob Zucker, 
president; Blalock Machinery 
& Equipment Company, Col-
lege Park, GA, Bill Blalock, 
president. 

Zaretsky and Associates, 
Inc. won the top honor at 
the Rochester Flower & Gar-
den Show: Best of Show. 
Their display also won the 

Gold Award for Best 
Use of Lighting, and the Sil-
ver Award for Most Creative 
Use of Water, Best Single 
Garden Structure, and Best 
Overall Use of Structures and 
Accessories. 

Profile Products LLC named 
Marc S. Theisen Director of 
Business Development. 

Bayer Environmental Sci-
ence's four new sales repre-
sentatives for the newly 
formed Lawn and Landscape 
Region are (I. to r.): Joseph 

Robert (Robby) Clemenzi 
II for south Georgia, Coastal 
South Carolina, Alabama, 
Mississippi and North Florida; 
Michael M. Owen for north 
Georgia, South Carolina, 
North Carolina and Ten-
nessee; Foster McWhorter 
in Texas and David Crank 
(not pictured) for New Jersey, 
Pennsylvania, West Virginia, 
Virginia, Maryland, Delaware 
and Washington, D.C . Mike 
Daly is the new Regional 
Sales Manager for the Lawn 
and Landscape Region. 

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. 
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J y red Schillinger, 

Turf Doctor in Mt. 
^ ^ ^ ^ ^ Vernon, OH, counts 

• on customer referrals 
to help his company 

attract new clients and 
achieve business suc-

cess. If customers are pleased 
with the services Turf Doctor 
provides, Schillinger expects 
them to spread the word to 
neighbors and friends. 

But Schillinger knows he 
can't rest on his laurels be-
cause of a job well done. He 
understands the need to sell 
his business and his services in 
order to attract a steady 
stream of customers. 

"You've got to penetrate the 
market by doing some sort of 
marketing. It's all about name 
recognition," he says. 

Awareness is important, but 
how you're perceived in the 
marketplace is equally crucial. 
Consider: 
• what your company 
stands for, 
• what people think 
about you, 
• the associations customers 
and potential customers make 

aim 

Fred Schillinger and his team realize they 
need more than word-of-mouth to grow. 

with your company. 
These factors comprise, in 

essence, your brand. Your job 
in marketing and promoting 
your company is to develop 
this distinguishing brand, an 
identity that separates you in a 
positive and exciting way from 
your competitors. 

Develop a 
marketing plan 
So how do you effec-
tively deliver your mes-
sage and establish your 
unique brand in an en-
vironment swarming 
with competitors? You 
do it by creating and 
implementing a mar-
keting plan that identi-
fies and reinforces your 
unique abilities and 
services and then com-

municates them in a positive 
way to your target audience. 
And it does this over and over 
again in a variety of ways. 

As the accompanying chart 
illustrates, a marketing plan 
should be a logical extension of 
your business plan. OK, maybe 
this chart is a bit much for your 

operation. People whose job it 
is to market developed it, after 
all. But you get the idea. You 
need a plan, and you have to 
devote some of your financial 
resources, some of your time 
and, depending upon your 
style, your imagination, too. 

Before devising your plan, 
you need to know: 
• what you want to do 
with your business, 
• what your sales objectives 
need to be in order to survive 
and thrive, 
• what your capabilities are, 
• who your most likely and 
best customers are and 
• your budget 

A good example is the 
marketing communications 
plan used by DeSantis Land-
scapes Inc. in Salem, OR, a 



Strategies for delivering 
your message and 
making it stand out 
BY NATHAN ODGAARD 



Dean DeSantis, above, says you must 
define your niche. Kevin Hermann, 
below, promotes branding. 

plan that flows directly from 
the company's business objec-
tives. Until a few years ago, 
the company infrequently 
pursued market-
ing opportunities 
without a clear 
objective in mind. 

"We're now 
more focused on 
what we want," 
said Dean DeSan-
tis, general man-
ager. "We realized 
we needed to sit 
down and decide what our 
niche is, how we're going to 
reach it and what we're going 
to budget to get there. Once 
we decided what we were 
going to do for the entire year, 
the decisions became a lot eas-
ier and made more sense." 
Last year, DeSantis saw an 
18% growth in business. 

Numerous marketing tactics 
exist that can help you pene-
trate the market with your 
branding messaging. It's up to 
you and your company to de-
termine which tactics make the 
most sense and will be most ef-

10 nuick 
fective, taking into account fac-
tors such as costs and demands 
upon your time. 

Marketing components 
Advertising is often used inter-
changeably with marketing, 
but it is just one component of 
marketing. Other components, 
or tactics, include public rela-
tions (such as press releases, ar-
ticles, lawn and garden shows, 
and newsletters), direct mail, 
flyers, Web sites, listings in 
Yellow Pages, and logos on the 
side of your company's vehi-
cles. The more of these tactics 
you can incorporate in your 
plan, the stronger you can 

build your brand. 
Fairway Green, 

Raleigh, NC, takes 
a comprehensive 
approach. "You re-
ally have to do a 
mixed bag of mar-
keting in this type 
of business and 
reach as many 
homeowners as 

you can in your target market," 
said Kevin Herrmann, general 
manager of the lawn care com-
pany. "You've got to get your 
name in front of them in any 
way that you can." 

In addition to relying on re-
ferrals and placing door hangers 
throughout residential neigh-
borhoods, Fairway Green's 
marketing campaign consists of 
radio advertisements, news re-
leases, direct mail, and flyers. It 
has stepped up its advertising 
and direct mail efforts this year. 
In the past the company relied 

continued on page 30 

J quicK 
Marketing tips 

Marty Grunder is a master marketer, both for his Miamis-
burg, OH-based landscape company and on his own behalf 
as a speaker and consultant. If you've been to one of his 
presentations you know what we mean. If you haven't, you 
need only know that he signs his name with an exclama-
tion mark (Marty Grunder!), and if you want to learn more 
about him visit his Web site www.martygrunder.com. 

This past year Marty has been giving an excellent pre-
sentation entitled "57 Fun, Cheap & Different Ways to 
Market Your Company to New Heights." Suggestion num-
ber 49 is "do more than you said you would."Marty prac-
tices what he preaches because if you get an opportunity 
to hear his talk, you'll actually get 64 suggestions. 

Here are 10 quick Marty tips. If you want more, let us 
know and we'll oblige. Meanwhile, check out Marty's Web 
site to find out when you can hear him next. 

Newsletters, two-sided, front-and-back, stuff them in en-
velopes along with a special offer. Do it at least four 

times a year. 

Get a box truck with your logo on it; park and drive it 
everywhere. It's a one-time expense that keeps working. 

Wear a logo on your jacket. Your shirts. Your hats. 

Testimonials. Actively seek testimonials from cus-
tomers. You can never get enough. Use them in your 

marketing materials. Powerful. 

Instead of sending Xmas cards (everybody does), 
why not send Thanksgiving cards, indicating your 

thanks and appreciation? It's different and memorable. 

0Sign your name with an exclamation point just like 
Marty! Why not set yourself apart? 

Hand out seed packets with your company information 
rather than business cards. The packets cost about a 

nickel each. 

Job site signs reinforce your company's presence. Cost? 
They cost about $45 each. 

Send thank you letters even if you don't get the job. 
You're backing out with class. It won't be forgotten. 

How about vanity license plates for your vehicle? 
You're proud of what you do, right? 

http://www.martygrunder.com
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continued from page 28 

on phone solicitation for 80% 
of its business, but was forced 
to change strategies once the 
new National Do Not Call 
Registry allowed potential cus-
tomers to block his calls. 

But Fairway Green, which 
also has an office in Charlotte, 
N.C., has hardly suffered a 
setback in sales. "Sales have 
been astronomical due to mar-
keting," said Herrmann. Fair-
way Green is spending in ex-
cess of $200,000 on 
marketing this year. 

Timing is everything 
When you implement these 
marketing tactics it is equally 
as important as to which tac-
tics you choose. The most logi-
cal period in the landscaping 
industry comes in the winter 
and early spring months when 
customers are gearing up for 
the spring season. 

Each year, Fairway Green 
launches an aggressive market-
ing campaign that runs from 
January through May, promot-
ing the comprehensive list of 
services that the company of-
fers. "I cut back a little bit in 
the summer because it's hard 
to add new customers that 
time of year," he said. 

Herrmann switches gears in 
June, when his marketing efforts 
focus on disease control. The 
late summer and early fall season 
is the ideal time to promote his 
seeding services, he said. 

Consistency is also crucial. 
Maintaining a consistent pres-
ence on the radio, in the news-
paper and through direct mail, 

or whatever medium is most 
appropriate for you, will help 
keep you on top of customers' 
minds. Remember — repeti-
tion, repetition, repetition. 

One of DeSantis Land-
scapes' goals, for example, is to 
receive press coverage at least 
once every quarter, on top of 
implementing other tactics. He 
has developed a strong bond 
with a reporter at a Salem daily 
newspaper. DeSantis frequently 
suggests story ideas and offers 
to write articles, while the re-
porter calls DeSantis at least 
once a month for comments 
and insight for a story or to sim-
ply discuss industry news. 

"It's been a great relation-
ship," he said. "By serving as a 
key source for the newspaper, 
we've had the opportunity to 
position ourselves in the mar-
ket as the experts." 

In addition to seeking regu-
lar publicity, DeSantis Land-
scapes produces a quarterly 
newsletter and distributes it to 
all existing clients and potential 
customers. The newsletter con-
tains company information and 
services, features on company 
personnel, and how-to articles. 

Gauging success 

To gauge the success of your 
marketing plan, it's important to 
track business that results from 
your marketing efforts. A simple 
method is to ask customers how 
they heard about you. 

"I track every new customer 
who comes through the door 
and ask how he or she hears 
about us so I know where the 
money is best spent," Herrmann 

Branding 
- 5 easy pieces 

Recognize who you 

are and what you 

can do in the marketplace. 

E Determine how you 

want to be perceived 

by customers and poten-

tial customers. 

Identify your target 

audience — those 

people you most want to 

see as your customers. 

0Develop your 

message and make 

it a part of your company. 

Budget for your 

message, stick to it 

and continuously reinforce 

it in the marketplace. 

said. Doing so can help you de-
termine whether you are invest-
ing in the right marketing strate-
gies and in the right manner, 
and can paint a clear picture of 
your return on investment. 

But don't get discouraged if 
you don't see immediate results 
once you've launched a mar-
keting campaign. Successful 
branding and marketing cam-
paigns take time. 

Sometimes the best public 
relations is the impression you 
leave with a customer, the 
work that you do and the 
recognition you receive for it. 

"We're in the image business, 
so we feel we need to project 
that same professional quality 
image that we're trying to sell to 
our clients," DeSantis said. "Part 
of that is attractive logos, clean 
trucks and trailers, and attrac-
tively dressed employees." 

Of course, job performance 
is key as well. You can saturate 
the market with all of the ad-
vertising, public relations ef-
forts and flyers that you want, 
but if you're not satisfying your 
customers, then marketing 
won't help much. 

DeSantis said his company 
has earned a strong reputation 
for designing and maintaining 
high quality craftsman land-
scapes. As a result, they've 
landed some big jobs, such as 
helping design the Oregon Gar-
den and maintaining the Target 
distribution center in Salem. 

In addition, DeSantis Land-
scapes has won several awards 
in recent years. They promote 
this recognition - to position 
the company as a leader and 
expert in the industry, and to 
generate publicity - by writing 
news releases, sending them to 
the press and posting them on 
its Web site. 

Marketing communications 
is a vital component to your 
business plan that helps en-
hance the public's perception 
of your company and drive 
sales. Just as your customers 
depend on you as experts in 
landscape design and mainte-
nance, you may want to 
consider going to experts 
in the marketing communica-
tions field for advice and 
guidance, LM 

— Nathan Odgaard is a 
public relations associate for 
Swanson Russell Associates 

in Lincoln, NB, that specializes 
in the green industry. Contact 

him at 402/437-6411 or 
nathano@sramarketing.com 

mailto:nathano@sramarketing.com


"With five crews on the street every day, 
our equipment takes a real beating. 
We wouldn't own anything but BOB-CAT"mowers." 
Ryan and Colin Taheny, Co-owners, Ryco Landscaping, Lake in the Hills, IL 

It's Gotta Be BOB-CAT 
Over the years we've used several brands of zero-turn and walk behind 
mowers, and BOB-CAT has proved to be the most reliable with virtually 
no downtime. The quality of build and assembly is as good 
as it gets. And anyone who's in the business knows 
that vibration is the enemy of productivity, especially 
on walk behinds. BOB-CAT's engineering and 
comfortable controls practically eliminate the problem. 
Plus, BOB-CAT zero-turns are not only comfortable 
to operate, they are almost bulletproof, which is 
good for our business. The other great thing about 
BOB-CAT equipment is the service we get from our dealer, 
Arlington Power Inc. We have other dealers call us all the time 
to try new mowers, and we always give them the same answer, 
"It's Gotta Be BOB-CAT." Call 1-888-922-TURF (8873) 
or www.bob-cat.com for the dealer nearest you. 

©2004 Jacobsen, A Textron Company. 

Circle 105 

http://www.bob-cat.com


r Articulating and sharing our vision has been instrumental to the recent excitement at Blanchford Landscape 
Contractors, Inc. We are currently experiencing an unprecedented level of energy, engagement and empower-
ment. Having JP Horizons' assistance, experience and support with these important issues is like having a very 
well paid employee on our staff for a fraction of the price. JP Horizons has truly helped us to create an excep-
tional environment for great experiences. 

v Andrew Blanchford, Blanchford Landscape Contractors, Inc., Bozeman, MT 

VISION 

GROWING LEADERS 

JP Horizons was the catalyst that catapulted our company and its people from $900,000 to a $4,200,000 
organization. Their innovative approach to training allows insights of positive business and personal integrity to 
impact all levels and each person in your business. It is refreshing to know that when you send individuals to a JP 
event they are being exposed to principals that will help them flourish as individuals which in turn will expand the 
horizons of your organization. 

Nicholas J DiBenedetto, ND Landscaping, Georgetown, Mass 

CONSISTENT TRAINING 

Consistent training has taken our company from ordinary to awesome! By having weekly training sessions 
on various topics and including the entire company I have seen our team take on a different perspective toward 
each other. Everyone seems more understanding because they now know what each specific job entails. The key 
to true success with any training program is in making it fun and getting everyone involved. We learned this from 
JP Horizons and it all started with the Training Challenge! 

Tracey Lester, Architerra, Indian Creek, IL 

I have attended many seminars, conferences and classes in my 20+ years in the industry, but none are more 
fun and rewarding than the Sales Jams. There is always fresh material that aids us in our continued growth and 
development as professionals. They really help to keep us focused on our goals, and best of all give us the tools 
to exceed them. 

Daniel G. Wood, Krugel Cobbles, Inc. Lake Bluff; Illinois 

CUSTOMER FOCUSED SALES 

JP Horizons 
INCORPORATED 

Sponsored by 

Husqvarna 
Supported by 

^ n d s c a p e 

PEOPLE 
SOLUTIONS 

S w b } r JP H o r i z o n s , I n c , ^ 



going up, up, up 

Fight snow like 

Erie: Snow Center USA 

1 2 Keep equipment 
ready to go 

1 4 New Products 

8 See the storm coming 
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DANIELS PLOWS 
TEL #847-426-1150 FAX #847-426-1171 

WWW.DANIELSPLOWS.COM 

IT'S SUMMER, B U T . . . IT'S TIME TO GET READY AND DETERMINE WHAT 
EQUIPMENT YOU WILL NEED FOR THE UPCOMING SEASON. COME 
AND SEE US AT THE SIMA SHOW IN JUNE FOR PRESEASON SALE PRICES. 

http://WWW.DANIELSPLOWS.COM
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BY RON HALL / Editor-in-Chief 

Why are you offering snow and ice management 
services? Stop. Ask yourself that question. 
Think it through. If I asked you this question 
today, would you tell me: 

• We do it because we want to keep our landscape cus-
tomers and we don't want other contractors on their properties. 

• Some of our accounts expect us to take care of their prop-
erties year-round and some demand it. 

• What else can we do with our trucks and loaders when 
the weather gets nasty? 

• We've got good employees, and plowing snow allows us 
to keep them on the payroll during the winter. 

• Hey, a guy's gotta do what a guy's gotta do. 
There seem to be a lot of reasons why contractors like your-

selves get into the snow business. If you really think about it, 
though, there's only one reason to stay in it — to earn a fair finan-
cial return for your efforts. What's fair? You have to figure that out 
based upon your own unique situation. Before you do, though, 
consider what it's going to cost you. Do this prior to signing up a 
new client or renewing contracts, especially borderline ones. 

The price of just about everything associated with plowing 
snow keeps going up, up, up. Gasoline. Trucks. Insurance. 
Labor. How likely is it that any of these costs will be less in the 
coming months? Fat chance, right? 

Stop and calculate the time it takes you to prepare for your 
snow services. Preparing your equipment before the first event? 
Training the team? Selling the services? 

How about the time, say in March or April, that it takes you 
to switch your personnel and equipment back and forth be-
tween spring production and snow removal when those early 
spring storms hit? 

And yourself? What about some off-season down time? 
What about the week you'd like to spend with your family at 
Disney World? Or the cruise you promised your mate? 

Figure out how much it really costs you in money, time and 
personal sacrifice to be in the snow business so that you don't 
shortchange yourself. Snow work is hard work, LM 

http://www.landscapemanagement.net
mailto:rhall@advanstar.com
mailto:sporter@advanstar.com
mailto:istahl@advanstar.com
mailto:lbrakeman@advanstar.com
mailto:danneberger1@osu.edu
mailto:vhenry@advanstar.com
mailto:llehman@advanstar.com
mailto:cparkhill@advanstar.com
mailto:tdavino@advanstar.com
mailto:jhood@advanstar.com
mailto:rsande@advanstar.com
mailto:jborgren@advanstar.com
mailto:chausauer@advanstar.mm
mailto:kstoltman@advanstar.com
mailto:proberts@advanstar.com
mailto:mharris@advanstar.com
mailto:lmontgomery@advanstar.com
mailto:tlillo@advanstar.com


Fight snow like a pro 
10 steps for a solid winter defense program 

hen a big win-
ter storm hits, 
it's time to 
bring in the 
specialists — 
the mighty 
operators in 

BY VICKY POULSEN 

W 
snow and ice removal otherwise known 
as... the snowfighters. 

Like firefighters, Rick Winnestaffer, 
CSP, CEO of WinnScapes, Inc., Gahanna, 
OH, says snowfighters are on 24-hour 
alert status during the winter months. 

"It's our job to 
serve our clients 
and protect people 
from weather-
related accidents," 
says Winnestaffer. 
"We like the snow 
because it gives us a 
chance to use our 
expertise, and we 

feel like we're helping someone." 
The snowfighting business can be a 

lucrative market if snow and ice profes-
sionals have a tried and true plan. Al-
though there are regional variations 
among snow and ice contractors, the fol-
lowing steps from Winnestaffer for de-
signing a winter defense program can 
benefit everyone in the business: 

IMeet with your client. The purpose 
of the meeting will be to ascertain 

what the client expects and/or requires 
from you. If you don't meet expectations, 
you'll fail, and if your expectations are 
too high, you'll overprice the project. All 

Rick Winnestaffer 

expectations need to be clearly defined 
and understood by both parties. Para-
phrase your communication back to the 
client so everyone involved has the same 
meaning of what's to be done. 

2Determine zero-tolerance Do your 
customers have a zero-tolerance 

policy when it comes to snow and ice? 
For example, zero tolerance may mean 
that there will be absolutely no snow 
allowed on the pavement, parking lots 
will need to be pre-treated and plows will 
be kept going until the job is completed. 
In other words, they may want a wet 
parking lot with no snow accumulation. 

3Familiarize yourself with the job site 
Walk the property with the property 

manager or contact person. Once you have 
the job, make your employees and workers 
walk the property as well. It's important to 
establish a good rapport between your per-
sonnel and the client so that the lines of 
communication can remain open. 

4Begin to formulate a plan. Provide 
the client with a list of options as to 

how the job can be done. Clients may not 
be accustomed to different plowing meth-
ods, so explain the type of equipment you 
have as well as the type of equipment the 
industry has to offer. Discuss the cost of 
operations for each piece of equipment 
and the advantages of one piece of equip-
ment over another. Clients should be 
advised that certain methods may be 
costly up front but will save them more 
money in the end. For example, it may 
cost $75 an hour to run a truck and $150 
an hour for a 14-ft. containment plow, 
but the plow can do the job in four hours 
compared to 10 hours with the truck. 

5Decide on sidewalks. If sidewalks are 
to be cleared, decide which type of 

equipment will be most cost effective. 

6Check storage See if they have on-
site storage for equipment and/or 

ice removal products. 



son for every 20 pieces of equipment. 
There needs to be an ample amount of 
people to answer and screen phone calls 
to personnel in the field, collect route 
sheets, track the weather and address 
communication issues with customers as 
they call in to get updates on when and 
how the job is getting done. 

W Assess the job after the storm 
All employee and equipment 

information needs to be collected, au-
dited for accuracy and entered into a 
database that can be accessed at any time. 
From that database, a contractor can de-
termine the revenue for each piece of 

equipment per hour, per minute; the 
accuracy of price estimation per job; 
the effectiveness of the crews (who needs 
training and who doesn't); which equip-
ment works well and which equipment 
needs to be updated; and which subcon-
tractors will be invited back and which 
will be taken off the will-call list. And 
invoices need to be sent out right away 
so customer concerns are addressed and 
settled quickly. 

"Your success in this business begins 
with an organization structure and how 
well versed you are in the snow removal 
business," says Winnestaflfer. lm 

Determine the revenue for each piece of 
equipment per hour. Your profit will be 
based on how well you estimate the time. 

7 Determine what your paperwork 
flow will involve What weather sys-

tem will you be using to track the storm? 
What is your call-in procedure? Every 
storm is different and can change in min-
utes with little or no notice, so make sure 
you have a good backup plan to handle 
emergency situations. 

8Make sure everyone is on the same 
dial. Communication is pivotal in 

guaranteeing a successful snow and ice 
removal season. Everyone must have 
some way of communicating with one 
another — whether it's a cell phone, 
Nextel two-way radio or CB radio. 

9Assemble your support staff. Office 
support staff are imperative in keep-

ing the flow of communications going. 
Winnestaffer allocates one support per-



Snow Center USA 
New Call Center gives 
Snow Management Group 
foundation to keep growing 
BY RON HALL / Editor-in-Chief 

ission control for the U.S. snow plowing busi-
ness is tucked along the southeast shore of 
Lake Erie. Since the weather in Erie, PA, gen-
erally arrives from the northwest (and travels 
the length of the Lake, picking up moisture 
along the way), the region averages more than 
100 inches of snow each season. 

This city of 105,000 is also the location of the headquarters of the 
privately owned Snow Management Group (SMG). Landscape Com-
pany owner/entrepreneur John Allin started SMG just four years ago 

continued on page s6 



" THE EVOLUTION OF THE BOSS SNOWPLOW OVER THE YEARS HAS 
BEEN INCREDIBLE. THE PLOW DESIGNS ARE SECOND TO NONE . . . I LOVE 
THE DOSS JOYSTICK CONTROL AND SMARTHITCH* 2 ATTACHMENT 
SYSTEM. WHEN IT COMES TO THE COMPLETE PLOW PACKAGE, 

Bret Hodne 
West Des Moines, Iowa 
(president of the 
American Public Works-
Iowa chapter) 

Faster. Smarter. Simpler. Better. 

BOSS Plows feature the easy-to-use SmartHitch 2 
Attachment System-the fastest, most reliable hydraulics 
in the industry; controls you can easily operate and a plow 
light package that outshines the competition. Not to mention 
our universal wiring harness and undercarriage system, 
which lets you drive into and operate any BOSS Plow 
(Multiposition or Straight-Blade) that has SmartHitch 2 
or RT3™ installed. It's no wonder The BOSS can say 
what nobody else can. Still the fastest. Still the simplest. 

Still the fastest. 
Still the simplest 

attachment system. 

Quick, smooth performance 
from the fastest, most reliable 

hydraulics in the industry. 

Outshines the competition 
with up to Th times the light 
output of typical plow lights. 

SNOWPLOW 
For more information or The BOSS dealer nearest you, call 800-286-4155, or visit bossplow.com 

O 2004 BOSS Products/Northern Star Industries. Inc. 
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continued from page s4 

and already it provides snow and ice 
management services in 32 states. 

The heart of SMG 
OK, admittedly the one-year-old SMG 
Call Center is not Houston's Mission 
Control. But, when the snow starts flying 
it becomes the heart of SMG with 30 
employees (during the winter's bitterest 
months), most of them fielding calls from 
customers and tracking snowplow crews 
in communities across the United States. 
The operators rely upon 6 television sets, 
each tuned to The Weather Channel, to 
connect them to the outside world. They 
rely upon 65 telephone lines to keep 
them connected to their customers and 
also to the company employees and sub-
contractors who service these customers. 

The Call Center represents a big step 
in securing Allin's SMG as the dominant 
for-hire snow removal force in the United 
States. And, with some unexpected 
bumps its first season, the center accom-
plished just that, says Allin. SMG is 
poised and can now assimilate at least an-
other 50% growth this coming season, he 
says with calm confidence. 

