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ENTER TO WIN:
www.HusgvarnaTotalSource.com

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

Grand Prize

It's the official 2004 Husqvarna-Isuzu 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 rampanda |
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
gs Gln.lm IT Tickets for two for a King's Experience at Richard Petty Driving

Experience available at various tracks around the country.
COULD BE YOURS.

Visit the official Web site to enter online, for official rules, regulations and complete details, and for monthly equipment giveaways.
Or call 1-877-4AHUSKY, or pick up an official entry form at your nearest participating retailer.
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Lawn and turf care is all about service — the more you offer and the faster you can
offer it, the more profitable you become. And now is the perfect time to step

up to the power of Husqvarna’s Swedish engineered specialty turf equipment.
Ergonomically easy to operate and maintain with more than enough power and
performance to get the work done fast, Husqvarna specialty turf equipment is
ready when you are. Get to your Husqvarna Power Retailer and get to work!
1-800-HUSKY-62, or visit www.husqvarna.com.
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Breathe More Life Into \ \ Thatch and Seed To Make Room
Your Lawns And Business For Growth and Profitability
* Four models to choose from
* Work paths of up to 25 inches, :
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* Variable aeration depths of up to 3 inches

= SOD CUTTER "'\ s STUMP GRINDERS
\ A Powerful Way To Roll Up New Business s Grind Up A New Bottom Line
* Two cutting and transport speeds ‘ * 8 carbide tipped teeth on a
* Our exclusive ; 14 inch wheel

drive transmission + Equipped with lift grips and

* Power-reverse feature adjustable driver handles

* Work paths of 18 inches