"Of course we have to become more 

business savvy," Allin continues. "We 
strive to be the leaders in the industry, 
but that means we're always forging new 
ground, too. We don't have any place we 
can go to ask, 'Hey, how are you people 
doing this?' or 'What problems have you 
experienced?' What we're doing is new 
to this industry." 

The Call Center, which occupies 
3,000 sq. ft. of a 6,000 sq. ft. building, 
became a necessity, admits Allin. In prior 
winter seasons, he and practically his en-
tire landscape company operated SMG 
from his landscape company offices. 

SMG grew too big for that to continue. 
So he had the Call Center built in 2003 
across the street from his landscape com-
pany headquarters. 

Open for business 
The center opened this past November 
with a small crew that grew as the season 
progressed. The phones were manned 
24/7, but the busiest times, as expected, 
were in the pre-dawn hours of any major 
storm. Generally, that's when snow re-
moval and sidewalk crews call in to report 
what they've done. Every person working 
for SMG must report to the Center, and 
the information is promptly recorded in 
the company's proprietary software. 
SMG phone lines, of course, are always 
open to customers, no matter what part of 
the country they're calling from. Those 
calls, when they do come, generally start 
about 7 a.m. to 8 a.m., when customers 
start arriving at their businesses. 

While Allin says the first year of the 
Call Center was successful, it was far 
from easy, at least initially. 

"We stumbled a bit in the beginning," 
Allin admits. "We had to develop a train-
ing program for the Call Center people. 
Many of them weren't snow savvy. We 
had to teach them the terminology. Like 

SMG Senior Contract Administrator 

Chet Zelgowski had his hands full 

as the company's operations 

continued to grow, 

spreading into 32 states. 



any industry, there is a language that you 
have to learn. You try to anticipate 
what's going to happen but there are no 
other snow plowing concerns in the 
United States quite like this one. We 
kind of had to make our training program 
up as we went along." 

Also, it soon became evident that 
SMG would have to beef up its internal 
accounting system to manage the tremen-
dous amount of paperwork it was gener-
ating. Once the snow season began, the 
company revved into high gear. To meet 
the demand, it added a team of account-
ing professionals to its staff. 

"That was a huge learning experience 
this year," says Allin. "Moving snow, easy. 
Getting customers, easy. But having busi-

We had to develop a 
training program 

for the Call Center 
people. Many of them 

were not snow savvy 
and we had to 

teach them about 
the terminology. 

ness processing systems in place, that has 
been the biggest challenge." 

Heading toward the 2004-2005 snow 
season, Allin says one of the biggest hur-

dles SMG faces (now that most of the 
kinks in the Call Center have been 
worked out) is continuing education. 

"The education process continues to 
be extreme," he explains. "The industry is 
becoming more knowledgeable and so-
phisticated, and by that I mean the peo-
ple who are purchasing our services. 
They're no longer looking for the one-
truck operator to just push the snow off 
to the side. They're looking for somebody 
to assume the risk that comes from doing 
such work. 

"We're having to educate a large per-
centage of the people working for us that 
they must have the proper insurance, and 
they must do the proper paperwork be-
cause customers are demanding it." lm 

read it I 
Manage snow and ice with ultimate efficiency! 

Introducing the revolutionary 
finger-tip controlled bed-mount 
spreader designed for short beds 
and standard pickup boxes. With a 
hopper c o n s t r u c t e d e n t i r e l y o f 
h e a v y - d u t y p o l y e t h e l e n e . 

No belts. No chains. No corrosion. 
No gasoline engine. No wonder 
the excitement is spreading! 

A variety of SnowEx models are available for 

every application, material and budget. 

SNOW \ks/ v?.?„s 
8 0 0 . 7 2 5 . 8 3 7 7 
586 .756 .6555 
Patents Pending 'Standard 2-year or extended 5-year warranty. 



See the storm coming 
Today's weather 
forecasting systems 
give you the profit 
edge in snow and 
ice management 

BY TODD MEYER 

S
nowstorms, ice build-up 
and freezing rain can se-
verely affect the landscap-
ing industry. Many land-
scape company owners, 
however, do not look at 
these conditions as profit 

breakers but as profit makers. They offer 
a variety of snow and ice removal services 
at a time of the year when cash is tradi-
tionally tough to come by. 

Smart contractors boost efficiency and 
reduce expenses — equipment mainte-
nance, wages, insurance, fuel and supplies, 
to name a few — by working with the 
weather and not against it. They rely upon 
accurate weather information to send out 
crews and how much ice-fighting material 
to use. These are the type of efficiencies that 
give them a competitive edge and allow 
them build in more margin for their efforts. 

Why is weather information critical? 
Because no two winter storms are alike. 
They all come sweeping in with lots of 
variables in ice, wind and water content 
of snow. This makes planning difficult at 
best. But with up-to-minute weather in-
formation, contractors can prepare a 
strategic response— to schedule drivers, 
start the snow removal process and de-

Advanced weather systems provide graphical representations of temperature and ice forecasts 
and up-to-the-minute weather radar images that can pinpoint your clients' neighborhoods. 

cide how much salt to put on the trucks. 
Here are some examples of how de-

tailed knowledge of current and future 
weather conditions can help you make 
smart decisions and help your company 
save time and money. 

• Knowing who to call — If you know 
that snow is coming and when it's coming, 
you can alert your drivers. But if you know 
your clients are only going to get a dusting 
and that the storm will be followed by 
sunny skies, you can make the informed 
decision not to call in all of your drivers 
and only send out salt crews to handle key 
building and parking lot entrances. 

• Advanced watch — Look for signs 
that indicate the wind will increase. If 
you're sending out crews at midnight, 

and you know the wind is going to kick 
up at 3 a.m., you may want to defer your 
crews a few hours so that they don't have 
to go over the work they've already com-
pleted due to drifting. 

• Wind speed — Pay attention to the 
direction of the wind speed, and direct 
your drivers appropriately. If the wind is 
from the northwest, you might consider 
piling the snow at the southeast side of 
your client's parking lot so that any blow-
off goes away from the lot, saving time, 
effort, manpower and fuel. 

• Temperature trends —If you know 
that majority of the day will be at or above 
20 F, then salt will be a very efficient tool 
to control ice throughout your clients' 
parking lots and walkways. However, as 

1) Rush Creek 

i — No pjeap detected 

2) WindSong Go» Club 
WM Rain begins at 12:14p 
m Ram ends at 2:00p 



temperatures approach 0° F (and you're 
aware that it will drop) you know that an 
alternate deicer might be the right call. 

• Cloud cover — The asphalt surface 
temperatures on a cloudy day can be 10° 
to 20° F cooler than on a sunny day, 
adding to your equation about whether 
or not salt will be effective. The combi-
nation of air temperature and cloud cover 
monitoring and forecasts can help you 
make an informed decision about when 
and what type of product to use. 

• Water ratio — Pay attention to 

water content and the ratio between 
snow and water. The average ratio is 10 
inches of snow to 1 inch of water. But 
fine, fluffy snow can have a ratio in the 
neighborhood of 30 inches of snow to 1 
inch of water and heavy, sticky snow can 
be as low as 5 inches of snow to 1 inch of 
water. These ratios are temperature de-
pendent. Watching temperature and un-
derstanding what type of snow to expect 
will help you plan for how much time it 
will take your drivers to cleanly plow 
your clients' properties, as light, fluffy 
snow will lead to more passes, especially 
if there is a good amount of wind. 

Watch weather radar for snow bands. 
We've all been tricked into thinking that 
because the sun is peeking through the 
clouds the storm is over. You may have 
even sent out crews, thinking that there 
would be no more precipitation and your 
clients' properties could be cleared 
quickly and easily. But then within an 
hour it clouds up again and snows once 
more. These costly errors in judgment 
can be avoided by monitoring the move-
ment of snow on weather radar. With ac-
cess to timely weather radar information, 
you can monitor start and stop times of 
incoming snow bands or squalls. 

Many of the nation's landscapes man-
age their businesses using advanced tech-
nological weather systems. Meteorlogix, 
the world's largest commercial weather 

services provider, gives landscapers access 
to up-to-the-minute weather information, 
including the ability to accurately gauge 
rainfall, check wind speed and heat in-
dexes, and receive highly localized fore-

casts. For example, when a landscape man-
ager spots a snowstorm on the horizon, 
they are better prepared to reschedule 
crews to better plan snow and ice removal 

continued on page slO 



continued from page s9 

schedules, saving both time and money. 
Knowing when to call crews in, when to 

send crews home and when the chance for 
potential emergencies is greatest makes any 
landscape manager's job easier. Local fore-
casts provide accurate outlooks at hourly 
intervals for three days, helping to deter-
mine when temperatures are expected to 
drop, making work conditions too danger-
ous for crews, or when the conditions are 
ideal for managing ice and snow. 

Weather tools 
As you've read through the above tips, 
you may have wondered how you could 
possibly pay attention to information like 
ratios of snow to water or radar screens 

for snow bands. The challenge is espe-
cially vexing if you rely solely on your 
local weather forecast for information. 

Snow removal contractors who are se-
rious about monitoring costs and being as 
efficient as possible should consider the 
use of a satellite-based weather system 
service, which can provide customized 
weather information right to their PC. 
The most advanced services offer highly 
accurate proprietary weather forecasts, 
long-term forecasts for the benefit of 
scheduling, atmospheric temperatures to 
gauge how much water content will be in 
the snow, among other features. 

Additionally, advanced weather sys-
tems provide graphical representations of 
temperature and ice forecasts so that the 

most effective use of salt can be deter-
mined, up-to-the-minute weather radar 
images that can pinpoint client neighbor-
hoods to determine weather conditions at 
the site and enhanced weather radar to 
include depiction of areas of 
snow/mix/rain. 

Weather conditions affect the day-to-
day operations and employees of a snow 
removal and landscape management busi-
ness. An accurate, reliable weather moni-
toring system can help snow removal pros 
effectively run their business and protect 
their fellow employees, while saving costs 
and increasing productivity, l m 

— The author is with Meterologix, 
which can be found on the Web at 

www.meteoriogix.com. 

Machinability 
Snowplows 

For more information please call 1-800-327-7817 
Or visit our website at www.tetratec.com 

• Plows from 16' to 4' wide in Straight 
Power Vee Plow and Fixed Vee Plow 
with Quick 
Attachments. 

• Applications 
for Farm 
Tractors, all Skid 
Steers, Wheel Loaders, 
Loader/Backhoes 
and Sidewalk Equipment. 

www.machinabilitysnowplows.com 

Come see Machinability at 
the Louisville Kentucky Lawn, Garden & Power 

Equipment EXPO 
Dealers Welcome 

(905) 332-8088 
Toll Free: 1-877-321-2282 

Like 
Summer 
On Your 
Sidewalk 

More melting action for your money. 

• 94-97% Calcium Chloride Pellets 
• Immediate Melting Action 
• Fastest Ice Penetration 

http://www.meteoriogix.com
http://www.tetratec.com
http://www.machinabilitysnowplows.com


FACTORY DIRECT PRICING. 
Dozer Blades, Skid Steer Buckets and Strongbox™ 

Degelman has been engineering 
the toughest tractor dozer blades 
for over 40 years in state-of-the-

art facilities and effective immediately 
orders can be placed directly with the 
manufacturer on all snow removal 
equipment. To facilitate shipping, 
products will be stocked in New York, 
Ontario, North Dakota and Saskatchewan. 

Strongbox™ is the most effective tool 
for high volume snow removal. It comes 
in a variety of sizes and easily mounts to 
payloaders, backhoes, skid loaders, and 
most Ag tractors. 

High volume Side Plates 

Extra-large side plates let you move 
more snow, faster. Reinforced 
with a unique cone gusset, these 
side plates are designed to 
endure the wear and tear 
of snow removal. 

The cone shape also provides a self-
cleaning surface to prevent snow and 
ice from accumulating. 

Double Skin Construction 

clear snow, slush and water without 
damaging pavement or road obstacles. 

Slcid Shoes 
The Strongbox™ is equipped with skid 
shoes that ensure it rides level and 
allows the rubber edge to clean the 
full width of the blade with no trail 
off to slow you down. Flush mount 
skid shoes let you clean closer than 
ever to walls and curbs and abrasion 
resistant steel provides extended 
wear and no maintenance. 

Universal Mounting 
The Strongbox™ is quickly and easily 
adaptable to all payloaders, backhoes, 
skid loaders and most Ag tractors. No 
matter what you use to push snow, we 
guarantee a quality, secure fit-up. 

Hundreds of fit-ups, dozens of options 
and thousands of loyal customers later, 
Degelman is recognized as a market 
leader. Call Degelman for further details. 

To ensure the ultimate in durability, 
Degelman has integrated its proven 
double skin dozer blade structure into 
each Strongbox™. With extra blade 
depth and internal reinforcement, the 
Strongbox™ provides added structural 
support where you need it. 

Rubber Cutting Edge 
The Degelman Strongbox™ features a 
durable high density rubber cutting 
edge, which gives it the flexibility to 



Keep equipment 

Follow this handy checklist to get your 
snow removal fleet off to a profitable start 

Equipment can make or 
break a maintenance orga-
nization. It must be suited 
to the job. Winter opera-
tions require the highest 
level of equipment main-
tenance. It's a good idea 

to review equipment needs after each 
winter season when they're fresh in your 
mind. If new equipment is required, it 
can be ordered with good assurance of 
delivery prior to the next winter season. 

The secret to successful winter main-
tenance is the ability to fight storms with 
equipment already on hand. The key is 
proper equipment maintenance. Snow 
and ice control equipment should never 
be stored without being cleaned. It 
should be inspected and repaired. 

In fall training sessions, discuss each 
type and class of equipment that employ-
ees will be operating. Go over each ma-
chine's strengths and weaknesses. De-
scribe performance capabilities, load and 
weight limits, specifications, safety consid-
erations, attachments and modifications. 

If possible, assign each operator to a 
specific spreader, plow or loader. Man 
and machine make a better team when 
they work together regularly. The feeling 
that a vehicle "belongs" to an employee 
also will make an operator show more re-
sponsibility for its upkeep. 

In some organizations, it may be nec-
essary to switch operators from one piece 
of equipment to another. Then, manage-
ment must depend on a system of checks 
to ensure that equipment is properly 
operated and maintained. 

Thoroughly inspect all equipment 
during late summer or early fall. Make all 
repairs and order stocks of parts not 
locally available. Pay particular attention 
to these components: 

• Inspect condition of moldboard and 
cutting edge of all snowplows. 

• Inspect snowplow hoists and under-
body blades. Check air and hydraulic hoses 
and other critical parts of power units and 
obtain adequate replacement stocks. 

• Mount, load and test all spreaders. 
Make necessary repairs to spreaders and 
order critical parts. Calibrate all spreaders 
and place the calibration card on or over 
the visor or in glove compartment of truck. 

• Supervisors should have copies of 
all calibration cards on file in the adminis-
trative offices. 

• Inspect all vehicle lighting, includ-
ing wiring and sockets on headlights, tail 
lights, stop lights and turn signals. (Warn-
ing lights must be visible from all sides, 
whether bodies are raised or lowered.) 

• Make sure sufficient stock of tire 
chains, tires, spreader repair parts and 
other miscellaneous supplies are on hand. 

Late summer or early fall is the time to 
make sure your equipment is primed for 
another season of pushing snow. 

• Make sure all operators are familiar 
with spreader controls, whether manual 
or automatic. 

To keep equipment in top condition, 
establish a regular maintenance routine to 
be followed all winter. Equipment opera-
tors should inspect vehicles after each 
storm and report needed repairs. Spread-
ers need to be recalibrated after repair to 
the hydraulic system. 

The first step in vehicle maintenance 
is to make sure every operator knows what 
to expect of each piece of equipment. Op-
erators should check these items carefully: 

Spreaders — Inspect pumps, hoses, 
controls and fittings. Check spinners, 
augers and auxiliary engines. 

Controls — The two major compo-
nents of any hydraulic system are the 
pump and the controls. All operators 
should become familiar with spreader con-
trols. They should also realize that no two 
hydraulic systems are exactly alike. 



Plows — Inspect blades after each use. 
If blade wear begins eating into the 
moldboard, it will be very costly to 
replace. Plow blades don't wear evenly. 
Replace blades when they're badly worn 
at any point. (Right-hand plows wear 
most rapidly on the left side, while the 
opposite is true for left-hand plows.) 

All electrical equipment — Inspect 
and service all lighting and electrical 
equipment regularly, including wiring 
and sockets. Carry ample stocks of parts 
for rotating flasher units, including 
lenses and lamps. Faulty wiring and fail-
ure of alternators, generators or batteries 
cause the most downtime in winter 
maintenance vehicles. Nothing is more 
terrifying and dangerous than a stalled 

and darkened vehicle that's stranded in 
a winter storm. 

Communication equipment — Test all 
radios and phones in the field to make 
sure they're charged and operational. 

Safety equipment — Are flashlights, 
flares, flags and safety vests in truck cabs? 

Despite careful planning, equipment 
on hand may be inadequate in certain sit-
uations. Don't be caught short. Compile a 
list of all rental equipment available from 
contractors or haulers during snow emer-
gencies. List specifications, rental rates 
and the names, addresses and telephone 
numbers of owners. Establish ground 
rules for contracting for this equipment. 

Warning! Before permitting rented or 
loaned equipment to operate, make sure 

your organization is protected from liabil-
ity for property damage or injuries result-
ing from accidents, and that insurance 
coverage is adequate and complies with 
all state and local laws or ordinances. 

Preventive maintenance is crucial. 
After each storm, all equipment must be 
cleaned, washed and allowed to dry. 
When dry, components such as chains, 
sprockets, hinges, spinners and other 
moving parts should be coated with used 
motor oil, diesel fuel or kerosene. Grease 
all bearings. Check hydraulics and quick 
disconnects for leakage, LM 

— By the Salt Institute, Alexandria, VA. 
For more information, call 

703/549-4648 or visit the Web site 
www.saltinstitute.org. 

Find out more at www.fallsplows.com or visit us at the SIMA Symposium, booth #517 

http://www.saltinstitute.org
http://www.fallsplows.com


SmartHitch 1100 is designed to spread dry, 
free-flowing materials such as salt and other 
de-icers effortlessly on driveways, parking 
lots and roads. 
For more information contact The Boss at 
800/286-4155 or www.bossplow.com 

Plow up a storm • 
Designed for higher stacking capabilities with 
full use of the blade for faster snow removal 
and placement, the 29 series of plows from 
Sno-Way measure 29 in. high and in widths 
of 7 1/2 ft. and 8 ft. The company recom-
mends that the 29 series be put on trucks 
that are HD 1/2 ton to 1 ton. 
For more information contact Sno-Way 
International at 800/662-1453 or 
www.snoway.com 

New products 
Spray away 
Turbo Technologies unveiled its new line of 
Ice Control Sprayers for both residential and 
commercial applications using the Turbo Turf 
Hydro Seeding Conversion Kits. Systems are 
available with a capacity from 30 gal. to 
1,600 gal. and can be equipped with con-
trollers to automatically adjust the spray. 
The Lot anti-icing/de-icing sprayers are 
designed for low speed applications and 
include a 30-gal. unit for attachment to a 
pickup truck or gator-type vehicle. 
For more information contact Turbo 
Technologies at 800/822-3437 or visit 
www.icecontrolsprayers.com 

Mini spreader 
tackles big jobs • 

The BOSS Snowplow offers a mini 
tailgate spreader that requires little 
to no physical effort to attach or 
detach - whether the spreader is 

full or empty, reports the com-
pany. The BOSS Snowplow 

Snowblowers to fit 
anyjob • 
From Honda, snow-
blowers for 
residential and 
commercial appli-
cations are found 
in a product line 
consisting of 10 models in four 
separate series ranging from 5 hp to 11 hp 
and capable fof clearing from 46 tons to 
more than 70 tons of snow per hour. All 
of the models except the lightweight HS 520 
series are available with high-traction 
dual-track drive. 
For more information contact Honda 
at 770/497-6400 or 
www.hondapowerequipment.com 

r j o 

Handle any drift 
they run into! 

1-800-828-7624 
Hector, Minnesota 55342 Phone: 320-848-6266 

www.lof tness.cominfo@loftness.com 

Two new 200 HP models have 
8r and 9f double augers. 
Over 30 different models of 
tractor or skid steer mounted 
snow blowers. 

http://www.bossplow.com
http://www.snoway.com
http://www.icecontrolsprayers.com
http://www.hondapowerequipment.com
mailto:ww.loftness.cominfo@loftness.com


Snowblower attachments aplenty r 
Hard-packed or wet snow 
is no match for Loftness At-
tachments, which has two 
new 2-in., 200 hp Prairie 
Gearbox models with 8-ft. 
and 9-ft. double augers. 
Features include heavier 
5/16-in. end plates with 
gussets and braces, and a 
unibody design for added 
strength, reports the company. Industrial Models I Series and the 9-ft. 
1000 rpm model are available. 
For more information contact Loftness/US at 800/828-7624 or 
www.loftness.com 

A triple-threat to snow jobs 
Henderson Manufacturing added three models to its series of Snow-
foe plows. The Leveling Wing provides seven heavy-duty flame cut 
ribs, fingertip hydraulic operation, and a variety of front and rear 
posts, with up to 86 inches of leveling capabilities. The Full Trip Re-
versible Oneway Plow has two optional adjustable compression 
springs with five position settings for variable control of the trip force. 
And the Reversible Plow has an adjustable cutting edge or full 
moldboard, plus flame cut ribs and an optional integral shield. 
For more information contact Henderson 800/359-4970 or 
www.henderson-mfg.com 

In control of snow removal • 
The TJ Series of Tethered Joystick Control is 
an ergonomic handheld control for light- and 
medium-duty snow removal equipment from 
Force America. The system is designed to run 
the plow, hoist, and clutch pump from a 
single handheld joystick. The controller outputs 
are compatible with most electric valves and 
components in a central hydraulic system. 
For more information contact ForceAmerica at 
888/99FORCE or www.forceamerica.com 

Take a gander at hopper 
spreader line 
Western's line of v-box spreaders are designed for ice control on 
driveways, roads, and parking lots. They mount easily on pick-up 
and dump or platform trucks and are available in 7-ft., 8-ft., and 
10-ft. body lengths in powder coated steel or stainless steel. Choose 

from 10 hp l/C Tecumseh, 11 hp l/C Honda, or hydraulic motors. 
For more information contact Western at 414/354-2310 or 
www.westernplows.com 

Lightweight straight blade snow buster • 
For compact trucks and sport 
utility vehicles, the straight 
blade, 350-lb. steel blade from 
Blizzard Corp. features a 
patented Power Hitch mecha-
nism, extended moldboard de-
sign, adjustable push beam 
kickstand, and full weld torque. 
In addition, a new hydraulic 
pump and manifold design provide immediate access 
to all hydraulic hoses. 

For more information contact Blizzard at 888/680-8600 or 
www.blizzardplows.com Products continue on page s 16 

Manage 
your snow 
and ice 
removal 
without 
moving 
mountains. 

The Symbiot Snow & Ice 
Network serves regional and 
national customers, along 
with Symbiot's complete suite 
of property services. 

Snow Providers: 
• Buy market exclusivity 

for your area. 
• Get the power of a 

national company and 
stay independent. 

HaumEQ 
I V I V I V . symbiot. biz 

866.223.9049 

Contact Us Today 

http://www.loftness.com
http://www.henderson-mfg.com
http://www.forceamerica.com
http://www.westernplows.com
http://www.blizzardplows.com


GUIDE 

Snowplow for pros • 
Among the snowplow lines from Little Falls 
Machine is the SSTR with a 31-in. mold-
board height, made of 10-gauge grade 50 
steel. It is available in 8-ft. and 9-ft. models 
(750-lb. and 800-lb. respectively). The indus-
trial-style, single-acting reversing cylinders 
have a full 30-degree angle left and right 
with an adjustable safety trip cutting edge. 

Options include wear shoes, high-vis blade 
guide-ons, and rubber snow deflectors. 
For more information contact Little Falls 
at800/772-7569 or www.fallsplows.com 

Attach, remove plow in a jiffy 
Getting your truck plow-ready is made 
easier with the new Minute Mount 2 from 
Fisher Engineering. The mount has a built-in 
handle that disengages both connecting 
pins simultaneously when removing the 
plow and the lower gear is flared twice as 
wide for easier drive-in alignment, reports 
the company. The spring-loaded lift chain 
automatically retracts the lift arm. 
For more information, contact Fisher at 
207/594-4446 or www.fisherplows.com 

Speedy spreader attachment , 
SnowEx, a product division of TrynEx Interna-
tional, has a new Express Mount Kit specifi-
cally designed for its SnowEx Vee Pro bulk 
spreader models. The kit includes a heavy 
duty steel subframe for mounting directly to 
the truck bed base. The frame surrounding 
the spreader slides into the subframe and 
locks into place. For removal, two people ac-
tivate two quick-release levers and slide the 
spreader out of the truck bed in less than a 
minute, reports the company. 
For more information contact TrynEx at 
800/725-8377 or 
www.unitedtruckbody.com/trynex.htm 

DOZER BLADES TURBO TURF 
Bobcat • Case • Caterpillar • Daewoo • Gehl • Hydra Mac • JCB 

John Deere • Mustang • New Holland • Pos ¡-Track • Thorny 
Our Patented ^ ^ ^ ^ ^ ^ ^ ^ ^ _ , , . . , . 

*y b i ^ 0 u r 6"waV blade has four 
allows you W ^ ^ T t double-acting cylinders to 

to have the 
same angles 
as our other 
dozer blades 

and more! 

ICE CONTROL SPRAYERS 

Check out Turbo Turf's full line of Ice Control/Anti-lcing spray-
ers. We have sizes from 30 gallon tailgate mounted units to 
1600 gallon skid units. We have kits to let you use your Turbo 
Turf Hydroseeding System as an anti Icing sprayer in the winter, 
and units you can use with your tailgate salt spreader. 

Sprayers starting @ $ 695.00 
•HMèh* * ^nSfVl 

For a FREE Anit-lcing info pack call: 

TURBO TECHNOLOGIES, INC. 
1500 First Ave., Beaver FallS, PA 15010 

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

http://www.fallsplows.com
http://www.fisherplows.com
http://www.unitedtruckbody.com/trynex.htm
http://www.lceControlSprayers.com
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Snow may stick to the ground, but it won't stick to a Meyer® Max® snowplow. 
Snow rolls off it with ease thanks to its slick polyethylene moldboard and 

precision-formed curvature. You plow faster. And you finish faster with Meyer Max. 
Meyer Max also helps lower your maintenance costs. It'll never rust. 

It never needs painting. And its full-trip design protects your equipment from 
damage caused by snow-covered objects. 

With eleven models available, there's a Meyer Max to match your vehicle 
requirements. Slide over to your authorized Meyer dealer or 

visit www.meyerproducts.com for more information. 

© 2003 Meyer Products Inc. 

ONE SLICK PIECE OF EQUIPMENT. 

www. meyerproducts. com 

http://www.meyerproducts.com


seed supplies 
remain tight 

any of you are 
discovering that 
there isn't 
enough seed of 
many of the elite 
cultivars this 
year and you've 

been hard-pressed to get what you want. 
This problem will increase until the 2004 
crop harvest as more cultivars sell out. 

Last year's market correction was drastic 
because seed field plow-outs were coupled 
with a drought situation in most produc-
tion areas and yields were off by an average 
of 5% to 25%, depending on species. By 
early summer this year, most species no 
longer had carryover from past years, which 
had kept prices down. With the seed short-
age, prices of most species increased but 
aren't even close to historic highs. 

Fall plantings 
Compared to last year, this summer's pro-
duction is forecast to be higher, but not as 
high as many predict. Most seed companies 
were able to place their desired acres with 
farmers. There's a lot of competition from 
crops like wheat and com in placing 
acreage with farmers. Estimates are that 
grass seed acreage increased 10-20% over 
2002-2003 levels, thus more acres will be 
available for 2004 harvest. 

Acreage for most species is still lower 

Growers battle weeds in their fields, such as 
this Canada bluegrass. 

than it was several years ago. Yields this 
summer are expected to be "average" and 
possibly down 10% to 20%, especially on 
fields that didn't do well this past winter. 
Coupled with no carryover of last year's 
crop, seed buyers can look to a season of 
strengthening markets and stable prices. 

Seed suppliers keep a close watch on their 
inventories. The chart on page 34 lists culti-
vars that are currently sold out or in limited 
supply until the new crop is cleaned. Lots of 
suppliers have the same problem. 

Production costs increase 
The increasing price for Kentucky blue-
grass is due to the increased cost of produc-
tion. Kentucky bluegrass fields have histori-
cally been burned after harvest to promote 
seed head initiation of the next year's crop 
in addition to ridding the field of insects, 

Higher prices are 
likely until the 
harvest off the 
2004 crop as 
more cultivars 
become sold out 

BY SUSAN H. SAMUDIO, M.SC. 

disease and rodents. This process of burn-
ing has been curtailed by state laws and 
will soon be eliminated. Thus, production 
is moved to other fields with shorter life 
spans and increased use of farm chemicals 
and machinery. 

"My biggest concern entering into the 
spring of 2004 is the increased cost of pro-
duction," says Dave Johnson, Simplot 
Grower Representative in the Columbia 
Basin of Washington. "The rising cost of 
fuel, water and fertilizer/chemical is likely 
to make growers cut costs and comers that 
will effect the final seed yields." 

Since 2002, Kentucky bluegrass has 
seen major plow-outs as these production 
changes take place. Prices escalated by 
$0.25 per pound, still only about half the 
price that was paid from 1986 to 1988. 
Proprietary Kentucky bluegrass prices are 
expected to increase another 5% to 15% 
before harvest because less seed is avail-
able. After harvest, the Kentucky blue-
grass market is expected to remain strong, 
with higher than normal pricing. 

After years of oversupply, the 2002-
2003 perennial ryegrass acreage had one of 
the largest reductions of any of the grasses. 



Blends, mixes affected too 
Most cultivars aren't sold as straights but as part of a mixture or blend. A tight 
market affects you because, as cultivars are depleted, it becomes harder to fill the 
best-selling blends and mixtures. As the more popular cultivars are sold out, re-
maining seedlots will have weeds and off-quality issues. Some of the weeds that 
are more prevalent in production areas include Canada bluegrass, downy brome, 
red top, alkaligrass, bulbous bluegrass, windgrass, rattail fescue and soft-bearded 
oatgrass. Even with some of these weeds in your seedlot, they can still make certi-
fied or sod quality, so check the analysis. If you're considering purchasing seedlots 
with any of these weed seeds, ask yourself the following: 

• What type of turf use do I plan? 
• What is the weed count per lb.? Is it already native to my soil? 
• Will the weed persist or fry out during the summer or with mowing? 
• Is the weed a perennial or annual weed? 
• What grass species is it mixed in, and will I be able to remove it chemically or 

with repetitive cycles of mowing? 
• Carefully critique the seed test to insure that it will meet your needs. 

— SS 

All carryover is long gone, and last sum-
mer's harvest will be gone by harvest. 
Perennial ryegrass prices may go 10% to 
20% higher through the summer. 

Over 10,000 additional acres were 
planted last fall, so supply shouldn't be as 
tight. The perennial ryegrass market isn't 
expected to dramatically soften after har-
vest. Over half of the production is used 
quickly by the southern overseeding mar-
ket to maintain green cover through the 
winter on dormant bermudagrass. There 
will be a rush to clean the seed for the 
overseeding market, and suppliers will po-
tentially have to pay extra to get specific 
seed lots prioritized during cleaning. 

Tall fescue booms 
The tall fescue market is expected to 

71 yf ixed-use developments with heavily traveled public spaces would be 
Jl 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 ly000-car parking lot like the one we designedfor the 
nations second largest train station. " 

ANDYSCOn 
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 t o f ind a 
consul tant near you. 

I l l E. Wacker 18th Floor 
Chicago. IL 60601 

312.372.7090 
Fax: 312.372.6160 

www.ASIC.org 

Science City at Union Station • Kansas City, Missouri 

http://www.ASIC.org


strengthen as supplies begin to run down 
before harvest. This crop is more in sync 
with supply and demand than bluegrass or 
ryegrass. If the industry has a wet spring, 
there will still be some carryover of the tall 
fescue crop at harvest. Tall fescue prices 
are also expected to increase 10% to 20% 
through the summer. 

"How much tall fescue is available 
will depend upon how quickly and 
what kind of spring the East gets," says 
David Nelson, Executive Director of 
both the Oregon Tall and Fine Fescue 
Commissions, headquartered in Salem, 
OR. "If we get a good spring, it will work 
down the tall fescue carryover signifi-
cantly. We can use up a lot of tall fescue 
seed pretty quickly if we have a good, 
long spring." 

Both the fine fescue and bentgrass 
markets are much smaller in size and re-
main stable. Through the summer, 
they're also expected to strengthen. 

Nelson explains the price of fine fes-
cue seed is influenced by seed produced 
in Canada. He says the rising price of 
wheat has caused many growers there to 
shift out of fine fescue production. "By 
the end of this year we will see fairly tight 
supplies of fine fescue," he predicts. 

Waiting could be costly 
Russ Nicholson at Pennington Seed, 
whose Seeds West Division is a major 
supplier of seeded bermudagrass, says the 
2003 crop of common bermudagrass did 
not meet expectations because strong hay 
prices competed for production. Propri-
etary varities of bermudagrass "should be 
adequate for 2004," he adds. 

"If you hold off seed purchases waiting 
for a better price, you may miss out," 
warns Chris Claypool, Vice President of 
Jacklin Seed. "Expect more than the usual 
frenzy after harvest as the cleaning plants 
jockey to get their perennial seedlots 
cleaned." Claypool also notes, "Other than 

ryegrass, there is no reason to expect grass 
prices to decline after harvest unless delays 
due to weather this spring in the Northeast 
significantly impact demand and therefore 
seed carries into the fall." LM 

— The author works for J.R. Simplot/Jacklin 
Seed. She can be reached at 208/777-6152 

or ssamudio@simplot.com 

Landscape Contractors: 

Tame Your 
Morning Circus! 

O u r patented Super Lawn Truck™ System is a veritable business-
in-a-box — an efficient system that pays for itself! Everything your 
crew needs to organize, store and transport your equipment is all in 
one secure vehicle. Plus...your Super Lawn Truck™ is a customized 
rolling billboard that advertises your company everywhere you drive! 

Save thousands of dollars when you use the Super Lawn Truck™ 
System over the outdated "truck-and-trailer" method of operating 
your business. 

%/ Eliminate time-intensive loading 
and unloading every day 
%/ Minimize stops at the gas station— 
the SLT System features a unique fuel 
storage system 
%/ Free up valuable warehouse space 
by keeping everything organized and 
loaded inside the truck — tools, 
ladders, riding mowers, watercoolers 
...whatever you use 

Save wear and tear on your tools 
and prevent theft 
^ Patented ramp folds neatly to a 
lock-able rear door, eliminating the 
need for trailers 

CONTACT US NOWfor your copy of the 
Business Builder Plan 

and Video 
Use our toll-free number or 

visit our web site for information 

Best Warranty „ \heon(y 
in the Business! QfiQlJUt// 

P1PETERBILT 
EJ&GMC TRUCK 
(800)232-7383 

SUPER LAWN TRUCKS 
866-787-3752 • (478) 923-0027 • (478) 923-9444 fax 
info@superlawntrucks.com • www.superlawntrucks.com 

mailto:ssamudio@simplot.com
mailto:info@superlawntrucks.com
http://www.superlawntrucks.com


B U S I N E S S ADVERTISING STRATEGIES 

The b a d n e w s and the reason why your 
advertising doesn't work is simple — 

your ads stink. 

Build a compelling message 
BY TOM ARCORIA 

I'm going crazy and my mind is about to 
explode! What am I talking about? I'm 
talking about you contractors telling me 
that advertising doesn't work for the land-
scape business. 

You tell me, "I spend $5,000 and I get 
$ 1,000 in return, or I spend two days at a 

trade show and I get one sale out of it." 
Well, I have some good news and some bad news for 

you. The good news is (and I know when I say it, many 
of you will think I'm an idiot) the Yellow Pages, maga-
zines, newspapers, postcards and trade shows work. The 
bad news and the reason why your advertising doesn't 
work is simple — your ads and often your messages 
stink. They're all pretty much alike. 

Look for yourself. Open the Yellow Pages to the 
"Landscape" section. Wow, look at this! Almost all of 
the advertisers give free estimates and are "complete" 
landscape design and maintenance companies. For the 
most part, the ads make the same promises. Why 
would a customer call one company over another? 

Here are some suggestions to set yourself apart: 
Determine what makes your company unique. Can 

you explain that in a sentence? There's nothing unique 
about the statement, "a complete landscape design 
firm." Everybody's claiming that territory. 

Use headlines in your advertising. In a recent 
direct mail campaign for my consulting company, I 
used a headline that was big, bold and covered about 
20% of the advertisement. Be creative. For example, 
"Does your Landscaping Stink?" or "Local Couple 
Finds Paradise in Their Own Backyard!" 

Identify your target audience. Who is your cus-
tomer? Identify and target a specific geographic area. 
Be specific and focus on particular neighborhoods, 
income levels, occupations and younger or older fami-
lies, to name just a few. Check out www.infousa.com. 
an outstanding Web site to find prospects. 

Budget for marketing. Most landscape and lawn 
service companies set aside no budget for marketing. 
They rely on word-of-mouth advertising. That's great, 
but in today's marketplace you'll probably need more. 

Direct mail is still relatively effective and cost 
efficient. Start with your customers and tell them about 
all of the services your company offers. Follow up 
quickly. Market hard; market fast. Send three pieces 
about two weeks apart, then follow up quarterly at least. 

Always ask customers for referrals. Many will help 
you if you write the letter for them. Your clients' 
friends and family are excellent prospects. 

Seek marketing alliances with other service 
providers. These can be carpet cleaners, pool maintain-
ers, etc. They're serving many of the same people that 
could use your services. How about sharing customer 
lists? Combining marketing messages? 

Be creative, no matter what type of advertising 
you use. 

A couple of weeks ago I received a shoe in the 
mail. The card attached said, "I just wanted to get a 
foot in the door!" I loved the idea. But there was no 
followup and somebody lost a great opportunity to 
get a foot in my door. 

— The author is Immediate Past President of the 
Ohio Landscapers Association and owner of Sagamore 

Soils and BET Trucking in Sagamore, OH. 
He can be reached at 330/656-5720. 

http://www.infousa.com


That's the power of a systemic. Xylem to tip, Heritage® is the only 

systemic strobilurin that protects each and every blade of grass, including 

new growth. Broad-spectrum disease control protection from the inside, 

that lasts up to 28 days against all four major classes of fungi and 

the six major turf diseases. Heritage works from the inside so 

your turf looks good outside. Call 1-800-395-8873 to contact your 

local Syngenta sales representative and learn more about Heritage. 

www.syngentaprofessionalproducts.com 

Important: Always read and follow label instructions before buying or using the product. ©2003 Syngenta. Syngenta Professional Products. Greensboro, NC 27419. Heritage* and the Syngenta logo are trademarks of a Syngenta Group Company. 
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To protect longer, 

you have to work from the inside. 
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B U S I N E S S PERSONALITY PROFILE 

Don Hartwell 
• Spruce Lane Farm, Inc. 

BY JASON STAHL / Managing Editor 

Don Hartwell owns Spruce Lane Farm, 
Inc., a $6 million big tree nursery, 
retail store and landscape business 
located in Calgary, Alberta, Canada. 
The company's landscape division, 
which is 100% design/build, accounts 
for $4.5 million of the company's rev-
enue. The 53-year-old Hartwell is a 
member of the Associated Landscape 
Contractors of America and JP 
Horizons' Owners' Network. 

You were in show business for 
awhile, right? 
Well, sort of. I rented motor homes to 
movie production companies when they 
came to Canada in the 1970s. I met 
celebrities like Gene Wilder and Richard 
Pryor (in the movie Silver Streak) and 
Lee Marvin. 

What was Gene Wilder like? 
He was a lot different than when you 
see him on screen. I expected him to be a 
lot more boisterous. Most of the actors I 
met were more subdued in person than 
on screen. 

You're a part owner of a golf 
instructional school, too, right? 
I'm an investor in a golf school in Phoenix, 
Arizona, the Kent Chase School of Golf. I 
used to be a serious golfer, but I've had 
four back surgeries in the last 10 years, so 
the fact that I'm still walking and talking is 
a big feat. 

How did you get 
started in the land-
scape/nursery business? 
I grew up in the industry 
because my dad had a 
garden center and land-
scape business, so by the 
time I decided to start my 
own it was old hat. My wife 
has a degree in horti-
culture and was a 
journeyman land-
scaper for awhile. 
We started a 
nursery in Idaho 
back when the 
Canadian dollar was a lot 
stronger, and we shipped a lot of trees 
from the United States to Canada. But 
when the dollar went down, the business 
wasn't viable anymore, so now we ship 
trees from Canada to the U.S. — Alaska, 
Chicago, Denver, anywhere. 

Has the outbreak of various tree dis-
eases affected you at all? 
A lot of product that comes from 
seedling stock for growers in Canada 
comes out of California, and now there's 
a total ban on shipping out of California, 
so that's definitely going to affect us 
down the road. And there are some defi-
nite international problems arising. Since 
911 happened, security has been beefed 
up and the rules have changed. It's harder 
to do international business without 
spending a lot of money to set it up. 
Canada and the U.S. is such an integral 
market that I think, in our industry, our 

ag departments have to work a lot 
^ closer. We need to have a North 

American market as opposed to a 
U.S. market, a Canada market and 

Mexico market. There's so much protec-
tionism on all sides that I think the politi-
cians are missing the boat as far as the 
collaboration of their resources. 

Someone has to get up pretty early 
to fool you, don't they? 
Oh yes. My wife and I live on the 

nursery. During the summer, I 
usually get up by 4 or 5 in the 

morning and work til 6 or 9, 
seven days a week. My social 
life then is nonexistent. Even 
when we're on vacation, we 

get up that early. 

So are you going to hand off the busi-
ness to your two sons some day? 
I think that's the dream of every business 
owner, but it seems the younger genera-
tion doesn't want to work seven days a 
week. They want their evenings and 
weekends free. Our oldest son just got his 
MBA from the University of Sydney in 
Australia and is set to go into banking. He 
worked with us a few years and decided it 
was more work than he wanted to do. I 
see a trend in our industry of family-
owned nurseries having an increasingly 
hard time trying to get their kids involved 
in the business. So where do we go for the 
future? If they don't want to put in the 
hours, how is that going to affect the cost 
of our services? 

— Spruce Lane Farm, Inc. participates in 
JP Horizons' People Solutions programs. 

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, you'll 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 Shetlar, Ohio 
State University, 1999; and by Dr. Dave Shetlar and Dr. Hany Niemczyk. 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 
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TECHNOLOGY HOT NEW PRODUCTS 

1 Clean the air 

RedMax's new EBZ5000Q 
backpack blower lets Green Indus-
try professionals clean the air qui-
etly while they clean their job sites. 
The noise level is just 65 dB(A), yet 
up to 596 CFM of air is moved at 
a speed of up to 142 mph. The 
blower is powered by Komatsu 
Zenoah's strato-charged 47.9-cc 
two-cycle engine that introduces 
fresh air into the engine between 
the exhaust gases and the fresh 
charge of air/fuel mix. Weighing in 
at just 19.6 lbs., it's economically 
designed for operator comfort 
and maximum productivity. Com-
fort features include air cooling, a 
full-size contoured back pad and 
left or righthand throttle. 
For more information contact 
RedMax at 800/291-8251 or 
www.redmax.com I 
circle no. 284 

2 Extended help 

Stihl's extended length 
hedge trimmers are now powered 
by the emissions compliant and 
longer running STIHL 4-MIX en-
gine. The Stihl HL 100 series with 
STIHL 4-MIX technology provides 
faster acceleration, more power, 
more torque and increased fuel 
efficiency. Each model offers a 
varying combination of either an 
adjustable or fixed-angle cutting 
head and either a 42- or 59-in. 
shaft length. Other features in-
clude a double-sided reciprocating 
24-in. blade with integrated cutter 
guard, Easystart system and anti-
vibration system. The HL 100K 
and HL 100 also feature a loop 
handle with barrier bar for multi-
position cutting. 
For more information contact 
Stihl at 800/467-8445 or 
www.stihl-usa.com I 
circle no. 285 

3 Get with the 
system 

Gardena introduces the Lawn 
Sprinkler System, a convenient 
underground watering system for 
residential and commercial appli-
cations with watering areas up to 
two acres. It's unique from other 
systems in that it doesn't require 
wiring or special tools for installa-
tion and is winter-proof. The gear-
drive pop-up sprinklers come in 
three different sizes, cover up to 
4,000 sq. ft. and have adjustable 
ranges from six to 38 ft. A hand-
held programming unit eliminates 
the need for a wall-mounted con-
trol panel or timer. An electronic 
rain sensor has a built-in photo 
eye that monitors water accumu-
lation and interrupts or suppresses 
the watering cycle. 
For more information contact Gar-
dena at 630/497-1066 or 
www.gardena-irrigation.com I 
circle no. 286 

4 Make the cut 

Oregon Cutting Systems' 
FlexiBlade is trimmer line on 
steroids, with the power to sever 
weed stalks up to 3/4 in. in diame-
ter. The serrations on the cutting 
edge act similarly to the teeth of a 
saw, bringing multiple cutting sur-
faces into contact with the vege-
tation being cut. It comes in diam-
eters from .099 in. for delicate 
edging to . 158 in. for ripping 
vines. The Jet-Fit heads include 
adapters to fit the majority of 
counterclockwise turning trim-
mers. The two-line head is for use 
on trimmers of 25cc displacement 
and larger and includes two pre-
cut line segments. The four-line 
head is for 40cc displacement or 
larger trimmers and includes four 
precut line segments. 
For more information contact 
Oregon Cutting Systems at 
www.oregonchain.com I 
circle no. 287 

http://www.redmax.com
http://www.stihl-usa.com
http://www.gardena-irrigation.com
http://www.oregonchain.com


OREGON 
G R O W N 

The tough, tolerant, terrific turfgrass 
preferred by today's homeowners! 

Today's improved turf-type tall fescues are naturally 
darker and finer-leafed with enhanced disease 
resistance bred into each seed. Landscape managers 
find tall fescues now have less vertical leaf growth 
for fewer mowings and less clipping removal, and 
many newer cultivars contain endophyte for insect 
resistance. 

Don't forget that low maintenance tall fescues have 
always been drought, wear, shade, and cold tolerant. 

To ensure quality and integrity in the seed you 
buy, make sure it says Origin: Oregon on the seed 
package analysis tag. 

Oregon Tall Fescue Commission 
1193 Royvonne Ave. S. / Suite 11 / Salem, OR 97302 / 503-585-1157 Y & v. 

? > Circle 122 ^ ^ ^ ^ ^ 
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EQUIPMENT TRANSPORT 

How do you get your equipment 
to the site and back? Can you have both 

security and accessibility? 

Use your head when you haul 
BY HARRY SMITH 

How do you get your equipment to 
the site and back? Can you have 
both security and accessibility? 

In the past, equipment security 
and transport options were limited. 
Most operations used an open 
trailer and a pickup truck. Larger 

operators had a 1 - or 2-ton truck with an open "beaver-
tail" body. It was difficult to secure equipment left on 
the truck at the job site. Blowers, trimmers, saws and 
hand tools frequently walked away. If a shower popped 
up, the equipment got wet. Parking with a trailer in 
suburban neighborhoods was a challenge. 

A few companies tried enclosed trucks or trailers. In 
some areas this is still the common choice despite head 
bumping and tangled equipment. And trailers still en-
counter parking hassles, and truck ramps have to be de-
vised to load and unload your larger equipment. Is there 
a better way? Two truck body manufacturers think so. 
An interesting twist 
Supreme Corporation of Goshen, IN (www.supre-
meind.com) built an enclosed body up to 22 ft. long 
on an Isuzu chassis and added an interesting twist: the 
back of the truck body is ramped downward like a 
beavertail body. A vertically split folding ramp is 
attached to the end of the bed. Now you have a se-
cure, weather-resistant storage area and the conve-
nience of a beavertail body. 

Super Lawn Trucks (www.superlawntruck.com) 
uses a different approach by employing an articulated, 
hydraulically activated loading ramp. This ramp can 

also be used as a work platform for pruning or as a 
workbench. The company also offers a complete inte-
rior rack system for trimmers, backpack blowers and 
hand tools. Super Lawn Trucks can equip the truck 
with an external fueling system for both pre-mix and 
straight gasoline, enabling you to carry a week's supply 
of fuel and doing your fueling from outside the truck. 

Other pluses to both of these truck systems are 
huge billboard areas to advertise your business onsite 
and as you move from job to job. And, with all of your 
unused equipment securely out of sight. 

Solution on the side 
Several other manufacturers (Mobile Structures Incor-
porated at www.mobilestructures.com and Load-Trail 
at www.loadtrail.com to name just two) have come 
up with a simple solution to a chronic problem. 

You get your trailer parked at the curb. Your zero 
mower is loaded last, then your push blower and right 
at the front is your walk mower. What do you need for 
this job? You need your walk mower, of course. 

So what do you do? Unload everything off the 
trailer and park it where? Or unload and reload the 
trailer and when you get done you have the old re-
assemble-in-reverse-order routine. 

This isn't necessary with these companies' side gate 
trailers. Flip the curbside gate down, roll out your walk 
mower and go to work. When you're done, back it goes 
and your unneeded equipment at the back of the trailer 
never has to move. I give this idea my "Why Didn't I 
Think of That" award. 

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

http://www.superlawntruck.com
http://www.mobilestructures.com
http://www.loadtrail.com
mailto:Smithh@lakecitycc.edu


No more mixing. No more spraying. 

Simply spread right from the bag -

whether conditions are wet or dry, 

windy or calm - to kill a wide variety 

of broadleaf weeds. New Confront 

is available in fertilizer or as a granu-

lar weed control. In fact, we've even 

formulated it with Team® to give you 

broadleaf and crabgrass control in 

New LebanonTurf Granu 

one easy step. Visit your 

LebanonTurf Dealer or call 

^ f l M Ü i j f d ¿ f ï d f r i i l d ï 

k&ïhti'M i k d t dtiiAdlltj hivt-is. 

lar Confront® for broadleaf weeds. 

o 
1-800-233-0628 to find out more 

about the granular herbicide that 

works without spraying. And for a 

free copy of our Broadleaf 

Weed Control Booklet, visit 

www.LebanonTurf.com, click on 

promotions and enter coupon 

code LM3054. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 

Confront is a registered trademark of Dow AgroSciences LLC 
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T E C H N O L O G Y P FUNGUS A M O N G US 

Seize the disease 
Unlock the 
mystery to common 
turfgrass diseases 
by knowing the 
telltale signs and 
treatment options 

BY BAL RAO, PH.D. 

This article will help you 
understand some of the 
common cool- and warm-
season turfgrass diseases, 
their identification and man-
agement options. A more 
complete discussion of turf-

grass diseases can be found on the Web site 
www.landscapemanagement.net 

ANTHRACNOSE 
Pathogen name: Colletotrichum graminicola 
Host: Kentucky bluegrass, bentgrass, fine 
fescue 
Activity: July-August 
Symptoms: Yellowing of leaf blades with a 
black crown rot. As the disease progresses, 
it produces fruiting bodies with small, 
spiny setae. 
Management: Avoid nitrogen deficiency. 
Fertilize and water as needed to maintain 
vitality. If the disease is severe, use recom-
mended fungicides. 

BROWN PATCH (Rhizoctonia blight) 
Pathogen name: Rhizoctonia solani 
Hosts: Ryegrass, tall fescue and bentgrass 
Active: June-September 

Symptoms: Occurs during the warm tem-
peratures of summer. Irregular, circular, 
sunken pockets in areas of dead, brown 
grass (a few inches to several feet), sur-
rounded by a narrow, darker ring called a 
"smoke ring," the result of sudden wilting 
and most conspicuous in the morning. 
Cottony mycelium may be present in the 
morning. Infected turfgrass is at first a dark 
purplish green fading to brown as the 
plants dry out. 
Favorable conditions: Warm, humid 
conditions (80° to 85°F) and high night 
temperatures. 
Management: Maintain good cultural prac-
tices. Since the pathogen spreads through 
water, try different methods of removing 
water from the leaf surface, or improve 
conditions for fast drying. If the disease is 
severe, use a fungicide. Avoid heavy fertil-
ization and too much watering, maintain 

• Fusarium patch 

good nitrogen and potassium levels, and 
improve air circulation. 

DOLLAR SPOT 
Pathogen name: Lanzia spp. and 
Moellerodiscus spp (Old name— Sclerotinia 
homeocarpa) 
Host: All turfgrasses 
Active: April-October 
Symptoms: Normally the disease occurs in 
spring and fall, but it can be active during 
the summer. The affected areas in a home 
lawn may range from 2 to 6 in. in diame-
ter. Infected turfgrass shows hourglass-
shaped straw-colored lesions, with or with-
out reddish borders, across the leaf blade. 
Affected turfgrass blades show extensive 
dieback, and these dead tissues can be col-
onized by secondary saprophytic fungi. At 

http://www.landscapemanagement.net


this stage, diagnosis would be very difficult. 
Therefore, examine the border of affected 
areas for possible disease activity. The 
lesions are initially yellowish green but turn 
a light tan. White, cobweb-like mycelium 
of the fungus may be noticeable in the in-
fected area in the morning while dew is 
present. As the disease progresses, the 
straw-colored dead grass produces depres-
sions in the turf. 
Favorable conditions: Most damaging in 
areas where turf suffers from inadequate 
moisture and excessive thatch. Prolonged 
dry periods (65° to 85°F) can lead to severe 
outbreaks. The disease appears to follow 
the mowing pattern, particularly when clip-
pings are left behind. 
Management: Water properly and manage 
excessive thatch. Use fungicides if the dis-
ease is severe, but avoid controls showing 
resistance. Disperse dew by dragging a hose 
or pole, or by mowing. Dollar spot activity 
also can be minimized by the application 
of 1/2-lb. of nitrogen in conjunction with 
improving cultural practices. Consider 
overseeding with resistant cultivars. 

FAIRY RING 

Pathogen name: Various basidiomycites: 
Agaricus, Amanita, Boletus, Calvatia, Can-
therellus, Coliybia, Lepiota, Hydnellum, Lac-
tations, Lycoperdon, Hydnum, Marasmius, 
Scleroderma, Clitocybe 
Host: All turfgrass 
Active: All year 
Symptoms: Fairy ring is caused by several 
species of basidiomycetes, which produce 
mushroom-like fruiting bodies. Usually 
more noticeable as mushrooms growing in 
turf areas during warm (85° to 90°F), wet 
weather. Symptoms vary from one simple 
ring to a stimulated ring with mushrooms 
or two stimulated rings with a middle dead 
zone and mushrooms developing from the 
outer rings. Circles may range from a cou-
ple of feet to 50 ft. in diameter. The fairy 
ring gets progressively larger each year. 

Fairy ring • 

Favorable conditions: Excessive thatch, 
buried organic matter and excessive 
moisture. 
Management: Mow and get rid of the 
mushrooms. Aerate and improve water 
penetration, provide balanced fertilization. 
Water heavily to a depth of 10 to 24 in. to 
disperse the nutrients generating from 
buried organic matter. Where feasible re-
move buried organic matter, reseed or sod 
as needed. Although expensive and 
time-consuming, fumigating or replacing 
the soil can help manage this disease. 

FUSARIUM BLIGHT SYNDROME 

(patch disease syndrome) 
Pathogen name: Fusarium spp. (also called 
fusarium crown and root rot); fusarium 

blight is most severe during hot, dry 
weather in late spring through early fall. 
Symptoms: Characteristic symptom is a 
circular, 6- to 15-in. doughnut-shaped 
area of reddish-brown or reddish-tan 
grass with green grass in the center 
(frog-eye symptoms). However, recent 
studies indicate that the frog-eye symp-
toms of Fusarium blight syndrome need 
not be caused by Fusarium spp alone. The 
following other disease agents also can 
develop similar circular patches — 
necrotic ring spot, summer patch and 
take all patch. 

Fertigation 
Finally, a quality lockable fertigation system for 

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

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

Feed lightly with each 
irrigation cycle. Control 
color and growth, while 
reducing labor. 

Call Today 
(800) 728-4504 

Turf Feeding Systems, Inc. 
WWW TURFFEEDING COM 



NECROTIC RING SPOT 
Pathogen name: Ophiosphaerella korrae, 
(Old name — Leptosphaeria korrae) 
Host: Kentucky bluegrass, red fescue 
Active: March-June and September-October 

SUMMER PATCH 
Pathogen name: Magnoporthe poae 
(Phialophora graminicola) 
Host: Kentucky bluegrass, poa annua, 
fine fescue 

Active: July- September 

GRAY LEAF SPOT 

Pathogen name: Magnoporthe oryzae (= 
Pyricularia oryzae), P. grisea 
Host: Perennial ryegrass 
Active: July-September 
Symptoms: Affected turfgrass blades show 
water soaked spots; later, leaves become gray 
colored with twisted tips and appear 
drought stressed. Spots may coalesce and 
result in blights and killing crown. Leaf spots 
may resemble spots caused by Bipolaris sp. 
Favorable conditions: Warm, humid 
conditions (80° to 85°F) and high night 
temperatures. 
Management: Maintain good cultural prac-
tices. If the disease is severe, use a fungi-
cide. The disease may have drought 
stressed appearance. However, if watered, 
disease may increase. 

MELTING OUT 
Pathogen name: Drechslera poa 

(Old name — Helminthospo-
rium vagans) 
Host: All turfgrasses 
Active: April-October 

LEAF SPOT 
Pathogen name: Bipolaris sorokiniana (Old 
name — Helminthosporium sorokiniana) 
Host: All turfgrasses 
Active: April-October. Melting out and leaf 
spot are different diseases caused by two 
different pathogens. Both diseases produce 
leaf spot symptoms. However, under favor-
able conditions, only the melting-out dis-
ease fungi develop melting-out symptoms. 
Symptoms: Both diseases are most destruc-
tive during cool, moist weather of spring 
and fall, but they can develop throughout 
the summer. The first visible symptom is 
the appearance of brown or tan spots on 
leaves and stems. These spots, seldom 
larger than 1/8 in., commonly have a pur-
ple border. In the case of melting-out dis-
ease, the fungus moves down into the 
crown, and the grass appears to "melt out" 
(fade) in scattered, irregular patches. Dead, 
brown patches may be several feet in 
diameter and are difficult to control at this 
stage. Quite often the disease activity can 
kill the blade, tillers and even crown and 

may require overseeding 
affected areas. 
Favorable conditions: Accumu-

lation of grass clippings or 
thatch, heavy rain and cloudy 
weather, early evening water-

ing, rapid succulent growth, temperature 
between 55° and 80°F, and prolonged cool 
and wet periods. 
Management: Proper mowing height, fertil-
ization and watering in the morning as 
needed and, if the disease is severe, use a 
recommended fungicide. If reseeding, use 
resistant cultivars. Quite often, melting out 
disease can kill the crown of the turfgrass 
plant and requires overseeding. Avoid light 
frequent watering. Maintain adequate ni-
trogen and potassium levels. 

POWDERY MILDEW 
Pathogen name: Blumeria graminis (Old 
name — Erysiphe graminis) 
Host: Kentucky bluegrass 
Active: April-November 
Symptoms: Occurs during cool tempera-
tures of spring and fall, usually in shade 
with high humidity. Symptoms: powdery, 
grayish-white fungal spores and fluffy 
white mycelium (signs) in patches on the 
upper surface of leaves. 
Favorable conditions: Shade, poor air circu-
lation, high humidity, cloudy weather, 

For a more complete 
guide with photos of 
diseases you'll find on 
your clients' lawns. 
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temperature around 65°F, high soil mois-
ture and low light intensity. 
Management: Improve air circulation, 
reduce shade and reseed with shade-tolerant 
cultivars. If the disease is severe, use fungi-
cides and plant disease-resistant cultivars. 

PYTHIUM BLIGHT 
Pathogen name: Pythium ultimum, P. 
graminicola and P. aphanidermatum 
Host: Perennial ryegrass, creeping bent-
grass, poa annua 
Active: June-September 
Symptoms: Occurs during warm, wet 
weather in summer. More common on golf 
courses because of their cultural practices. 
The disease produces greasy or slimy 
water-soaked spots in the turf, 1 to 4 in. in 
diameter, eventually turning light brown as 
they become dry. They produce 
serpentine-shaped spots and spread by 
drainage water. In early morning, fluffy 
white mycelium may be evident. 
Favorable conditions: Disease occurs at 
high temperatures (85° to 95°F), accompa-
nied by high humidity, wet conditions and 
poorly drained clay soils. The disease is 
common in newly seeded lawns, causing 

A Pythium blight 

"damping-off' of grass plants at soil level. 
Management: Maintain good cultural prac-
tices and use Pythium-specific fungicides if 
the disease is severe. Avoid excessive 
watering, fertilizing and mowing when 
wet. Improve drainage and air circulation 

RED THREAD 
Pathogen name: Red thread, Laetisaria fu-
ciformis; Pink patch, Limonomycis roseipellis 
(Old name — red thread and pink patch 
— Corticium fuciforme) 
Hosts: Perennial ryegrass, fine fescue, tall 
fescue, Kentucky bluegrass 
Active: February-November 
Symptoms: Occurs in the early spring and 
late fall. Characterized by the red and coral 
pink, thread-like structures of the fungus, 
which protrude from the tip of the grass 
leaves (at right angles). Usually, the af-
fected areas produce 4- to 5-in. diameter 
spots arranged around the circumference 
of a 2- to 3-ft. diameter circle. Disease is 
severe on fine fescue. Pink patch produces 
small red to pink patches of blighted turf 
with long, slender threads of fluffy pink 

"IWorking for 
Your Economic 

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

mycelium growing out of foliage. 
Favorable conditions: Low fertility, temper-
atures 65° to 75°F, moist condition, exces-
sive thatch and nutrient deficiency. 
Management: Apply fungicides if the 
disease is severe. Application of 1/2 lb. 
of nitrogen can help mask the symptoms 
and boost turfgrass recovery. Avoid 
nitrogen, potassium and calcium defi-
ciency and reseed, as needed using resis-
tant cultivars. 

brown pustules on 
leaves and stems. 
Favorable conditions: 
Warm and humid (80° 
to 85°F) and high night 
temperatures in late 

RUST 
Pathogen name: Puccinia graminis 
Host: Bluegrass, perennial ryegrass, zoysia-
grass 
Active: August-November 
Symptoms: Yellowing of leaves, with 

You too can have 
Super Bowl Turf 

PRINCESS-77 
Hybrid Bermudagrass 

and 

1 2 
Elite Perennial Ryegrass 

zmismmm 
Seed supplier for 

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

sportturf@penningtonseed.com 

spring, rake infected and matted leaves to 
promote new growth. If the disease is se-
vere, use a fungicide. On lawns with a his-
tory of snow mold problems, use fungicides 
once before the first snow accumulation, a 
second time in midwinter and the final ap-
plication after the spring thaw. 

STRIPE SMUT 
Pathogen name: Ustilago striiformis 
Host: Kentucky bluegrass 
Active: April-November 
Symptoms: More noticeable during the cool 
periods of spring and fall, particularly in 3-
and 4-year-old lawns. Symptoms include 
yellowish streaks on the leaf blades, which 
later turn gray to black in color. Eventually, 
the epidermis ruptures, exposing a long 
streak of black, sooty spores. Diseased plants 
may occur in small patches only 1 or 2 in. 
diameter and occasionally more than a foot 
in diameter. New growth if any will be 
dwarfed, yellow and stunted or dead. 
Favorable conditions: Heavy thatch, 
cool temperature (50° to 60°F) and 
heavy watering. 
Management: Remove thatch, water prop-
erly and, if the disease is severe, use a sys-
temic fungicide. Apply water after treat-
ment application to help move the 
fungicides to root systems and improve 
efficacy. Reseed the affected area with dis-
ease-resistant cultivars. LM 

— The author is Manager of Research 
and Technical Development for the 
Davey Tree Expert Co., Kent, OH. 

He can be reached at brao@davey.com. 

summer. 
Management: If the dis-

ease is severe, use a 
fungicide. Avoid nitro-
gen deficiency. Use rust disease-resistant va-
rieties of turfgrass. 

SNOW MOLDS 
Pink snow mold or 

microdochium patch 

Pathogen name: Microdochium nivale (Old 
name — Fusarium nivale, Fusarium Patch, 
also called Gerlachia Patch) 
Host: Creeping bentgrass, perennial 
ryegrass 
Active: November-May 
Gray snow mold 

Pathogen name: Typhula incarnata, T. 
ishikariensis 
Host: Creeping bentgrass, perennial ryegrass 
Active: November- May. These low-tem-
perature diseases occur during the cool, 
wet weather of late fall through winter and 
early spring, with or without snow cover. 
Affected areas range from a couple of 
inches to 2 ft. in diameter. 
Symptoms: Pink snow mold is character-
ized by reddish-brown spots, while gray 
snow mold has gray-to-black mycelium 
around the border of the spots. The latter 
fungus also produces yellow-brown fungal 
bodies (sclerotia) embedded in infected 
plants' leaves and crowns. Both diseases 
produce matting of turfgrass leaves and 
prevent new growth. 
Favorable conditions: Tempera ture 32° 

to 45°F, snow, excessive thatch, turfgrass 
too long, lush growth in late fall and 
high humidity. 
Management: Avoid heavy fall fertilizing 
which will promote lush growth. In the 

http://www.penningtonseed.com
mailto:sportturf@penningtonseed.com
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G R O W I N G G R E E N I N D U S T R Y L E A D E R S SUPPLEMENT TO LANDSCAPE MANAGEMENT 

Surprise! 
Watch your business 
bloom as you delight 
your clients with 
the unexpected 
BY CHERYL HIGLEY 

1A picture is worth 1,000 

words. Whenever possible, 
Hemlocks Landscaping in Jasper, 
GA, sends clients an 8x10 aerial pho-
tograph of the completed project. 
"This has proven to be a huge sur-
prise to many of our clients and 
really helps wi th word-of-mouth 
referrals," explains Ross Fletcher, CLP 
Keith Baughman, landscape architect 
for Lawn Pride, Inc., in Indianapolis 
creates before-and-after postcards for 
his clients. "It is a simple and inex-
pensive way to reach our clients," 
Baughman says. 

2 Support your clients' causes. 

Salmon Falls Landscaping of 
Berwick, ME, thanks any developer, 
builder, architect, etc., that recom-
mends the company by donating 2% 
of the completed job's cost to a 
favorite charity of the person who 
offered the recommendation. " I 'm 
proud that our company reaches out-
side the business deal and gives 

^ T h S a l d s b u r ç 
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something back to the community," 
says Joan Lofgren. 

3 Spring a surprise. Golden Gate 
Landscape Management in 

Santa Rose, CA, surprised several 
clients by planting narcissus bulbs in 
select locations during the slow win-
ter season. Clients didn't know about 
the planting until spring, when the 
flowers bloomed. (Photo above) 

4 Reward customer loyalty. 

Eisler Landscapes in Prospect, 
PA, is working wi th a family who has 
been a customer for many years. 
Two of the family members are 
building new homes, and to reward 

Continued on page 55 

"It takes months to find a customer 
... seconds to lose one." 
- Anonymous 

From the front lines 

Knowing your clients 
makes surprises easy 

Take the t ime to learn about 
your customers, and you can 
make a lasting impression. 
Marianne Mumford of 

Landscape Images Ltd. in New 
Orleans consulted wi th a client that 
loved cats. When the proposal was 
delivered, the client was surprised 
to find a bag of goodies and toys for 
the cats as well. By tuning into the 
client's love for the cats, the com-
pany landed a $100,000 job. 

Mike Shannon, vice president of 
maintenance operations for Hillen-
meyer Landscape Services in Lexing-
ton, KY agrees that extra effort pays off 
- which is why a customer service rep-
resentative makes a personal visit 
(with fresh cookies or something spe-
cial that appeals to the client) the day 
after a proposal is delivered. 

Taking the business relationship to 
a more personal level is an important 
aspect of the business for Kaulbars 
Lawns in Bonita Springs, FL. Cards are 
sent for birthdays, illnesses and new 
babies, and gift baskets or flowers are 
sent to thank customers for referrals. 

"One of our customers was diag-
nosed with larynx cancer and our fore-
man did a great job of finding out when 
he would be back from the hospital 
after each of his surgeries. We had a 
plant sent to his house the day he re-
turned," explains Kiryn Pasricha, office 
manager. "Whether it's a card or a 
planter, they are little gestures that our 
customers will remember." 
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BY JIM PALUCH / PRESIDENT JP HORIZONS 

Driving Your Business 

Nurture the art of SURPRISE 

Here's an idea a little different 
f rom what you might expect. 
Let me give you a couple of 
statements that wil l confuse, 

frustrate and create little or no posi-
tive outcome when approaching 
your team wi th them. 

The first statement: "We've gotta 
improve customer service." The sec-
ond: "We've gotta quit getting so many 
complaints." Next: "We've gotta quit 
losing good customers." And finally: 
"We've gotta improve our quality." I 
could go on with many more "gottas," 
but I think you understand the direc-
tion. Generally these statements are 
made by companies that are troubled, 
desperate for business, desperate to 
quit losing business or just desperate 
overall. Desperate companies generally 
make "gotta" statements.This next 
statement may land close to home 
with company leaders reading this arti-
cle. I cringe when I hear this statement 
because I know it is not a call to action 
but is more a call to becoming defen-
sive: "We've gotta exceed customer 
expectations." 

Why do desperation statements fail 
to produce positive results? Because 
they fail to get the individual that we 
are making them to engaged in the 
problem or situation. As soon as an em-
ployee can be placed in a position to 
engage in solutions to a problem, then 
the energy and enthusiasm to solve 
that problem becomes greater. If you 
want to create and keep great cus-
tomers, involve everyone in the 
process and figure out how you want 
to start surprising your clients. 

Involvement works the same for our 
customers as well. The instant our 
clients feel engaged in the design 
process, installation process or follow-

G E T E X C I T E D A B O U T T H E T H R E E "R'S" 
A significant correlation to a customer-oriented organization can be seen in the referrals, 
repeat business and renewals. Often, these three areas are taken for granted but should be a 
gauge indicating how wel l w e are servicing customers. 

How many people in your organization know what percentage of business you renewed this 
year compared w i th last year and the year before? Is it improving, and what can you do to 
keep it headed in that direction? 

How many people know the percentage of your sales that is repeat business because the cus-
tomer has enjoyed doing work w i th you or because of satisfaction w i th the final product that 
you delivered? Asking questions like, "What can w e do to make customers want to spend 
money w i th us again?" engages the employees' thinking, and referrals become the ultimate 
compliment to our service. 

Referrals are present clients proving they trust us enough to tell a friend or associate about the 
experience they had, and evidence of their belief that someone else wi l l have the same experi-
ence. Ring a bell, send off fireworks, stand on your head or do something that draws attention 
to referrals, and remember repeat business and renewals help reinforce the culture of service 
throughout your team. 

up process of a landscape project, they 
will feel more enthusiastic about that 
project. As enthusiasm increases, the 
possibility for surprise is increased. 
With all of this being the case, the criti-
cal step to surprising our clients is to 
ask better questions and make better 
statements that engage both the em-
ployee and the customer. 

The following ideas, exercises and 
approaches will help create a culture 
that focuses on surprising the cus-
tomer. Creating a culture where the 
customer enjoys working and spending 
money with us is essential to separat-
ing ourselves from the competition. The 
basic elements of a customer-focused 
culture are creative thinking, risk taking, 
developing a servant's attitude and un-
derstanding the far-reaching impact of 
the actions we take today. 

A bold move 
Sometimes creativity takes bold 
moves brought about by the owner or 

leaders of an organization. Try this bold 
move. Give each of your management 
team a gift certificate for two to a vari-
ety of the nicer restaurants in your 
city. Tell them to take their spouse or 
friend out to dinner on you, and the 
only catch is that they must come 
back to the next management team 
meeting and present a report on what 
makes this a great restaurant and how 
the concepts learned can be applied to 
your service. Challenge them to inter-
view the restaurant manager and the 
waitresses; ask to go into the kitchen, 
and to take pictures of things they saw 
that surprised them or made their 
evening special. Set a deadline of two 
weeks after the gift certificates are 
awarded. Set aside the time for the 
entire management team to discuss 
the concepts learned and begin to put 
together game plans on how these 
concepts can be introduced in your or-
ganization. 
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B O O K S H E L F 

"Re-imagine!" by Tom Peters 

Focused attention 
Put a big piece of paper up on the 
wall. Not just a regular piece, because 
if we are going to get great big results, 
we want a great big piece of paper, 
one that covers a whole wall. Chal-
lenge your employees to fill the wall 
with brief descriptions of surprising-
the-customer ideas. Every week, pull 
the new ideas off the list, send them 
out to the team and vote on the best 
idea that you can use to surprise your 
customers. Reward the winners and 
watch what happens as the idea is put 
into a game plan and implemented. 

This idea never fails 
The time-tested customer forum is a 
process that brings the employees 
and customers together in a face-to-
face event that acts as a quality sur-
vey, customer service seminar, and 
marketing event. Imagine sitting five 
of your best customers down in front 
of your entire company, whether it's at 
a restaurant or in the cleaned-up main-
tenance bay of the company. Have the 
customers sit at a head table and have 
your employees ask a list of questions 
that will allow your team to under-
stand what the customers' expecta-
tions are and what others are doing to 
win and keep their business. Sample 
questions might be "What do you like 
least and best about our service?" or 
"What are other vendors doing that 
we should consider in order to serve 
you better?" If you really want to sur-
prise your customers, think about pick-
ing them up in a stretch limousine and 
bringing them to your company for 
this client forum. It can be a sit-down, 
catered meal or simply hors d'oeuvres 
to enjoy as they tour your facility. In 
the forum setting, they will be greeted 
by an enthusiastic company wanting 
to know their ideas and sent home 
with a plaque showing your apprecia-
tion for their participation in this spe-

cial event. A follow-up thank you letter 
signed by everyone in the company 
sent the next day will be the finishing 
touch to your ultimate surprising-the-
customer event. The information 
gained and the confidence your team 
experiences in pulling it all off will be 
invaluable as well as an event that 
your clients never forget. I've helped 
many companies do client forums, 
and the lasting effects have proved to 
be incredible. 

Focus on the positives 
Several years ago, ND Landscaping in 
Georgetown, MA, held a contest that 
looked for 100 customer compliments 
before Thanksgiving. Every time an un-
solicited compliment came in, the 
compliment was written on a chart, 
identifying the crew or individual that 
received the compliment and the cus-
tomer that gave it. When 100 compli-
ments were received, everyone who 
received a compliment received a 
company jacket and other prizes. Mea-
suring the positives creates a focus on 
what you want to have happen. 

The above exercises are simple, yet 
put you in the position to try a new ap-
proach. Creating new ideas and new 
paths to go down will create an energy 
that keeps everyone awake and 
focused on servicing the customer. 

In today's market, where change is 
happening so fast, there is no room in a 
successful organization for the word 
"gotta." Gotta is simply a form of pro-
crastination and a passive approach to 
service. Get creative and SURPRISE 
your clients today! • 

Jim Paluch is president of JP Horizons, Inc., 

in Cleveland, OH, and offers People Solutions 

that Drive Business Performance. The JP 

Horizons team has been helping companies 

reap the rewards of positive change for more 

than 15 years. Visit www.jphorizons.com for 

more information. 

More than just a 
how-to book for 
the 21 st century, 
"Re-imagine!" is 
a call to a r m s - a 
passionate wake-
up call for the 
business world, 
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society as a 
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changed, this inspirational book outlines 
how the new world of business works, 
explores radical ways of overcoming 
outdated, traditional company values, 
and embraces an aggressive strategy 
that empowers talent and brand-driven 
organizations where everyone has 
a voice. 
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This time it's personal 
Give some of your time and a little extra effort and you will transform 
a simple business transaction into a long-term committed relationship 
BY CHERYL HIGLEY 

In business, the bottom line is a 
tangible measure of success; but 
for many leaders, going the extra 
mile to elevate a business rela-

tionship to a more personal level is 
equally as important for the compa-
ny's long-term survival. Whether it's 
making life a little easier for your 
customers, giving back to the com-
munity or helping wi th a special sur-
prise, chances are your efforts 
won't go unrecognized. 

Making a pit stop 
After hearing their customers' drivers 
complain about having to clean their 
trucks every Friday, the staff of Skinner 
Nurseries in Jacksonville, FL, surprised 
them with a NASCAR-themed pit 
stop. After their orders had been 
loaded on the truck, the drivers went 
into the office to receive their invoice. 
While they were completing the pa-
perwork, the Skinner pit crew went to 
work, cleaning windshields, the inte-
rior and tires, removing trash, vacuum-

Children get a chance to climb trees 
with the help of SavATree arborists. 

ing and hanging air fresheners. 
"The owners of these companies 

were impressed with what we had 
done," says Kathryn MacKenzie, who 
works in inside sales and helped coordi-
nate the project. 

William Ten Eyck, regional manager, 
said the project achieved its goal: "We 
wanted to bring about a lasting impres-
sion on our customers by doing some-
thing unique that they would talk about 
to others." 

A hare-raising experience 
John Chiarella, owner of Ultimate 
Services Lawn Care in Wolcott, CT is 
accustomed to granting every wish 
for his high-end customers. 

A customer's children wanted to 
give their mother two "Peter Cotton-
tails" for her birthday, which was in 
two days. What sounded like a simple 
rabbit hunt was anything but easy. 
Turns out Peter Cottontail is a hare, 
which isn't nearly as easy to find. The 
staff spent Tuesday and Wednesday 
searching and finally located a farm that 
raised hares. Chiarella went to the farm 
and waited until 11 p.m. for the owner 
to return. By midnight, Chiarella had the 
hares, and they arrived at their new 

home just in time for the children to 
surprise their mother. 

"We service our clients, period. 
There is nothing we won't do - what-
ever keeps them happy - because in 
the end it's all worth it," Chiarella says. 

Making a connection 
According to Luann O'Brien, vice pres-
ident of marketing and sales develop-
ment at SavATree in Bedford Hills, NY, 
anyone can make money, but people 
make a difference. Look beyond the 
landscape, says O'Brien, and that is 
where you'll find some of SavATree's 
best work. 

For example, while looking for a way 
to honor a 15-year employee, a man-
ager found a letter from a customer 
commending the worker for a job well 
done. The customer had died five years 
earlier, and the employee took it upon 
himself to care for his cemetery plot, 
even picking the widow up from the 
train station and traveling with her to 
the cemetery. 

"You can't resist going the extra 
mile when you care about the cus-
tomer," O'Brien says. 

Many of SavATree's clients are ac-
tive in their communities, and SavATree 



Look beyond the green 
Owners gather inspiration from other industries 

Skinner Nurseries in Jacksonville, FL, 
surprised its customers with a 
NASCAR-themed pit stop. While the 
drivers completed paperwork, Skinner 
employees cleaned their trucks. 

works with them to support those 
causes. It extends SavATree's relation-
ships with their clients but also allows 
them to be good citizens as well. 

SavATree enthusiastically supports 
Arbor Day and Earth Day activities and 
sponsors popular Kids Tree Climbing 
events in clients' communities. But 
perhaps no community project was 
more important than when SavATree 
volunteers journeyed to St. Paul's 
Chapel, across from Ground Zero in 
New York City, in April 2002. 

Workers climbed into the trees, re-
moving imbedded glass, draperies, 
clothing and other debris that were 
caught in the limbs. Everything they re-
moved was given to the FBI as part of 
the investigation. 

"Our mission was to restore the 
trees on this site, which was the spiri-
tual and community center of the 
Ground Zero reclamation efforts follow-
ing the Sept. 11 terrorist attacks," 
O'Brien explains. "I saw arborists gin-
gerly repositioning little American flags 
and children's artwork at the base of the 
fence that was the focal point of our 
country's mourning. It was an unbeliev-
able experience and became a defining 
chapter in our company's history." 

The power that comes from forging 
that personal relationship cannot be 
underestimated. 

"We don't see our customers as 
revenue sources. We see them as 
human beings. By donating our talents, 
spirit and enthusiasm, we have devel-
oped meaningful, multifaceted cus-
tomer relationships that are woven 
seamlessly in the fabric of our organiza-
tion," O'Brien says. 

BY CHERYL HIGLEY 

Moving outside of your com-
fort zone can bring unex-
pected surprises. Turning 
the tables on a group of 

owners who strive every day to 
deliver outstanding customer serv-
ice, we asked them how they've 
been surprised as a customer: 

Going HOG wild 
For Bill Gerhardt, owner of Green-
Scapes Landscape Architects & Con-
tractors in Columbus, OH, Harley-
Davidson epitomizes success by selling 
an experience, not just a product. 

"When you buy a Harley you are 
buying a 'Rebel Experience.'You get to 
be James Dean every time you ride," 
Gerhardt explains. "In addition, you are 
given a free one-year membership in 
the Harley Owners Group. This is not 
something I would have joined, but it 
was a surprise. They have rallies, special 
deals and notices of what is going on so 
you can hang out with your fellow HOG 
members." 

Comforts of home 
Kris Kaylor of Kaylor Landscape, Porter-
ville, CA, went on a 600-mile, four-day 
dirt bike trip in Baja, Mexico, where he 
experienced great customer service. 

"The company that we rode with 
made sure that our every need was 
met, and mostly without asking. They 
kept our bikes serviced, offered plenty 
of food and water on the trail, delivered 
and loaded our bags at every room and 
took us on special unmarked trails. If all 
service-oriented businesses would de-
liver a little bit more than what the cus-
tomer is expecting, it would make for 
more repeat business, word of mouth 
and happy customers." 

Make them saw 'WOW!' 
Johnette Taylor, owner of Roundtree 
Landscaping in Dallas, says she learned 
some tips to " w o w " her customers 

For GreenScapes' Bill Gerhardt, 
Harley-Davidson delivers the ultimate 
customer experience. 

from her local car dealership. When 
she takes her car in for service, she is 
greeted by name and offered a seat 
and snacks in a comfortable lounge. If 
she is in a hurry, they offer to take her 
to work. Once the car has been re-
paired, it is returned - washed and vac-
uumed. Inside is a gift from the dealer 
and a local department store. 

"That is wow service," Taylor says. "It 
doesn't need to be elaborate, but it goes 
above and beyond their expectations." 

Attention to detail 
David W. Rooney, owner of Rooney 
Landscape, Rolling Meadows, IL, was 
impressed by the owner of a bistro dur-
ing a night out with his wife and an-
other couple. 

"We hadn't been to this restaurant in 
over two years, but the owner greeted 
me by name," Rooney says. 

After he introduced himself to 
Rooney's companions, the owner made 
recommendations and took the groups' 
coats and stored them in his office. 

"Moments after my group got up to 
leave, the owner appeared with coats in 
hand and thanked us for coming," 
Rooney says. "What impressed me the 
most is that he has trained his people to 
do their jobs, which allows him to be the 
ambassador of his business. That is the 
one job you cannot train anyone for but 
yourself." 

GreenScapes 
Landscape Co. 
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By the numbers 

BY DAVID ZERFOSS / PRESIDENT HUSQVARNA 

To succeed, exceed expectations 

You're probably familiar with 
the old saying, "Build a better 
mousetrap and the world will 
beat a path to your door." In 

today's business environment, any-
one who follows that advice exclu-
sively will find himself pretty lonely! 

That's because it's no longer enough 
simply to have a good product. Your 
customers expect - and deserve - ex-
cellent service as well. 

At no other time in history have con-
sumers had more options. Go to any 
supermarket and you will see evidence 
of that. Count how many kinds of 
toothpaste are available, or how many 
varieties of ketchup. 

Your customers have choices, too. 
But you have an advantage over super-
market products: you can interact with 
your customers. And the way that you 
and your employees interact with cus-
tomers will be critical to determining 
the success of your business. 

To succeed - to stand out from your 
competitors - you need to provide out-
standing service that exceeds cus-
tomer expectations. By fulfilling your 
customers' needs and surpassing 
those expectations, you will retain and 
grow their patronage. 

Naturally, each customer will have 
specific needs. But here are four tips 
for getting you started on the road to 
outstanding customer service: 
1, Ask - and listen. Find out what your 
customers want by asking key ques-
tions about how you can help solve their 
problems. A brief written survey can be 
a starting point, perhaps included with 
your next invoice mailing. If you have a 
few large customers, a series of per-
sonal meetings may be appropriate. The 
important part is to engage your cus-
tomers in a dialogue and to make sure 

Enthusiastic employees can deliver 
outstanding service, which helps to 
foster customer loyalty. 

they understand that their input is very 
valuable to you. It demonstrates a com-
mitment on your part to maintaining and 
improving the relationship. 

The second component is to "listen" 
- that is, to really hear what your cus-
tomers are telling you, either explicitly or 
between the lines. It might be some-
thing you don't want to hear. However, 
this process will identify issues to help 
your business grow - by allowing you to 
see the relationship from the cus-
tomer's perspective. Then you can take 
appropriate action steps in response. 
2 Small investments add up to big 
results. You want to keep your cus-
tomers for the "long haul" because 
long-term relationships are usually the 
most profitable. Statistics indicate that it 
costs twice as much to gain a new cus-
tomer as it does to keep a current one. 

Therefore, be willing to provide the 
little things that keep customers happy, 
above and beyond your typical service. 
Some hotels deliver a complimentary 
newspaper to their guests. An auto re-

pair shop washes customers' cars 
when service is completed. What small 
"extra" service could add up to cus-
tomer loyalty for you? 
3. Create employee support and enthusi-
asm for your brand To your customers, 
your employees are your company. 
They are a key touch point for your 
brand, and by hiring them you've 
placed your brand in your employees' 
hands. Do your employees understand 
the impact that they can have on your 
business - your brand? Training and 
education of your employees and em-
powering them to deliver excellent 
customer service is key to developing 
and maintaining brand value. 
4 Develop programs that reward 
excellent service - and excellent results. 
Rewarding excellent customer service 
is always less costly than the alterna-
tive loss of customer loyalty. 

At Husqvarna, our approach is the 
"Total Source Solution." Our family of 
products is designed to meet all out-
door power equipment needs. That also 
extends to customer-service practices. 

We work hand-in-hand with thou-
sands of retailers and end users every 
year to provide training and support. 
We maintain retailer and consumer 
web sites with the latest product infor-
mation. Our toll-free customer service 
line fields product questions and re-
quests. These examples of our Total 
Source" service contribute to our goal 
of providing every customer with a 
great experience. 

We know that technology will con-
tinue to advance, and like the old say-
ing, new "mousetraps" will be intro-
duced. However, if you provide 
outstanding service that exceeds ex-
pectations, your customers will con-
tinue to beat a path to your door. • 



Association Spotlight 
F O C U S : P R O F E S S I O N A L L A W N CARE A S S O C I A T I O N OF A M E R I C A 

The Professional Lawn Care 
Association of America is the 
premier global trade association 
for residential and commercial 

lawn care professionals. Its goal is to 
develop leaders and to help their 
businesses succeed by developing 
education programs, defining indus-
try standards and serving as the 
voice of the lawn care industry 
through its legislative activism. 

"We have so many good people de-
livering quality results and customer 
service but their businesses fail be-
cause they're not good business man-

J U S T T H E F A C T S 

PLCAA 
1000 Johnsons Ferry Road NE 
Suite C-135 
Marietta, GA 30068 
(800)458-3466 
www.plcaa.org 

Founded: 1979 

Members: PLCAA membership includes 
more than 1,000 companies that range in 
size from small enterprises to large public 
corporations and franchise operations. 
Services to commercial, industrial, gov-
ernmental and residential customers in-
clude fertilizer and pest control applica-
tions, mowing, seeding, sodding, 
aeration, dethatching, trimming, orna-
mental shrub and small tree care, land-
scaping, irrigation and renovation. 

Jim Campanella Gary Clayton 

agers," explains PLCAA President Jim 
Campanella. "Our members are excel-
lent at diagnosing turf and pest prob-
lems, but we offer them technical and 
business management resources to 
help them succeed." 

PLCAA is extremely involved in gov-
ernment affairs, and Executive Vice 
President Gary Clayton says the associ-
ation's involvement is essential, not 
only for its members but also for the in-
dustry as a whole. 

"Our leadership role is to lead and 
inform at every level. Not only do we 
represent our members on Capitol Hill, 
but we also can help them tackle local 
and state issues that arise as well," 
Clayton says. 

Educational opportunities offered by 
PLCAA include workshops, training and 
resource materials, an annual manage-
ment conference and the annual Green 
Industry Conference at GIE. 

PLCAAs Certified Turfgrass Profes-
sional and Certified Ornamental Land-
scape Professional certification pro-
grams also help organizations build 
leaders while adding another level of 
professionalism to the company and 
the industry that it represents. 

"By taking the time to become certi-
fied, it shows that you are qualified and 
professional - that is important from a 
marketing and consumer perspective. 
Everyone should make the effort to be-
come certified. It makes your organiza-
tion look good and it shows your pride 
for the industry," Campanella says. 

Continued from page 49 

their loyalty, Eisler is designing their 
landscapes for free. "Each of these 
projects will be well into the six fig-
ures, and the design is our gift to 
them for being such great clients" 
explains President Eric French. 

5 Do your job. ND Landscaping, 
in Georgetown, MA, earned a 

new client just by doing its job. While 
cutting a customer's lawn in the rain, 
a neighbor came by and mentioned 
that he saw the technicians come at 
the same time and day each week, 
rain or shine. That neighbor is now a 
client of ND Landscaping. "Even 
without trying to surprise people, we 
sometimes do by showing up when 
we're scheduled and doing excellent 
work," says Rich Clough. 

6 Inform your customers. K&D 

Lawn Care Service in Norfolk, 
VA, sends out a monthly newsletter 
with news and articles from each 
department. "I have had several calls 
about its success," says President 
Ed Romm. "This is something we 
talked about for two years. Had I 
known its success, I would have 
done it sooner." 

7 Be a good neighbor. Marianne 
Mumford of Landscape Images 

Ltd. in New Orleans says many cus-
tomers become nervous about how 
their neighbors might react during 
the construction phase. To ease 
those concerns, Landscape Images 
delivers annuals to the neighbors 
with an introduction about what will 
be happening. "We assure them 
that we will be there to make sure 
all goes smoothly and that if they 
have questions they can call us," 
Mumford says. 

8Helping a friend in need. Shear 
Scapes in Woodbridge, VA, is 

extending a helping hand (and green 
thumb) to a client who has cancer. 
"Because of the illness, money is 
very tight for them right now, so we 
will provide spring cleanup and sum-
mer flowers for free," explains owner 
Nancy Marouf. 

http://www.plcaa.org
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IT'S TOUGH. 
IT'S LOADED. AND IT 

COULD BE YOURS. 
Visit the official Web site to enter online, for 

official rules, regulations and complete details, and 
for monthly equipment giveaways. 

O r call I-877-4AHUSKY, or pick up an official 
entry form at your nearest participating retailer. 

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

trlCfU U , . , ^ » , ©2004 Husqvarna 

If you're a professional landscaper, you know only Husqvarna offers you the Total Source Solution for all 
your outdoor power equipment needs. And now, with our Total Source Landscaper Sweepstakes, you 
could win a new piece of Husqvarna Outdoor Power Equipment each month, or take home a grand prize 
guaranteed to take your business to the next level. Only Husqvarna could pull together a Total Source 
Package this powerful. 

Grand Prize 
Its the official 2004 Husqvarna-lsuzu N-Series Landscaper Truck 
packed with all new Husqvarna Outdoor Power Equipment—like one 
of our big Zero Turn Mowers, a Hydro Walk Mower, Backpack Blower, 
Trimmer, Hedge Trimmer and Chain Saw. Put it all in your new, Isuzu 
commercial truck with a landscaper body, gas powered engine, 
automatic transmission, air conditioning, mower ramp and a full sized 
tool rack. We'll be giving this all away to one lucky winner at this year's 
2004 Green Industry Expo in November. 

Second Prize 
Tickets for two to a NASCAR race of your choice in 
Charlotte in 2005 (including travel and accomodations). 

Third Prize 
Tickets for two for a King's Experience at Richard Petty Driving 
Experience available at various tracks around the country. 

ENTER TO WIN: 
ivww.HusqvarnaTotalSource.com 

Powerful Equipment. Powerful Giveaway. 
SWEEPSTAKES 

R e a d y to F e e l t h e P o w e r t -



Soil sensors 
make sense 

Soi l m o i s t u r e m o n i t o r i n g t a k e s t k e 
g u e s s w o r k o u t off i r r i g a t i n g l a n d s c a p e s 
w i t h d i f f e r e n t w a t e r n e e d s 

BY MIKE MILLER 

ensors are nothing more 
than technological devices 
that monitor a variety of 
external factors. They sur-
round us in our everyday 
life. So when it comes to 
watering our landscapes, 

why don't we have sensors that can do the 
job for us? 

Many attempts have been made at sen-
sor-based watering. The present ET (évapo-
transpiration) controllers are sensor based. 
Weather station sensors measure external 
factors such as sunlight, wind and tempera-

ture to estimate water loss in the soil. Sen-
sors are also connected directly to con-
trollers to measure temperature or humid-
ity or sunlight. Water schedules are 
changed based on weather conditions. 
This seems simple but because of the com-
plexity of commercial landscapes this 
method has only had limited success. 

This begs the question, "Why not mea-
sure the moisture in the soil directly and let 
the sensor control the watering directly?" 

A long history 
Soil moisture sensors have been used in 
agriculture for years. There are many dif-
ferent types of soil sensors ranging in price 
from $20 to $10,000. There are also differ-
ent ways to measure moisture in the soil. 
The most common method (without get-
ting into the expensive nuclear probes) has 
been to pass electricity through two elec-
trodes and measure the resistance. In the 
past there have been numerous problems 
with these kinds of sensors. 

In order to control watering, a soil sen-
sor must be easy to install, durable, provide 
consistent readings and be affordable. Until 
recently such a sensor wasn't available. 

By modifying some old technology used 
during World War II, a new breed of sen-
sor is emerging. These sensors measure the 
speed of light (or an electronic wave) that 
is passed through the soil to determine the 
moisture content. (Light travels slower in 
water than in air.) And with the cost effec-
tive power of the microchip these sensors 
are affordable. 

But a sensor alone won't do the job. The 
sensor has to be attached to an irrigation 
controller. There are two ways the sensor 
can be used by the controller, either as an 
"interrupter" that shuts water off when it 
gets too wet or as an integrated sensor that 
actually controls the watering. Rain Bird and 
WaterWatcher sell the interrupter sensors. 
These sensors interrupt the ground wire 
connection on an already existing controller. 



Baseline, Acclima and Irrometer sell the 
totally integrated controllers. 

Small but mighty 
When sensors are installed the landscape is 
divided into microclimates (zones that 
have similar watering profiles). A sensor is 
placed in each microclimate. 

Soil moisture sensors work similarly to 
the thermostat in your house, which mea-
sures the temperature in a single room and 
controls the heat output. If there are ad-
justments by room, then dampers are 
opened and closed. A soil sensor operates 
in basically the same way. One sensor can 
control many zones. If a zone is drier than 
the master zone, then the dry zone is wa-
tered more. 

One of the past problems with soil sen-
sors had to do with wiring the sensor to 
the controller. This often meant lots of 
digging and trenching. New advancements 
in communications, however, allow sen-
sors to be attached directly to the existing 
valve wires so there is minimal trenching. 

Soil moisture sensors 
work similarly to the 

thermostat in 
your house. 

Another issue with sensors is where to 
place them. Again, modern technology 
has come to the rescue. Place the sensor in 
a place that gets average watering. But if it 
is placed in a wet or dry spot, adjustments 
can be made at the controller. 

Can do's and can't do's 
With a sensor controlling watering, the 
landscape will always get the right 
amount of water, eliminating over- and 
under-watering. There will be no sched-

ules to input (except watering restriction 
times), and the controller will adjust 
watering for all changes in weather and 
in seasons. 

But don't think that sensors will solve 
all your watering problems. Most prob-
lems with landscapes have nothing to do 
with the watering schedules. Controllers 
cannot correct poor landscape planning 
or bad distribution uniformity. And sen-
sors cannot correct a customer's over-
whelming desire to make a wetland out 
of his landscape. 

Also be aware that, as with all irriga-
tion controllers, sensor-based controllers 
should not be set and forgotten. While 
soil-sensor-based systems are much easier 
to adjust, no landscape should go unmoni-
tored. No matter what controller is used, 
there's nothing like a good walkaround 
once a week to look for broken heads and 
valves and to keep landscapes and water-
ing in balance. 

We're surrounded by sensors in practi-
cally every part of our lives, from toasters 
to airplanes. So why don't we have sensors 
that will water our lawns? Actually, ET-
based sensor control of watering has been 
around a long time. But ET sensors were 
always monitoring external factors. Now, 
with modem technology and the advance-
ment of the microchip we have reliable 
and inexpensive soil moisture sensors inte-
grated into soil-moisture-based controllers 
that control watering based on actual mois-
ture in the soil. 

These controllers are just starting to ap-
pear in the market. As more models are in-
troduced and prices drop, soil-moisture-
based watering will become the preferred 
method for watering landscapes, lm 

— The author is manager of Baseline 
Systems, L.C. He can be reached at 

mike@baselinesystems.com. For more 
information on Baseline, visit 

www.baselinesystems.com. 

mailto:mike@baselinesystems.com
http://www.baselinesystems.com


T m Going To Eat Up To 
4 lbs. Of Your Succulent, 
Well-Manic 1 

Turf Each Day... 
But Don't Worry, 
r 11 Give You 
2 lbs. Back." 

Take Back Your Turf! Learn more at www.flightcontrol.com 
or call your SePRO FligitControl PLUS expert at 1-800-419-7779. 

Circle 109 

FLIGHT CONTROL: PLUS 
SePRO Corporation 11550 North Meridian Street, Suite 600, Carmel, IN 46032 www.sepro.com 
FtgNControl • a registered trademark al Moon Uto Sciences Always read Mid tttow label dvecbon* O Copyright 2004 SePRO Corporation 

4 pounds turf = 2 pounds of goose droppings! 

Growing populations of non-migrating (resident) Canada geese can destroy 
turf and create an unsightly and unhealthy environment from their droppings. 
Golf course superintendents and lawn care professionals who use 
RighlContrvP PLUS on turf know it is the O N L Y goose repellent that 
provides both a consequence and warning for nuisance geese. 

RighiContrvl PLUS is a harmless yet effective digestive irritant that 
encourages unwanted geese to move quickly to other feedings sites. 
Geese, unlike humans, have the ability to visually recognize turf treated 
with RighiContrvl PLUS, warning them from grazing in the treated area 
again. RightContrvl PLUS is rainfast, remains on irrigated turf, and will not 
harm the geese, humans, or other animals. Flight Control PLUS has the active 
ingredient 9,10-Anthraquinone, and does N O T contain Methyl Anthranalate 
(from grapes) found in other goose repellent products. 

http://www.flightcontrol.com
http://www.sepro.com


Game over, grubs. MACH 2* specialty insecticide is the proven season-long force against grubs, cutworms, sod 
webworms and armyworms. And it costs up to 10% less per acre than the other leading brand. Plus, it comes with 
a hassle-free performance guarantee. Combine that with a standard 2-lb. a.i. per acre rate for all grub species and 
a wide application window - clear through the second instar and without the need for immediate irrigation - and 
you have one powerfully cost-effective insecticide. So now it's easier than ever to say hasta la vista to grubs, baby. 

tSome limitations and conditions apply. For details, please visit www.dowagro.com/turf or see your supplier. 

http://www.dowagro.com/turf


Maximum power for 
season-long grub control. 

Dow AgroSciences 

MACH 2 
Specialty Insecticide 

www.dowagro.com/turf 1-800-255-3726 t rademark of Dow AgroSciences LLC. Always read and follow label directions. 

http://www.dowagro.com/turf


Solutions Center 
REAL ANSWERS TO REAL CHALLENGES 

Profit from 
prevention 
M a n y p r o p e r t y o w n e r s a r e 
e m b r a c i n g t h e i d e a off 
s e a s o n - l o n g f i r e a n t c o n t r o l 

BY RON HALL / Editor-in-Chief 

There are an estimated 
150 fire ant control 
products in the mar-
ketplace. They offer 

varying degrees of control, 
most of them effectively killing 
foraging ants and/or destroying 
their mounds. But these fixes 
have been (to this point, any-
way) short term with a new 
batch of ants moving onto a 
property within weeks, build-
ing unsightly mounds and 
threatening, with painful bites, 
anybody or anything that dis-
turbs them. 

Problem: 
Callbacks, complaints 
The problem for lawn care pro-
fessionals, apart from customer 
complaints, has been costly 
callbacks to retreat for re-infes-
tations. But that's changing. 

Lawn service professionals 
in the South have a new profit 

opportunity — preventative 
fire ant control. Along with 
that, some are providing cus-
tomers with guarantees that 
their properties will be "fire ant 
free" for an entire season. 

It's an idea that many lawn 
care customers find hard to un-
derstand but once they do they 
find it equally hard to resist, 
says Judi Pittman, owner of 
Nitro Green Lawn Care, Madi-
son, AL. Who does she target 
with this message? People who 
maintain active lifestyles on 
their properties, customers 
with children and/or pets or 
those that get joy out of gar-
dening, for example. 

Pittman admits she was hes-
itant to promise clients season-
long "fire ant free" properties, 
but after two years of excep-
tional results, she knows that 
she can do it and many of her 
clients want it. 

"This year, in addition to 
marketing to our current cus-
tomers each time we have a 
contact with them, we're also 
marketing this service to our 
new customers and about 20 
percent of them have signed 
up for our fire ant program," 
says Pittman. 

Solution: 
They stay away or die 
The reason for her confidence 
is the new TopChoice granular 
fire ant insecticide from Bayer 
Environmental Science (Bayer 
ES). Originally adopted by turf 
managers for its ability to slay 
pest mole crickets, it was later 
found to be both curative and 
preventative for fire ants, as 
well. Bayer ES claims that it 
gives at least 95% fire ant con-
trol for up to a year with a sin-
gle application. 

The reason for this lies, in 
large part, with the product's 
active ingredient, fipronil. For-
aging ants contact the granules 
containing fipronil and return to 
their mounds where they (and 
the product) come in contact 
with other ants. Eventually the 
insecticide reaches the queen 

and once she's gone and the 
workers are dying, the colony 
collapses. The product, because 
it acts relatively slowly, spreads 
throughout the colony without 
the ants being aware of it. The 
product takes several to six 
weeks to destroy a colony, de-
pending upon conditions. 

Unlike other fire ant controls, 
the product provides a lengthy 
residual effect and creates, in ef-
fect, an exclusion zone. If and 
when new ants appear on 
treated property they die. 

While the product can be 
put down any time of the year 
and still retain its long-term ef-
fectiveness, says Bayer ES, 
Pittman's techs apply it in 
spring for two reasons: 

• that's when mounds ap-
pear and people start calling. 

• often lawns are too soggy 
for her techs to use their ride-on 
Perma Green spreaders for fer-
tilizer applications,so they 
apply TopChoice with walk-be-
hind broadcast units. For 
flowerbeds, they apply it with 
hand spreaders. 

The product's label restricts 
its use within 15 ft. of fresh 
water or 60 ft. of salt water or < 
an estuary. Bayer recommends § 
using Maxforce Fire Ant bait 

DC 

near water as well as near hard- g 
u 

scapes, such as curbs, pavers g 
o 

and sidewalks, lm a. 



Excellent Sales Rep. 

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[<;:/^Kj G r o w i n g S m a r t e r . 



TECHNOLOGY YOUR G l M ) E TO PRODUCT RESEARCH 

Trimmers 
& edgers 

i ü 

• Confused about handle style? 
Bicycle handles are for heavy brush; 
loop handles are for trimming 
grass...never brush 

• Some units allow operation from 
either side.. .great for southpaws 

• Check ease of starting. 
Now, check again 

• Try on the harness. Does it cut 
the shoulder? 

• Look for cushioned handholds, 
straps, anti-vibration technology 

• Proportions and weight distribu-
tion differ among models 

• Be sure units meet 2005 emissions 
standards, CARB requirements 

• How easy is it to clean filters? 

• How long does it take to change 
blades or strings? 

• How many feet of line does the 
string trimmer's head hold? 

• Be sure to get fuel capacity to 
sustain the task at hand, but still 
keep the unit lightweight 

• Compare warranties 

Shindaiwa k 
T272X Blade Capable Trimmer is powered 
by a 27.2cc, 1.5-hp engine based on the 
legendary T27/T270. Two-ring piston, 
chrome-plated cylinder and heavy-duty air 
filter for exceptional durability and engine 
life. Since better blades mean sharper edges 
on landscapes, Shindaiwa's commercial 
hand-held lawn edger blades give a sharp, 
beveled edge for easier cutting and less 
resistance. 
For more information contact Shindaiwa at 
800/521-7733 or www.sh inda iwa .com I 
circle no. 262 

Little Wonder 
Model 6232 ProEdger is powered by a 4-hp 
Honda engine. OHV steel sleeving, extended 
engine life, 30% better fuel economy and 
low-oil alert make for economical operation. 
Like others units in the series, it has fingertip 
controls and large 3-qt. gas tank. 
For more information contact Little Wonder at 
877/596-6337 or www. l i t t lewonder .com I 
circle no. 263 

BY CURT HARLER 

EFCO 
Powerful E8753BAV is a 52.5-hp straight 
shaft trimmer with bike-style handle. One of 
several units available, it comes standard 
with three cutting attachments: line trimmer 
head, 3-tooth grass/weed blade and 80-
tooth brush blade. Anti-vibration design, 
ability to carry or wear the unit and 
adjustable handles make it ergonomic. 
For more information contact EFCO at 800/447-
1152 or www.t i l tonequipment .com I 
circle no. 264 

Greenline 
Attachments, replacement parts, blades and 
consumables for popular edgers and trimmers 
like RedMax, Little Wonder, Maruyama and 
Shindaiwa are available through the Greenline 
catalog or online. Free freight on most orders 
over $300. 
For more information contact Greenline at 
800/356-0171 or www.greenlinedist .com I 
circle no. 265 

Echo 
Echo has a full line of string trimmers, includ-
ing the 30.5cc U-Handle model. Like other 
trimmers in the line, it includes electronic igni-
tion, all-position diaphragm carb with purge 
pump, vibration-reduction system and semi-
automatic, dual tine head with 0.095 nylon 
line that cuts a 17-in. swath. 
For more information contact Echo at 800/432-
3246 or www.echo-usa.com I circle no. 266 

http://www.shindaiwa.com
http://www.littlewonder.com
http://www.tiltonequipment.com
http://www.greenlinedist.com
http://www.echo-usa.com


Deere 
The professional grade XT140SELE Stick 
Edger has an efficient 1.6-hp, low-emission 
M-Series engine, quieted by low-tone, glass-

» 

LI EI l i » 

Seeding with Soil. ^ m 
Sensational Results. 
The r e v o l u t i o n a r y a n d p a t e n t e d seed ing 
sys tem o n t h e Express B l o w e r " is un l i ke 
a n y t h i n g y o u have ever exper ienced . 
Seed a l a w n , a s lope, a be rm, a r o o f t o p 
terrace, or even a r iverbank - al l in one easy, 
ca l i b ra ted process. Call us t o d a y a n d ask 
h o w a n Express B lowe r t ruck can increase 
the p ro f i t ab i l i t y o f y o u r bus iness. 

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

Terraseeding " 
Erosion Control 
Athletic Fields 

^Hpressi/ouier 

800-285-7227 
www. expressblower. com 

wool-lined aluminum mufflers. Weighs 13 
lbs., including a fuel capacity of 20 fl. oz. 
Smooth, anti-vibration clutch housing. Unit 
includes angled 59-in. shaft, a large guide 
wheel, an 8-in. blade for tough turf, ad-

justable depth control up to 2.25 in. and 
cast-aluminum edger blade housing. 
For more information contact Deere at 
800/503-3373 or www.johndeere.com I 
circle no. 269 

Husqvarna 
Husqvama's 326Lx 
trimmer's lighter weight 
combined with a high-
torque engine assures high 
production with less fatigue. 
The specially designed loop 
handle and compact engine make it easy to 
turn and use at varying angles. It features 
Husqvama's E-TECH II engine, a new tech-
nology that meets more demanding environ-
mental requirements. 
For more information contact Husqvarna at 
800/487-5962 or www.usa.husqvama.com I 
circle no. 267 

Vandermolen 
L4320K trimmer cuts a 22-in. swath. Throttle 
lock, deadman engager, finger trigger throttle, 
on/off slide switch all are on shaft handle. Unit 
weighs 15.5 lbs. without cutting head. Pow-
ered by 43.2cc Kawasaki engine that's CARB-
and EPA-compliant. Full cross-back safety 
harness with side pad and one-pull release. 
Has 1-liter fuel tank. 
For more information contact Vandermolen at 
973/992-8506 or vancorp@superlink.net I 
circle no. 268 

http://www.johndeere.com
http://www.usa.husqvama.com
mailto:vancorp@superlink.net


fuel tank and a light 12.6-lb. weight, the 
BEH2500 is made for every landscaping job. 
For more information contact Robin at 800/929-
1948 or robinoutdoorpower.com I 
circle no. 272 

clutch in a metal housing reduces breakage 
and slippage. 
For more information contact RedMax at 
800/291-8251 or www.redmax.com I 
circle no. 274 

Sarlo 
Weedboss hand-held trimmers feature B&S 
Fource 4-cycle engine that delivers more 
power, durability and easy starting. Extra 
power means trimmers can cut through thick 
wet grass without bogging down. No need to 
mix gas and oil. Engines exceed 2005 EPA 
emissions standards, meet all CARB stan-
dards. Visit their new Web site. 
For more information contact Sarlo at 800/749-
5296 or www.weedboss.com I circle no. 275 

Kawasaki A 
The high-power KTR27A string trimmer has 
a 26.3cc engine, but the key benefit is its 
ease of starting. Just a half-pull starts the 
engine. Reduced recoil pulling force, fully 
covered carb, one-piece fan housing, 
easy to service air cleaner element and 
muffler screen. 
For more information contact Kawasaki at 
877/529-7697 or www.kawpowr.com I 
circle no. 270 

Stihl 
The MM-55 Yard Boss is perfect for light land-
scaping duties. This multi-task tool converts 
from an edger to aerator, dethatcher or paddle 
sweeper. Front and rear carry handles, inte-
grated throttle control with on/off switch, pro-
tected control panels. The MM-55 has a 
27.2cc 1.07-hp motor. It weighs 20.7 lbs. with-
out attachments. 
For more information contact Stihl at 800/467-
8445 or www.stihlusa.com I circle no. 271 

Robin 
Robin's new BEH2500 features the Robin 
24.5cc 4-stroke engine and provides perfor-
mance and easy serviceability. Its 4-stroke en-
gine cuts down on noise and pollution, while 
giving ample edging power. With a 16.9-oz. 

Bear Cat 
Constructed with solid steel frame, EZ Trim-
Mowers are tough, yet light enough for one 
person to unload. Family of trimmer mowers 
offers engines from 5.5- to 6.5-hp, manual or 
electric-start, push or self-propelled drive and 
tilt and trim. All EZ TrimMowers have a cutting 
width of 24 in. and offer cutting heights of 1-
7/8 in. and 2-3/4 in. Heavy-duty .155-mil string 
is standard, .130 mil is optional. 
For more information contact Bear Cat at 
800/247-7335 or www.bearcatproducts. 
com I circle no. 273 

RedMax • 
Powerful new string trimmer, the RedMax 
BCZ3000S meets CARB and EPA 2005 stan-
dards without a catalytic converter. The 
29.4cc, 1.4-hp Strato-Charged engine has a 
heavy-duty commercial air cleaner and the 
Free Flow system, which reduces clogging of 
air intake and assures that leaves and debris 
won't overheat the incoming air. 2.5-in. 

Sierra Prime Line 
Replacement trimmer parts and accessories, 
including nylon blades, line and filters, are 
available for quick shipment from Sierra. Order 
line by the 3-lb. or 5-lb. spool. Find everything 
from gas caps to edger blades to fuel line 
assemblies in the catalog or on-line. 
For more information contact Sierra at 
217/324-9400 or www.primelinepe.com I 
circle no. 277 

continued on page 68 

Makita • 
At 11.8 lbs., the 
EM4251 claims to 
be the world's light-
est commercial mini-4 stroke 
string trimmer. Has 16-in. 
cut width. Powered by a 
24.5cc engine, its 
16.9-oz. fuel tank offers 
great fuel efficiency. Easy to start, 
quiet running, with solid state igni-
tion. Overall length is 67.25 in. 
For more information contact 
Makita at 800/462-5482 or 
www.makitausa.com I 
circle no. 276 

http://www.redmax.com
http://www.weedboss.com
http://www.kawpowr.com
http://www.stihlusa.com
http://www.bearcatproducts
http://www.primelinepe.com
http://www.makitausa.com


When you need 
the green 
but not the growth... 
Whether you need to correct chlorosis or just 
get the turf looking it's greenest, Ferromec® 
Liquid Iron is the top-rated sprayable iron 
option. Ferromec assures that the turf under 
your care is the greenest green possible -
without the excessive growth associated with 
heavy nitrogen use. 

Ferromec's unique iron/sulfur/nitrogen formula 
has been proven time and time again to pro-
duce rapid green-up - usually in just 24 hours! 

• Corrects chlorosis due to iron deficiency 

• Promotes healthy plant growth 

• Avoids problems associated with 
lush growth 

• Economical 

• Green-up in 24 to 48 hours 

Ferromec@ Liquid Iron for fast, 
dependable green-up -
without unwanted growth! 

G I 1-800-821-7925 c o R p o R a t i o n 
ferromec.pbigordon.com An Employee-Owned Company 

Always read and follow label directions. 

C 2004. PBI/GORDON CORPORATION. FeRROMEC is a registered trademark of PBI/Gordon Corporation. 4-2004/11808 
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GORDON'S K S G 

FeRROMEC AC 
LIQUID IRON 

15-0-0 — 

NET CONTENTS: 2.5 U.S. GALLONS (9.46 liters) 
NET WT 2® 75 LBS. 



LM Reports 

continued from page 66 
Maruyama • 
Maruyama's BST23 trimmer features 

a light, compact design. This 

9.8-lb., 22.5cc machine has 

commercial features like a die-

cast aluminum clutch housing, 

high and low frequency anti-vibra-

tion mounts, structural aluminum 

outer tube and a threaded drive-

shaft mount. Recoil Assist Starter 

System requires 30% less effort 

to get running than a traditional 

starter system. 

For more information 
contact Maruyama at 
253/735-7368 or 
www.maruyama-us.com I 
circle no. 278 

Tanaka • 
The TCB-230 trimmer/brush cutter is 
powered by a 21 cc, 1.1 -hp low 
emission 2-stroke en-
gine. Bearing 
supported, solid 
steel drive shaft 
provides smooth 
and efficient 
power transfer from 
the engine to the cutting head. 
Semi-automatic cutting head holds 
25 ft. of .095 nylon line. Meets CARB 
and EPA standards with up to 70% 
reduced emissions. 
For more information contact Tanaka 
at 888/482-6252 or www.tanaka-

powerequipment.com I circle no. 279 

Tru-Cut 
The TC380B, TC280H and TC480H Commer-
cial Pro edgers all trim with a 10-in. steel 
blade. Tricycle-style front tire makes maneu-
vering easy. The 380B has a 3.5-hp B&S, the 
280H has a 2.5-hp Honda GX and the 480H a 
4-hp Honda GX engine. All feature heavy-
gauge tubular steel handle, comfort hand 
grips with throttle and clutch depth controls 
at top of handle. 

For more information contact Tru-Cut at 
323/258-4135 or www.trucutmowers.com I 

circle no. 280 
continued on page 70 

A National Exterior Services Management Company Specializing in: 

Green Care 
Parking Lot Maintenance 

Snow Removal 

Contractor Partner Testimonial: 
"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 were a first class management company. They have 
also given us new opportunities that have allowed our company to grow by entmsting in 
us their 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 

Circle 132 

K-Cepfional Grooming 
with Beacon's New 
X-Drag 
Beacon's sturdy new X-drag is ideal for a variety of 
infield grooming tasks including scarifying baselines, 
cutouts and home plate areas as well as nail dragging 
of infield skin topdressing. The versatile 3' x 2' X-drag 
can be pulled from either side so it fits easily between 
the three-foot line and foul line. 

http://www.maruyama-us.com
http://www.trucutmowers.com


''Our main reason for attending is to 
find equipment that will help us work 
more efficiently with fewer employees/ 
Richmond Meadows 
MRM Outdoor Designs, landscape 
design, installation & maintenance 
Fletcher, NC 

10 SEE THE NEW EQUIPMENT." 
EXPO 2 0 0 4 , September 2 4 - 2 6 
Kentucky Exposition Center 

See all the latest equipment in EXPO's New Product Showroom 
and on the show floor. Then test-drive and compare in the 20-acre 
outdoor demo area. That's how a successful landscaper shops. 

Register today! Visit www.expo.mow.org and register online. 
You might win two tickets for the 
2005 Kentucky Derby! ... 
Then attend EXPO and be 
eligible to win $20,000 
toward the purchase of 
a new truck. 

EXPO 
The International Lawn. Garden 
£ Power Equipment Exposition 

2 0 0 4 

800-558-8767 • www.expo.mow.org You Gotta 

http://www.expo.mow.org
http://www.expo.mow.org
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continued from page 68 
Honda • 
Honda Power Equipment's all-new HHT25S 
LTA 4-stroke trimmer promises to be the 
lightest and quietest of its kind with a 

\ weight reduction of 2.58 lbs. and a 
noise reduction of 2.1 decibels. 

The 360-degree reclinable 
^ ^ ^ trimmer's use of mechani-

cal decompression results 

Don't Miss SNA 2004 
The World's Showcase of Horticulture ® 

Pre-Register by 

July 1, 2004 
for a 

FREE 
Name Badge! 

Visit 
www.sna.org 

for more 
information! 

SNA 2004... there's 
simply nothing else 

like it! 

August 12-14, 2004 • Georgia World Congress Center • Atlanta, GA 

C o m e exp lo re SNA 2 0 0 4 to f i n d the innova t i ve h o r t i c u l t u r a l 
p roduc ts you need: 

• Join 10,000 attendees annually 

• Explore 10 acres of plant material and horticultural products and services 
from across the country \ 

• Visit product worlds including ColorWorld™, EquipmentWorld, 
FloralWorld™, FoliageWorld™/RetailWorld ,M and WaterWorld™ 

• Attend many educational opportunities including TechShop, the 
FloralWorld Educational Track, the SNA Research Conference and the 
SNA WorldStage \ 

Email: sna2004@sna.org 

For more information/contact 
Southern Nursery Association, Inc. 

Phone: 770.953.3311 • Fax: 770.953.4411 
Website: www.sna.org 
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in a 40% reduction in the effort required for 
starting. A lightened flywheel works with a 
new accelerator pump-equipped carburetor 
to achieve rapid acceleration on par with 
that of a 2-stroke trimmer. 
For more information contact Honda at 
678/339-2600 or www.honda.com I 
circle no. 281 

Cub Cadet Commercial 
Engineered specifically for commercial land-
scapes, the Cub Cadet Commercial line of 

hedge clippers includes the 24HC with 
^ 24-in. double-sided blade; 40HC 

lViKm (shown) with 40-in. single-
sided blade; and 19EHC 

^ ¡ P ^ ^ with 19-in. double-
t s . sided articulated 

blade and extended 
shaft. All have 

25.6cc 2-cycle en-
gines, diaphragm 
with purge pump 
carburetor, dual piston 
rings and flywheel mag-
neto starting system. 
For more information contact 
your Cub Cadet Commercial 
dealer or visit www.cub-
commercial.com I 
circle no. 282 

Solo 
Solo's straight shaft trimmers can be 
equipped with nylon string heads or 
steel blades for cutting grass or light 
brush. The 1.5-hp Model 129B is 
powered by a 29cc 2-cycle 
engine and features electronic 
ignition and bicycle han-
dles. The 152 has a 52cc 
engine and 2.8 hp. 
For more information 
contact Solo at 
757/245-4228 or 
www.solousa.com I 
circle no. 283 

http://www.sna.org
mailto:sna2004@sna.org
http://www.sna.org
http://www.honda.com
http://www.solousa.com


The revolut ion in engine technology has started. Where is everybody? 

The Shindaiwa T2500 is in a class by itself. I t meets al l EPA emission 

requirements for 2005 , today. But rest assured, it's envi ronmental ly 

f r iendly in a take-no-prisoners, grass-obli terating k ind of way. 

Shindaiwa's patented C4 Technology® delivers a power to weight rat io 

you never thought possible in an ordinary 4-stroke. You also get t rue all-

posit ion operat ion - even when you run it upside down. 

The T2500 has no oil reservoir, wh ich means no oi l to change or check. 

And it's quieter and more fuel ef f ic ient than a typical 2-stroke engine. 

To f ind out more, see your local 

Shindaiwa dealer today, visit us at 

www.shindaiwa.com or give us a 

call tol l - f ree at 800 521-7733. 

Maybe we should pr int our patent 

number fo r our compet i tors to see. 

Naaah. That wou ld be rubb ing it in. 

Shindaiwa T2500 with C4 Technology 

Save $50 on your next purchase of 
T2500 trimmers, T2500X Blade-Capable 

Trimmers or M2500 
Multi-Tool Powerheads. 

Download a coupon at 
www.t2500.com 

Offer valid through June 30,2004. 

High visibility Heavy duty. 
debris shield v 4 bearing gearcase 
with line cutter j f l ^ ^ L with helical gears 

r\ 
Splined. 1 piece 1 Vibration reducing 
steel mainshaft — J r loop handle 
for strength 

W 
Walbro WYL Chrome plated 
carburetor for all ^ W ^ ^ ^ T j cylinder with 
position operation 2-ring piston 

http://www.shindaiwa.com
http://www.t2500.com


PGMS 
AWARD-WINNING LANDSCAPE MANAGEMENT 

Longaberger Homestead 
2003 PGMS Grand Award Winner for Shopping Area 

Property at a glance 
Location: Newark, OH 

Grounds Supervisor: Chad Dickson 

Category: Shopping Area 

Total budget: $182,570 

Year site built: 1998 

Acres of turf: 14.87 

Acres of woody ornamentals: 4.29 

Acres of display beds: .19 

Total paved area: 7.09 acres 

Total man-hours/week: 243 

Maintenance challenges 
• Snow removal f rom decorative 

pavements 

• Efficiently watering a large 

number of containers 

• Compacted soils and drainage 

Project checklist 
Completed in last two years: 

• Turf borders 

• Drainage improvements 

an 
• 11 full-time staff, 5 seasonal 

employees, 2 licensed pesticide 

applicators 

Editors' note: Landscape Management is the exclusive sponsor of the Green Star Pro-

fessional Grounds Management Awards for outstanding management of residential, 

commercial and institutional landscapes. The 2004 winners will be named at the annual 

meeting of the Professional Grounds Management Society in November. For more 

information on the 2003 awards, contact PGMS at: 720 Light St. • Baltimore, MD 21230 

^ ^ • Phone: 410/223-2861. Web site: 

PGMS Landscape 
v ^ / ^ ^ m a n a g e m e n t ! 

Chad Dickson would probably 
agree that he's a perfectionist. As 
he likes to put it; "The biggest 
thrill for me now is to take a site 

and put the Longaberger emblem on it." 
Dickson has been with the company fa-

mous for its handcrafted baskets since high 
school, when he found that he liked the 
job so much he started looking at it as 
more of a career than summer 
employment. By hard work 
and attention to detail, he 
worked his way up to manage-
ment. He says he's been fortu-
nate to be able to experience 
many different management 
styles, which has helped 
helped him be a leader today. 

"I try to include my key 
people in the decisions I make," Dickson 
says. "I lay out the day's or week's work 
and let them make the call on how they do 
it. The people who do the work often have 
the best ideas." 

Longaberger Homestead, a 30-acre 
shopping and entertainment complex 
made to look like a turn-of-the-century 
mid-American small town, draws countless 
visitors every year. "I want them to think 

this is the cleanest place they've 
ever seen," says Dickson. All 
mowing and trimming in the 

guest areas is completed prior to opening 
time. Walk-behind mowers are used inside 
the facility, and riders around the perime-
ter. The 648,000 sq. ft. of Kentucky blue-
grass turf gets 40 to 45 cuts per year. More 
than 187,000 sq. ft. of plant beds keep the 
grounds crew busy, too, as does hardscape 
maintenance of 142,000 sq. ft. of custom 
designed pavements and 167,000 sq. ft. of 
parking lots. 

Chad Dickson's goal is to keep 

Longaberger green and clean. 



Longaberger Homestead, 
located in central Ohio, 

beckons destination shoppers 
with its old-fashioned Midwest 

charm. Once there, they're 
treated to well-tended dis-

plays of seasonal color. 

Longaberger is known world-
wide for its baskets and also 
for the great care it takes 
with its showcase grounds. 
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Outsourcing 
here's how 

utsourcing" means: 
1.) You hire someone 
outside your organiza-
tion to do x, y and z 
for you, and then 2.) 
You sit back, relax 
and forget all about x, 

y and z...right? Wrong! 
Not surprisingly, you get 

out what you put in with 
outsourcing. We spoke 
with three respected 
grounds professionals who 
agreed to share their expe-
riences with you. 

Start at the beginning 
LM asked Mark Feist how he 
goes about outsourcing at 
American University in 
Washington D.C., where he is Assistant 
Director of Physical Plant. Feist has 85 
acres and 20 in-house employees under his 
responsibility. Here are the steps he fol-
lows to get started deciding what and 
whether to outsource: 

"There are four major reasons why we 
outsource," he reports: 

1. Cost. Somebody else makes more 
economic sense. 

2. A need for quality or a technical 
specialty. "An example is our large tree 

T h r e e r e s p e c t e d g r o u n d s p r o s 
s h a r e t h e i r s e c r e t s t o h i r i n g o u t s i d e 
c o n t r a c t o r s t o d o t h o s e s p e c i a l Jobs 

M a r k Feist 

BY GEORGE WITTERSCHEIN 

pruning, where there are 
specialty issues including 
training and liability. By 
'large,' I mean a tree that 
requires climbing," he says. 

3. Liability and licensing. 
Not only in the tree area 
but, for instance, with inte-
rior and outside pest control. 
Licensing enters into this 
picture also. "A contractor 
normally has all the licenses 

necessary to perform his specialty; we may 
or may not have those in-house," says Feist. 

4. Seasonal resource allocation. Land-

scaping work has its peaks and valleys, and 
at the peak times we may need supple-
mental labor. We find we need additional 
manpower resources in the spring when 
we're planting our annuals, so we out-
source for it." 

With those four yardsticks in hand, Feist 
says, "First we identify the need, using the 
four elements I mentioned above. We try 

to plan ahead, and, on a yearly cycle, iden-
tify the need for the year in those areas. 

"We then create a scope of work for that 
particular area, for example a tree contract. 
Then we prepare a request for proposal 
(RFP). This is made available to interested 
and qualified contractors," says Feist. 

"Past experience of course plays a big 
role here, both in helping us forecast our 
outsourcing needs and in selecting who we 
go to for those needs," he concludes. 

Nick Caggiano, Superintendent of Parks 
for the city of Nashua, NH, says that his 
outsourcing ranges from tree work to 
swimming pool maintenance. (See sidebar, 
"Contractor opportunities"). 

Michael Loftus, Mid-Adantic Regional 
Director of the Professional Grounds Man-
agement Society (PGMS), is Assistant Di-
rector of Facilities for the University of 
Delaware at its Newark campus. His out-
sourced activities list is similar to 
Caggiano's, as is Mark Feist's. 

continued on page 76 



If you are interested in growing 
your business revenues and 

becoming more profitable, attend... 

Strategic Selling 
Improving Your Sales and 
Marketing Productivity 

July 30 - August 1, 2004 
Hyatt Regency 

Jersey City, New Jersey 
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Follow a process 
Once you know what you intend to out-
source, the next question is how. For your 
benefit, here is a summary of our three 
sources' observations: 

• Anticipate your outsourcing needs. 
This one isn't always difficult, because so 
many outsourced functions 
(mowing, tree work, plant-
ing, setting up for gradua-
tions and public events) are 
repetitive year after year. 
The biggest advantage of 
using last year as a guide for 
this year or next is that it 
helps you to budget for your 
outsourcing needs. 

"We pretty much know 
what we're going to need," 
says Caggiano. "I can predict 
and budget how many big trees we will 
need to take down and so on, although un-
foreseeable weather events like the high 
winds we had last autumn can upset the 
apple cart sometimes." 

Here's a list of the functions our three 

sources typically outsource. This list pro-

vided by Nick Caggiano from Nashua, NH, 

Mark Feist of American University, Wash-

ington D.C. and Mike Loftus of the Uni-

versity of Delaware is comprehensive. 

Pesticide applications. "Most of these 

we outsource to large national compa-

nies. They're more efficient at it and they 

have all the right equipment, safety mate-

rials and so on." 

Large tree removal. "For very large 

trees, it makes more sense economically 

and from a safety standpoint to sub that 

out to a tree company that has a crane 

and experienced climbers." 

• Keep your paperwork in order. 
This includes RFPs, bid processes and pur-
chasing regulations. Exactly what your out-
sourced contractors do for you, and how 
well they do it, depends to a great extent 
on how you went about hiring them. Make 
sure your contracts are clear and compre-
hensive about what it is you expect the 

contractor to do for you. 
Virtually all government 

entities and many corpora-
tions have regulations in 
place that governs purchas-
ing. "Our purchasing depart-
ment is helpful with a ter-
rific system that gets the bid 
out in many channels, in-
cluding the Internet, so that 
the same contractors don't 
necessarily get the job year 
in and year out," Nashua's 

Caggiano reports. 
To simplify his bidding workload, 

Delaware's Loftus uses term contracts 
(sometimes called "open purchase or-
ders") with the term contractors working 

Brick work. Nashua's Main Street and a 

number of the side streets have brick side-

walks in constant need of repair. "Rather 

than dedicate two employees to that, I 

found it easier to just bid that out and let 

a local mason do it." 

Nursery. "In years past, Nashua had a 

greenhouse and we raised our own f low-

ers, but that wasn't very cost-effective. 

Now we buy them from nurseries." 

Pressure washing of two sports stadiums. 
(Including one that is the home field of 

the professional Nashua Pride baseball 

team). "A company that does this full-

t ime just comes in, performs the work 

smoothly, and it's done." 

Don't keep blindly 
reusing old contracts 

from year to year. 
Conditions change. 

on a T&M basis. (See sidebar, "Contractor 
opportunities"). 

After you've hired an external resource 
to work for you, your relations with the 
outsourced firm will be governed by the 
contract you signed with them. You can 
hold an outsourced company to "The Lan-
guage You Wrote into the Contract," but 
not to "The Language You Should Have 
Written into the Contract, But Didn't." 

Another pointer: Don't keep blindly 
reusing old contracts from year to year. 
Conditions change. 

"We re-examine our contracts before 
we rebid them if they are pre-existing," 
says Mike Loftus. "We don't just cut and 
paste from an old contract. For example, 

continued on page 78 

Large sod installation. "This is some-

thing we perform on a shared basis wi th a 

contractor. I'll let the contractor roll it out 

and install it, while I supply him wi th some 

of the laborers. They're more efficient, 

and they have the right equipment." 

Swimming pools, a management night-

mare. "And it's a priority to keep them 

going through the summer. We really 

don't want a pool down because it's only 

open for 10 weeks a year in our short New 

England summer. So we rely on experts." 

Snow removal. "We just don't have a 

fleet of vehicles and equipment sufficient 

to handle all situations and all storms." 

Irrigation. Installation and repair and 

seasonal maintenance are outsourced. 

continued on page 78 

Contractor opportunities 
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you put out for bid. They'll be fretting, "Is 
this the one that takes my job?" 

"You have to make sure everybody is 
busy," says Caggiano, whose Nashua, NH, 
work force consists of unionized municipal 
employees. "You can't jus-
tify outsourcing if you have 
people who aren't busy. 
And they have to be busy 
doing not just anything, but 
working within their job de-
scriptions. I have a good re-
lationship with the union 
workers, and as long as 
everyone is busy working 
within their classification, 
things tend to work out. 
And since Nashua is a fairly sizable city of 
90,000, our work force always has plenty 
to do." 

Communicating never hurts, either. 
"Since outsourcing often brings with it 
unfounded worries in the minds of staff, 
we try to communicate about outsourcing 
issues with staff in a timely manner," adds 
Delaware's Loftus. "So you could say that 

Mike Loftus 

we use outsourcing not to replace but to 
enhance our in-house resources." 

• Monitor the outsourced work 
performance. Of course, outsourcing won't 
succeed if contractors do not give you what 

you need from them, and in a 
timely fashion. You'll have to 
make sure they do. 

"I or one of my managers 
will go out in the field and 
actually do hands-on moni-
toring of contractors in the 
process of performing work 
for us," says Loftus. "You 
have to inspect all the way 
through a job and not just 
before and after." 

Adds Caggiano, "You need to have 
somebody in your office who monitors the 
subs on both quality and quantity of work I 
have an assistant superintendent, John Barry, 
who handles that. He's developed expertise 
in the area of monitoring contractors." LM 

— The author is a freelance writer 
who lives in New Jersey. He can be 

reached at grbwitt@aol.com 

continued from page 76 
on a snow removal contract, any additions 
to the campus acreage could change the 
scope of work." 

• Stay flexible. The fact that grounds 
outsourcing needs tend to repeat year after 
year doesn't mean that what you did last 
year is written in stone. Things change; 
new needs arise and so do new opportuni-
ties, such as saving budget dollars or pro-
viding better service. 

The City of Nashua used to grow its 
own flowers. "For our beautification pro-
gram, where we place flowers throughout 
the city, we once had a greenhouse and 
raised our own flowers," says Caggiano. 
"But that wasn't very cost-effective. Now 
we buy them from nurseries and keep 
them in a hothouse until we're ready to 
use them. It just makes economic sense." 

• Remember your staff. Don't overlook 
or neglect the feelings of your in-house 
staff about your outsourcing. In an era 
when everyone seems to know somebody 
who's lost their job to an outsource, your 
employees will be watching every contract 

continued from page 76 

"We experienced an increase in irrigation 
on campus without additional staff to 
support the operation," says Caggiano. 

Excavation work, depending on the 
availability of the excavation section of his 
Grounds Department. 

Fence installation and repair. "We also 
use term contractors. They work on a 
T&M basis to supplement staff at a guar-
anteed rate," adds Caggiano. "If we have 
a project, we call them to come in quickly 
and we supply some labor and some ma-
terials. To make sure they don't overrun 
our capacity to pay them, we work closely 
with them to complete emergencies and 
planned work. In the case of scheduled 
work, we'll secure an estimate to ensure 
that the job begins with a clear under-

standing of the scope of work. When you 
need someone quickly, it avoids a lot of 
competitive bids." 

"We also outsource big concrete work, 
sports lighting (we don't want to be climb-
ing lighting poles) and granite work for 
curbs and monuments," Caggiano con-
cludes. 

Mark Feist's list at American University 
is similar but he adds mowing. "We have 
planted almost 500,000 square feet of 
perennial beds. In order to accommodate 
that additional landscape maintenance 
workload without adding to the burden 
on the existing grounds staff, we decided 
to outsource mowing," he reports. 

In Delaware, Mike Loftus also out-
sources mulching. "We've hired someone 

to blow mulch onto landscape beds and 
parking islands. Since we have a very nar-
row window (between spring planting 
and June graduation) within which to 
complete most of the mulching on cam-
pus, we needed to find an efficient 
method of spreading a lot of mulch in a 
short period of time. Utilizing this service 
allowed us to accomplish in several days 
what has taken weeks in the past at a 
time when we can't spare the labor." 

"We also outsource sweeping of park-
ing lots and roads due to the specialized 
equipment required. We re-evaluate this 
decision periodically as our site changes 
and new equipment comes into the 
market. 

— GW 
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T O O L S OF THE T R A D E 

Cut wide 
Howard Price Turf Equipment introduces an 
80-in. cut, zero-turn mower with an articulat-
ing deck. A wing floats 20 degrees up and 12 
degrees down for a manicured cut over knolls 
and undulations. The deck hydraulically folds 
and lifts for transport. The large cutting capac-
ity allows operators to cut 6.5 acres per 
hour. The new "Z" may be ordered 
with a 29-hp direct fuel injected, 
water-cooled Kawasaki gas engine or 
a 36-hp Yanmar diesel engine. 
For more information contact Howard Price 
at 636/532-7000 or www.howardprice-
turf.com I circle no. 250 

Use your head 
Shindaiwa announces the availability of a new 
heavy-duty fixed-line trimmer head. The trim-
mer head will accommodate all line diameter 
sizes up to 0.155 in. and can be loaded in ei-
ther a 2-line or 4-
line configuration. \ / 
Also, it's made of 
super lightweight S ^ ^ ^ ^ g 
high-tech alloy j ^ ^ H ^ • H x 
which, according À £ W j M i 
to the company, ^ m ^ L $ J ) 
makes it nearly in- ^ ^ ^ ^ ^ ^ ^ y 
destructible. 
The head 
will fit all 
Shindaiwa straight shaft trimmers, 
brushcutters and the multi-tool system. 
For more information contact Shindaiwa at 
800/467-8445 or www.shindaiwa.com I 
circle no. 251 

Track equipment maintenance 
Link It Software Corporation offers a Web-
enabled version of its EZ Maintenance soft-
ware. This will allow companies to access the 
same maintenance management software 
program at all localities via the Internet. Each 
location can independently schedule and track 
the maintenance for which they're responsible. 
Maintenance managers will be able to monitor 
the maintenance records of any vehicle or 
piece of equipment located anywhere at any-
time. The web version, like the standard ver-

Spread the word 
Pequea Machine's GT-100 top-
dresser is loaded with features for 
fast, accurate and efficient appli-
cation. The fully adjustable gate, 
20-in. wide conveyor and spin-
ners work together to create a 
precise spread depth and pattern 
from a 23-cu.-ft. capacity hopper. 
The optional TURFtronic vehicle 

mount control system allows the operator to make adjustments to the spread 
pattern without stopping the machine or getting off the vehicle. The dual spin-
ners spread the pattern from 15 ft. to 30 ft. and tilts 15 degrees up or down 
while the metering gate manually adjusts from 0 to 7 in. 
For more information contact Pequea Turf at 717/354-4343 or 

I circle no. 252 

sion of EZ Maintenance, will schedule and 
track maintenance, create work orders and 
track fuel costs. It has a complete parts inven-
tory section, and will handle an unlimited num-
ber of both vehicles and equipment. 
For more information contact Link It at 
904/287-8085 or www.ez-maintenance, 
com I circle no. 253 

All in the grass 
A quick-attach, 12-bushel grass catcher that 
allows installation or removal in 90 seconds or 
less is available for the EverRide Warrior zero-
turn mower. Its cable control engagement is 
easily accessible to the operator, and its hook 
mount boot allows for quick installation and 
removal. The 
mower, which 

features a 25-hp Kawasaki engine, 54- and 
60-in. decks and hydrostatic drive, was de-
signed to accept a grass catcher, unlike other 
mowers where grass catchers were designed, 
EverRide contends, as an afterthought. 
For more information contact EverRide at 
www.everride.com I circle no. 254 

Hunter's new mid-range rotor 
Hunter Industries has released the PGJ, a new 
mid-range rotor for use on all 15- to 30-ft. 
sites. The PGJ is available as a ^ ^ ^ ^ 
shrub head, 4-, 6- and 12-in. 
pop-ups, and can be used as an 
alternative to spray heads on 
small turf or landscaped areas. 
Two rows of PGJs will irrigate 
the same area as three rows of 
spray heads. Also, the PGJ can 
be installed on the same 
zone as larger Hunter rotors. 
With a gallon-per-minute 
rate of .64 to 5.3, the PGJ is 

also recommended for 
use on low 
pressure/low 
flow irrigation 
systems. In-
staller-friendly 

features such as 
arc settings can be 

http://www.shindaiwa.com
http://www.ez-maintenance
http://www.everride.com


adjusted with either a screwdriver 
or Hunter wrench. A "captive" 
radius adjustment screw has also been 
built into the PGJ. 
For more information contact Hunter at 
800/733-2823 or 
www.hunterindustries.com I cirde no. 255 

pacity, six-rail frame, velvet touch control 
system and one-micron engine oil bypass 
filtration system. 
For more information contact Dixie Chopper at 
765/246-7737 or wvw.dixiechopper.com I 
circle no. 257 

Spray it 
Otterbine Barebo introduces its newest pat-
tern, the Genesis, to its aerating fountain line. 
The Genesis' fountain-like two tiers and 16 
silhouetted streams resemble an architectural 
fountain. The 5-hp's tallest tier can reach spray 
heights of 18 ft. and widths of 62 ft. Mini-
mum operating depth of less than 30 ft., and 

1- to 5-hp models available in single 
and three phase. 

For more information contact Otterbine Barebo 
at 610/965-6990 or www.otterbine.com I 
circle no. 258 

Stay sharp 
Rapco's carbide chain is ideal for landscape 
and arborist professionals challenged with dif-
ficult cutting applications. Engineered specifi-
cally for adverse conditions, Rapco's chain is 
designed to stay sharp — up to 25 times 
longer than standard chain. Manufactured in 
nearly all pitches and gauges to fit most chain 
saws, the chain is available with three cutter 
styles and two types of carbide. 
For more information contact Rapco at 
800/959-6130 or /ww.rapcoindustries.com I 
circle no. 259 

¿ i 
An easy fit 
Rain Bird's Landscape Drip Division has intro-
duced a new Easy Fit Compression System that 
helps simplify and expedite installation of land-
scape drip systems. The system is comprised of 
three fittings, five adapters and a flush cap. The 
three fittings (elbow, coupling and tee) feature 
Rain Bird's Easy Fit design that accepts multiple 
sizes of tubing, from .63 in. to .71 in. O.D. A 
connection is easy to make each time, as the 
amount of force required to insert tubing is re-
duced by almost 50%. In addition, the system 
now includes five male- and female-threaded 
adapters that are attached to the ends of the 
compression fittings for increased flexibility and 
installation ease. 
For more information contact Rain Bird at 
800/724-6247 or www.rainbird.com I 
circle no. 256 

Twin engines • 
According to Dixie Chopper, its new S'Burb'N 
Turb'N riding mower is the only production 
twin engine mower in the world. It offers the 
power of a diesel engine with the cost effec-
tiveness of an air-cooled unit. The "twin" 
model XXW4600-72 was developed to meet 
the demand for a mower that could cut a 72-
in. wide path at 13 mph. It has two 23-hp 
Kohler Command engines that work in unison 
or independently and are synchronized by 
using manifold pressure. It comes with a 
quad-loop hydraulic system, 14-gal. fuel ca 

MTI RA/NHB/RD 
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- TUR E, 
CALL US AND SA VE! 7:30 am - 5 pm PDT 

www SPRINKLERS4LESS.COM 

http://www.hunterindustries.com
http://www.otterbine.com
http://www.rainbird.com


BOTTOM 
l _ I I N I EE 

T H I S MACHINE W i l l 
MAKE YOU MONEY 

• High return on investment 

• Designed by landscapers for 
landscapers 

• Self-propelled, hydrostatic 
drive requires little 
maintenance 

• 3 engine choices including the 
Honda 13 hp 

• Little maintenance required 

• 2 year warranty 

A l s o a v a i l a b l e a s 
a n a t t a c h m e n t f o r 
G r a s s h o p p e r ® a n d 
W a l k e r m o w e r s 

Create Quick, Clean, and Simple Borders With This 
LABOR SAVING EDGER! 

Quick, crisp edges Redefine bunker edges Zero turning radius 

LITTLE WONDER® 
Professionals Demand LittleWonder. Shouldn't You? 

To Find a Local Dealer Call Tol l-Free 

1 -877-LWONDER • www.littlewonder.com 
5 9 6 - 6 3 3 7 

1028 Street Rd. • S o u t h a m p t o n , PA 1 8966 
©2004 Little Wonder Division of Schiller-Pfeiffer, Inc. 

http://www.littlewonder.com


Receive HIM iiiiiiniialiiiii on producís ami services aiherlised in Ulis issue. 

Landscape 
M A N A G E M E N T ! 

MAY 2004 A 
This card is void after JUL Y15, 2004 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT free each month: 
O Yes O no 

Signature:(required)_ 
NAME (please print)_ 
TITLE 
FIRM 
ADDRESS* 
CITY .STATE .ZIP 
*ls this your home address? 
PHONE ( ) 

O Yes O No SUBSCRIBER NUMBER FROM LABEL 

FAX ( ) 

— I i wi iwi i i \wm»mmummmmmmmmmmmi**m 
1. My primary business at this location is: (Fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
255 O Landscape Contractors (Installation & Maintenance) 
260 O Lawn Care Service Companies & Custom Chemical Applicators (ground ft air) 
285 O Irrigation Contractors ft Consultants 

800 O Other Contractors/Service Companies (please specify) 

E-MAIL ADDRESS 
Advanstar Communications provides certain customer contact data (such as customers' names, addresses, phone numbers and e-mail addresses) to third parties who wish to promote rel-
evant products, services and other opportunities which may be of interest to you If you do not want Advanstar Communications to make your contact information available to third parties for 
marketing purposes simply call 888-527-7006 between the hours of 7 30 am and 5 00 pm CT and a customer service representative will assist you in removing your name fr M ^ H 
lists Outside the U S . please phone 218-723-9477 Or. imftcate so below 

204RS 

LANDSCAPING/GROUNDS CARE FACILITIES 
290 O Sports Complexes 295 O Parks 305 O Schools. Colleges ft Universities 

8250 Other Grounds Care Facilities (please specify) 

SUPPLIERS AND CONSULTANTS 
355 G Extension Agents/Consultants for Horticulture 360 O Sod Growers. Turf Seed Growers ft Nurseries 
365 O Dealers. Distributors. Formulators ft Brokers 370 Manufacturers 

8500 Other (please specify) 

2. Which of tha following best describes your tltla? (Fill in ONE only) 
10 C Executive/Administrator • President. Owner. Partner. Director. General Manager. Chairman of the Board. 

Purchasing Agent. Director of Physical Plant 
20 C Manager/Superintendent - Arbonst. Architect. Landscape/Grounds Manager. Superintendent. Foreman. 

Supervisor 
30 C Government Official - Government Commissioner. Agent. Other Government Official 
40 C Specialist - Forester. Consultant. Agronomist. Pilot. Instructor. Researcher. Horticulturist. Certified Specialist 
50 ( Other Titled and Non-Titled Personnel (please specify) 

3. Which of the following services does your company provide? (Fill in ALL that apply) 
Maintenance/Services 

F O Turf Fertilization 
D O Turf Aeration 
E O Irrigation Services 
H O Ornamental Care 

A O Mowing 
B O Turf Insect Control 
J O Turf Weed Control 
G O Turt Disease Control 

C O Tree Care 
L O Pond/Lake Care 
N O Snow Removal 
0 O Other (please specify) _ 

Design/Build 
I O Landscape Design 
K O Paving/Deck/Patio 

M O Landscape Installation 
Q O Other (please specify) _ 

P O Irrigation Installation 

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 
C O Chain Saws 
U O Engines 
V O Erosion Control 
F O Fertilizers 
G O Fungicides 

H O Herbicides 
I O Insecticides 
W O Irrigation Systems 
X O Landscape Lighting 
J O Line Trimmers 
K O Mowers 

Y o Ornamental/Nursery Products 
Z O Pavers/Masonry/Bricks/Rocks 

(Hardscape Materials) 
3 O Seed/Sod 
1 O Skid Steers 
N O Spreaders 

P O Tractors 
0 O Truck Trailers/Attachments 
R O Trucks 
S O Turfseed 
T O Utility Vehicles 
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 C ) $500.000 - $999 999 
G O $2.000.000- $4.000.000 C O $ 1 000.000 - $1 499 999 E O Less than $500.000 

Publisher reserves the right to re|ect incomplete or non-qualified requests. ^ ^ ^ ^ ^ 

A N A i ^ A N S T A R l f r PUBLICATION 
©2004 Advanstar Communication» Inc All rights restrvtd S a v e T I M E a n d f a x it: 416 -620 -9790 

• • H 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 

102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 

103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 

104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 

105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 

106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 

109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 

111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 

N O P O S T A G E 
N E C E S S A R Y 

IF M A I L E D 
IN T H E 

UNITED S T A T E S 

BUSINESS REPLY MAIL 
F I R S T - C L A S S M A I L P E R M I T N O 9 3 3 5 B U F F A L O N Y 

P O S T A G E W I L L B E P A I D B Y A D D R E S S E E 

Landscape 
M A N A G E M E N T ! 

A D V A N S T A R C O M M U N I C A T I O N S I N C 
P O B O X 5 1 5 2 
B U F F A L O N Y 1 4 2 0 5 - 9 8 3 6 



Receive IMK iníormalioii mi products and services advertised in (Iiis issue. 

N O P O S T A G E 
N E C E S S A R Y 

IF MAILED 
IN T H E 

UNITED S T A T E S 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 9335 BUFFALO NY 

POSTAGE WILL BE PAID BY ADDRESSEE 

M A N A G E M E N T 

A D V A N S T A R C O M M U N I C A T I O N S I N C 
P O B O X 5 1 5 2 
B U F F A L O N Y 1 4 2 0 5 - 9 8 3 6 

M A N A G E M E N T 

MAY 2004 • 
This card is void after JUL Y15, 2004 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT free each month: 
O Yes O no 

Signature:(required)_ 
NAME (please print)_ 
TITLE 
FIRM 
ADDRESS* 
CITY 

_Date: 

_STATE .ZIP 
'Is this your home address? 
PHONE ( ) 

O Yes O No SUBSCRIBER NUMBER FROM LABEL_ 

FAX ( ) 
E-MAIL ADDRESS 
Advanstar Communications provide« certain customer contact data (such as customers names, addresses, phone numbers and e-mail addresses) to third parties who wish to promote rel-
evant products, services and other opportunities which may be of interest to you If you do not want Advanstar Communications to make your contact information available to third parties tor 
marketing purposes simply call 888-527-7008 between the hours of 7:30 am and 5:00 pm CT and a customer service representative will assist you m removing your name from Ativans tar's 
lists Outside the U S . please phone 218-723 9477 Or indicate so below 

1. My primary business at this location is: (Fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
255 O Landscape Contractors (Installation & Maintenance) 
260 O Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
285 O Irrigation Contractors & Consultants 

800 O Other Contractors/Service Companies (please specify) 

204RS 

LANDSCAPING/GROUNDS CARE FACILITIES 
290 O Sports Complexes 295 O Parks 305 O Schools. Colleges & Universities 

8250 Other Grounds Care Facilities (please specify) 

SUPPLIERS AND CONSULTANTS 
355 O Extension Agents/Consultants for Horticulture 360 O Sod Growers, Turt Seed Growers & Nurseries 
365 O Dealers Distributors. Formulators & Brokers 370 < : Manufacturers 

8500 Other (please specify) 

2. Which of the following best describes your title? (Fill in ONE only) 
10 C Executive/Administrator - President. Owner. Partner. Director. General Manager. Chairman of the Board. 

Purchasing Agent. Director of Physical Plant 
20 C Manager/Superintendent • Arborist. Architect, Landscape/Grounds Manager. Superintendent. Foreman. 

Supervisor 
30 O Government Official - Government Commissioner. Agent. Other Government Official 
40 O Specialist • Forester. Consultant. Agronomist. Pilot. Instructor. Researcher. Horticulturist. Certified Specialist 
50 O Other Titled and Non-Titled Personnel (please specify) 

3. Which of the following services does your company provide? (Fill in ALL that apply) 
Maintenance/Services 

F O Turf Fertilization 
D O Turf Aeration 
E O Irngation Services 
H O Ornamental Care 

A O Mowing 
B O Turf Insect Control 
J O Turf Weed Control 
G O Turf Disease Control 

C O Tree Care 
L O Pond/Lake Care 
N O Snow Removal 
0 O Other (please specify) _ 

Design/Build 
I O Landscape Design M O Landscape Installation 
K O Paving/Deck/Patio Installation Q O Other (please specify) _ 

P O Irrigation Installation 

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 | q insecticides Z O Pavers/Masonry/Bricks/Rocks 0 O Truck Trailers/Attachments 
U O Engines W O Irrigation Systems (Hardscape Materials) R O Trucks 
V O Erosion Control x O Landscape Lighting 3 O Seed/Sod S O Turtseed 
F O Fertilizers j o Line Trimmers 1 O Skid Steers T O Utility Vehicles 
G O Fungicides k o Mowers N O 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 - $1 499.999 E O Less than $500.000 

Publisher reserves the right to reject incomplete or non-qualified requests. L I V I S 0 P R 

Save TIME and fax it: 416-620-9790 | 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 
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A L C A I p75 Bayer Corp I p22-23 Caterpillar Inc I p9 Husqvarna I cv2-1 
800/395-ALCA Circle #114 Circle # 105 Circle # 144 
www.alca.org 919/549-2000 309/675-1000 800/438-7297 

w w w . b a y e r . c o m w w w . c a t . c o m w w w . h u s q v a r n a . c o m 
A S I C I p34 
312/372-7090 Bayer Corp I (reg) p80-81 Dig Corp / p89 Intl Lawn Garden Power 
www.asic.org Circle # 136 Circle # 138 Equip I p69 

919/549-2000 800/322-9146 800/558-8767 
Andersons The p77 w w w . b a y e r . c o m w w w . d i g c o r p . c o m w w w . e x p o . m o w . o r g 
Circle # 134 
866/234-0505 Beacon Ballfields I p68 Dow Chemical / (reg) p60-61 J P Horizons I 32,(reg) p60-61 
www.andersonsinc.com Circle # 132 800/255-3716 440/254-8211 

800/747-5985 www.dow.comwww.jphorizons.com 
B A S F Corp / p7 www.ballfields.com 
Circle # 104 Express Blower Inc I p65 Jacobsen Inc I p10 
800/669-1770 Bobcat Co I p29 800/285-7227 Circle # 106 
www.basf.com Circle #116 www.expressblower.com 704/588-5120 

701 /241-8700 www.jacobsen. com 
Bayer Corp I (reg) p17 www.bobcat.come F M c C o r P 1 P 1 1 

Circle #110/111 Circle # 107 Jacobsen Inc I p31 
919/549-2000 215/299-6000 Circle #117 
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F M C Corp I (reg) p39 
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215/299-6000 Circle #102 
www.fmc.com 800/333-7357 

www.deere.com 
Force Amer I p19 
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800/624-7568 Circle #128 
www. forceamerica. com 309/765-8000 

www.deere.com 
Ford Motor Co I p2-3 
800/392-3673 Lebanon Turf Prod / p43 
www.ford.com Circle #123 

800/233-0628 
Forestry Suppliers Inc I p90 www.lebturf.com 
Circle #135 
800/647-5368 Marsan Turf and Irrigation I p83 www.forestry-suppliers.com Circle # 147 

800/600-8873 
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800/462-8782 
www.gmc.com Masco Sweeper I p89 
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Circle # 1 2 2 
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Circle # 1 0 1 
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Circle # 130 
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www.pbigordon. com 
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Circle # 1 4 5 
503/692-3070 
w w w . shindaiwa. com 

Simplicity Mfg Inc I p4 
Circle # 103 
262/2848669 
w w w . simplicitymfg. com 

Southern Nursery Assoc I p70 
Circle # 131 
770/953-3311 
www.sna.org 

Super Lawn Trucks I p35 
Circle # 1 1 8 
866/787-3752 
w w w . superlawntruck. com 

Syngenta I p37 
Circle # 1 1 9 
800/759-4500 
www.syngenta.com 

Syngenta I p46 
Circle # 1 2 5 
800/759-4500 
www.syngenta.com 

Toro Co I (reg) p80-81 
Circle # 148 
800/664-4740 
www.toro.com 

Turf Feeding Sys I p45 
Circle # 124 
800/728-4504 
w w w . turffeeding. com 

United Phosphorus Inc / p47 
Circle # 126 
800/247-1557 
www.upi-usa.com 

Valvette Systems Co I p89 
Circle # 137 
866/200-8590 
www.valvettesystems.com 

Husqvarna Leadership 
Insights I p49-56 
800/438-7297 
w w w . husqvarna. com 
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May 
21 University of Arizona Desert 
Horticulture Conference / 
Tucson, AZ; 520/626-5161; 

June 
7-9 International Symposium 
on Snow Removal and Ice 
Control Technology I Spokane, 
WA; Sponsored by the 
Transportation Research Board; 
202/334-2934 

9-11 Eastern Snow Conference I 
Portland, ME; www.eastern 
snow.org 

10-12 Snow & Ice Management 
Symposium I Minneapolis, MN; 
814/835-3577; www.s ima.org 

17 Northeast Ohio Lawn Care 
Seminar / Wooster, OH; 800/510-
5296; www.oh io l awn care, 
org 

17-19 Super Floral Show / 
Charlotte, NC; 617/728-0300; 
www.superf lora lshow.com 

22-23 Virginia Turfgrass 
Council Demo Days I Virginia 
Beach, VA; 540/942-8873 

27-30 Garden Centers of 
America Specialty Tour I 
Williamsburg/Tidewater, VA; 
888/648-6463; nfo@garden-
centersofamerica.org 

July 
6-8 Perennial Plant Symposium 
& Trade Show I New York, NY; 
614/771-8431; www.perennia l 
plant.org 

13-18 ANLA 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 

24-28 Soil and Water 
Conservation Society I St. Paul, 
MN; 515/289-2331; 
www.swcs. org 

27-29 Penn Allied Nursery 
Trade Show (PANTS) I Fort 
Washington, PA; 717/238-1673; 
www.p lna.com 

27-30 Turfgrass Producers 
International Summer 
Convention & Field Days I 
Manheim, PA; 800/705-9898; 
www.turfgrasssod.org 

August 
5-7 American Conifer 
Society Meeting I Newark, OH; 
410/721-6611; www.conifer 
society.org 

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 

September 
9-10 Southwest Horticultural 
Trade Show & Conference I 
Phoenix, AZ; 480/966-1610 
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8 0 0 - 3 4 5 - 1 2 4 6 
w w w . m a s c o s w e e p e r s . c o m 

PARKING LOT 
SWEEPING 

FREE information on 
starting sweeping 

• Use your own truck 
• Profit potential 

Circle 139 

ViG 
IRRIGATION PRODUCTS 

NO AC Power 
NO Solar Panels 
NO Lightning 

Risk 

Water 
Management 

• Common areas 

• Slopes 

• Median strips 

• Parks 

• Highways 

• Mitigation sites 

• Cemeteries 

1210 ACTIVITY DRIVE 
VISTA, CA 92081-8510 
PHONE 760-727-0914 
1-800-322-9146 
FAX 760-727-0282 

LEIT Irrigation Controllers 
The preferred power irrigation solution 

Powered by an 
internal, ultrahigh 
efficiency photovoltaic 
module and a 
microelectronic energy 
management system 
fueled by ambient light. 

The LEIT controller can automate 
your irrigation system in any region, 
under any weather conditions, day 
or night, using only ambient light as 
the source of energy 

( Ä e r W a y ^ ) 
Turf experts agree regular aeration 
is the one thing that will immediately 
improve health and vigor. 

Expand your business with Municipal & 
School Sports Turf Maintenance 

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

for further information call 1-800-457-8310 
Advanced Aeration Systems 

w w w . a e r w a y . c o m e m a i l : a e r w a y @ a e r w a y . c o m 

Circle 140 

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


Circle 141 Circle 143 

• Landscape Management Environmental Science Aquaculture Lin 

Circle 142 

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! 

w.forestry-suppliers. 
Sales 800-647-5368 
Catalog Request: 8 0 0 - 3 6 0 - 7 7 8 8 

C2004 Forestry Suppliers, Inc. All rights reserved 

A Forestry Suppliers, Inc. 
• www.fonstrysuppliers.com ^^^^ ; f t 

http://www.fonstrysuppliers.com


ADVERTISING 
I N F O R M A T I O N : 

Call Leslie Montgomery at 

800-225-4569x3199 

or 440-891-3199, 

Fax: 440-826-2865, E-mail: 

lmontgomery@advanstar.com 

BIRD CONTROL 

• For ad schedules under $250, payment must be received 
by the classif ied dosing date. 
• We 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, MN 55802-2065. (please include Don't miss an issue! 
LM Box # in address). 

BUSINESS OPP'S (CONT'D) 

Back-Yard Putting Greens 
Synthetic greens are one of the fastest 

growing segments of the $50 Billion 
a year golf industry 

Reasons to call us: 
* Huge Profit Center - Up To 65% 
* Easy Year Round Install Process 
* Carry NO Inventory 
* Excellent Add-On Service 
* Utilize Existing Equipment 
* Buy Manufacturer Direct • Save 70% 
* Many Extras 

FREE 
VIDEO 

800-334-9005 
www.allprogreens.com 

BUSINESS FOR SALE 

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 PLUS! 
Company breakdown: 
• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well managed and organized operation 
with a meticulous fleet. Will sell with or 
without the real estate, which has all the 

necessary provisions for repairs and parking. 
Contact GLOBAL BUSINESS E X C H A N G E 

Mr. John Dovle: 1-781-380-4100 
Fax: 1-781-380-1420 

BUSINESS 0PP0RTUNITI 

Outstanding Business Opportunity 
High volume national franchise 

lawn care business for sale in Florida. 
Established 20+ years, 

7 figure sales, 6 figure income. 
Owner financing available. 

$1,400,000- Please Call 1.732.290.8495 

We will TRAIN YOU 
to be SUCCESSFUL in 
the Backyard Putting 

f j j j j f j u j j y Green Business 
The Best in Synthetic Golf Facilities 

Call the Putting Green Pros 
Toll Free 877-881-8477 

www.theputtinggreencompany.com 

BIDDING STRATEGIES 
LAWN PROFESSIONALS 

Take N o t i c e 

• Bidding & Contracts $47.95 
• Marketing & Advertising $39.95 

• 20 Letters For Success $29.95 
• Contracts & Goals $39.95 

• De-Icing & Snow Removal $39.95 
• Estimating Guide $34.95 

• Telephone Techniques $24.95 
• Selling & Referrals $44.95 

Take advantage of our * B u v 4 o r M o r e & S a v e ! 

exper ience and improve your 
opportunit ies for success. Our lawn service was 
recently rated in the TOP 10 Nationally. 

PROFITS UNLIMITED 
Call 8 0 0 - 8 4 5 - 0 4 9 9 

www.profrtsareus.com 

v :u«ne^ WANT TO BUY OR 
/ in SELL A BUSINESS? 

2 I t ® \ Professional Business 
t Acquinbor St**»» 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-mail pbcmel lo 1 @aol .com 

PUT CLASSIFIEDS TO WORK FOR YOU! Put the Dynamics of Classifieds to Work for You! 

Attention ¡Landscape Professionals 
Add Freedom Fence and Driveway Alert to your 
Existing services and watch your bottom line soar! 

Made in USA 800-828-9089 

•B*GONE! 

• Repels Geese 
and Ducks! 

• Simple and Easy-

^

Spray Right on 

the Grass! 
• Geese Hate the 

Taste! 

® > E PA Approved ! 
BIRD-B-GONE 

Ph: (949) 472-3122 For More Information 
FAX: (949) 472-3116 Call 1-800-392-6915 
www.birdbgone.com _ 
Email: nobirds@birdbgone.com • * * 

mailto:lmontgomery@advanstar.com
http://www.allprogreens.com
http://www.theputtinggreencompany.com
http://www.profrtsareus.com
http://www.birdbgone.com
mailto:nobirds@birdbgone.com
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FOR SALE HELP WANTED (CONT'D) 

T U R B O T U R F 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE., B£AVER FALLS, PA 15010 

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

PHYSAN 20. 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

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

320 West 6" Street, Tustin, CA 92780 

800-546-7711 www.physan.com 

\NDSCAPE DESIGN KIT 3 
148 rubber stamp symbols of trees, 
1 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. I 
I (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 A M E R I C A N S T A M P CO. 
| www.americanstampco.com 12290 Rising Road LM4, Wilton, CA 95693 | 

Know your 
soil pH in 
seconds! 

Kelway 
H E 3 - 2 
Professional 
soil acidity 
& moisture 
tester 

• Big. easy 
to-read dial. 

• Low cost ^ 
• Portable V 
• Built for long-

lasting use1 

Tells you when to lime. 
Now. read your soil pH in seconds with KELWAY 
HB-2 acidity tester Learn on-the-job whether to add 
lime and how much No batteries No reagents No 
chemicals Just insert KELWAY soil tester in moist 
soil Professionally designed for growers. KELWAY 
tester gives direct acidity and moisture readings 
Contact your local d ist r ibutor or wr i te for FREE 
informative literature today 

Kel Instruments Co., Inc., Dept. N 
P.O. Box 54, Wyckoff, NJ 07481 

LAWN/TREE SPRAYER 
400 Gal. Split Tank Unit for flat bed. Includes 
2-5.5 HP Honda engines with electric start, 2 

electric hose reels and 2 D-30 diaphragm pumps. 
Unit is 3 yrs. old, A-l condition. 

Was $7,400.00 new, asking $4,895.00. 
Other accessories for flatbed set up available. 

West Bend, WI 
262-675-5001 

Put the Dynamics of Classifieds to Work for You! 

Celebrating Our 

Anniversary 
I We Ship Anywhere In The USA!!! Sold over 25,000 Bolt-Together 

Steel Buildings & 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 ì t a f i e 1> u i 1 cl i n « . c o m 

HELP WANTED 

h T R U G R E E N LandCare-i 
Seeking Highly Qualified Landscape Professionals 

We're Expanding Our Operations in 2004! 
Excellent Management Opportunities 

throughout the entire East Coast 

REGIONAL MANAGER 
BRANCH MANAGERS 

INSTALL/MAINTENANCE MANAGERS 
SALES REPRESENTATIVES 

SUPERVISORS 
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 

PINE WW RIDGE 
L A N D S C A P I N G , I N C . 

A full-service, award winning Northern V A Landscape 
maintenance company seeks highly motivated, production 
oriented and well organized individuals to join our team. 
Our growth has created career opportunities in the 
following positions: 

• Account Managers - portfolios up to 800K 
• Commercial Sales Representatives 
• Designers/ Landscape Architects 

• Small engine/fleet mechanics 
Experience in landscape maintenance and horticulture 
preferred. Excellent benefits package to include medical, 
dental, vehicle, 401k and relocation allowance. 

Fax resume to (703) 803-4571 

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

www. greer search, com 
E-mail: info@greensearch.com 

Toll free: 1.888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 

5 Concourse Parkway, Suite 3000, Atlanta. GA 30328 

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 

• Est imators 
• Account Managers 

• Supervisor 
• Senior Foremen 
• Irrigation Tech 

For more information, contact: 
Elisabeth Stimson, Human Resources Director 

E-mail: estimson(a gothiclandscape.com 
Ph: 661-257-1266 x204 • Fax: 661-257-7749 

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(a¿wheats.com 

LANDSCAPE MAINTENANCE 
ASSISTANT SUPERVISOR 

Full time, year round position at our Racine 
location. Help with routine operations including 

mowing, pruning, mulching, lawn care, snow 
removal, etc. Assist with work scheduling, 

employee training, quality control and customer 
service. MUST be bilingual (Spanish/English). 

Horticulture knowledge and a Wisconsin 
pesticide license a plus. Salary and benefit 

package commensurate with ability. 

Call Don Jensen at 262-939-0012 
or send resume to: 

The Bruce Company 
4950 Memco Lane 
Racine, WI 53404 

www.thebrucecompanv.com 
Fax: 262-639-747i 

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 

http://www.physan.com
http://www.americanstampco.com
mailto:Anduray@landcare.com
mailto:info@greensearch.com
http://www.wheats.com
http://www.thebrucecompanv.com
http://www.brickmangroup.com


HELP WANTED (CONT'D) 

LANDSCAPE MAINTENANCE 
SALES 

The Bruce Company has an immediate opening 
in our growing Racine location for a person who 

will sell landscape maintenance services to 
commercial and multi-family properties. The job 

requires knowledge of plant identification, 
pathology and turfgrass management. Excellent 

customer interaction skills required. This is a full 
time, year round, salaried position with 

competitive benefits and a company vehicle. 

Send resume to Mike Michalski at: 
The Bruce C o m p a n y 

4950 \ I e m c o Lane 
Racine, W I 53404 

w w w . t h e b r u c e c o m p a n v . c o m 
Fax: 262-639-747 i 

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 M a r k h a m Road 
San fo rd , F L 32771 

407-320-8177 • Fax: 407-320-8083 
E-mai l : hor t search(^ aol.com 

www.florapersonnel.com 

IRRIGATION SERVICE 
MANAGER 

Northern Virginia Full service 
company seeks highly motivated 
and well organized individual to 
run division. Should have superior 
technical knowledge to coordinate 
underground sprinkler installation 
and service, systems operations 
and analysis of system deficiencies. 
Minimum 7 years experience in all 
aspects of irrigation design, 
installation and service. Hands on 
full-time position, salary to 60k, full 
benefits and vehicle for right 
individual. 

Fax resume to: 
(703) 573-7673 or (703) 222-5662 

JOBS IN HORTICULTURE, INC. 
www.hortjobs.com 

Phone: 1-800-428-2474 
Fax: 1-800-884-5198 

REPEATING an ad ensures it will 
be seen and remembered! 

LANDSCAPER ACCESSORIES 

W . E . C H A P P S S 
Mesh Dtbf » Mower B«fs Equipment Covers 1 
If g t (Um Protection Chemitai Protection / 

rhf HéiXer S—n« Mutcto PUtc èn4 Höret I 
OVER 500 PRODUCTS • MftDEIHUSR 
i d .m- f u r r m 

w w w . w i : < : i i A i > i » s . c o M 
» 0 0 - » 1 « - 2 4 2 7 

HURRY! 
If your ad isn't here, 

call Leslie 
Montgomery 

( 8 0 0 ) 2 2 5 - 4 5 6 9 X 3 1 9 9 

The #1 best-selling 
all-in-one software for 

specialty trades 
• 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. Evenm 
design your 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! 

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 

GROUNDSKEEPERK0 PhoneCen te r Sof tware 
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 

PUT CLASSIFIEDS TO WORK FOR YOU! 

H e r e a re in i l l jL words 
that will help 

keep your ad in your 
prospective customers plans 

FREQUENCY 
FREQUENCY 

Call to find out how you can save 
with f r e q u e n c y adver t is ing! 

Leslie M o n t g o m e r y 
800-225-4569 x3199 

www. 
landscape 

Management 
•net 

http://www.thebrucecompanv.com
http://www.florapersonnel.com
http://www.hortjobs.com
http://www.wintac.net
http://www.PhoneCenterSoftware.com


INDUSTRY TRENDS BY THE NUMBERS 

HAND-HELD POWER 
EQUIPMENT FORECAST T ; | 

Category 
2002 

Actual 
2003 

Forecast 
2004 2005 

Forecast Forecast 

Hand-held 
blowers 1,800,500 2,017,621 2,076,061 2,015,935 

% change 5.5% 12.1% 2.9% -2.9% 

Backpack 
blowers 393,104 466,365 448,269 432,256 

% change 10.5% 18.6% -3.9% -3.6% 

Trimmers 5,499,580 6,437,771 6,828,439 6,682,894 

% change 13.2% 17.1% 6.1% -2.2% 

QThe U.S. Citizenship and 
Immigrat ion Services agency 
announced it w o n ' t accept any 
more H-2B applications for 2004 

since it has already reached a congression-
ally mandated cap of 66,000. Is the H-2B 
cap a problem for your business? 

a AO/ VWQr I've got all my labor needs 
<\<\/o J ^ g lined up already 

2 6 % E P This is going to hurt us a lot! 

1 9 % Q g I'm not sure what H-2B is 

1 0 % This might be a problem, not sure 

Percentages based on 149 responses 

Chain saws 2,600,075 2,666,379 2,779,554 2,687,289 

% change 15.4% 2.6% 4.2% -3.3% 

* Unit shipments on calendar year basis 

I'm not sure what H-2B is 

S T 

Log onto www.landscapemanagement.net 
and answer our online survey. We publish 
the results here monthly. 

SOURCE: OPE I 

RETURN O N ASSETS IS REAL TEST OF HEALTH 

How healthy is your business 
from a financial point of 
view? The financial ratio 
"return on assets" is the real 
test of health, not net profits. 
Based on the financial risk 
associated with investing capi-
tal in and owning a seasonal 

smaller business, 25% return 
on assets is the minimum you 
should expect from your busi-
ness investment. You of 
course want a higher percent-
age than this, and some com-
panies in the industry, in fact, 
achieve as high as a 50% 
return on assets. 

To calculate return on 
assets, divide your net profits 

before taxes (this is the num-
ber from the bottom line on 
your income statement) by the 
total average assets invested in 
your company. This number 
comes from your balance 
sheet. It's the dollar value total 
of your cash, accounts receiv-
able, inventory and equipment 
(net depreciation). Here's a 
sample calculation: 

1. Take annual net profit: 
$100,000 
2. Then add your Jan. 1 
beginning assets: $375,000 
3. And Dec. 31 year-end 
assets: $425,000 
4. This is your average assets 
($375,000 + $425,000)/2: 
$400,000 
5. Then calculate return on 
assets: $100,000/$400,000 = 
25% 

SOURCE: KEHOEGUIDO 
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Broad-spectrum 
Q®s©<tff r 

With Res 
' Sound too good to be true? 

Old insecticide standards are 
disappearing from the market, 
leaving a need for effective broad-
spectrum insect pest control. Many 
new products are being introduced 
to fill this gap, but most lack broad-

spectrum control and many pose the 
threat of developing resistance due 
to their limited modes of action. 

The complex chemical structure of 
Azatrol® EC Insecticide overcomes 
these concerns. Azatrol controls a 
broad-spectrum of insects. How? Due 

to the complexity of the azadirachtin 
molecule—the active ingredient. This 

complexity also makes it virtually 
impossible for insect resistance to develop. 

And the multiple modes of action provide 
control of insects in various phases of the 

life cycle. 

Combine these unique features with low odor, 
low environmental impact and low mammalian 

oxicity and you've got the perfect product to 
enhance your IPM program. 

An Employee-Owned Company Always read and follow label directions 
Azatrol* is a registered trademark of PBI/Gordon Corporation; ©2004 PBI/Gordon Corporation 



Don't Bust Your Tail 

NOTHING RUNS LIKE A DEERE® www.JohnDeere.com 

http://www.JohnDeere.com

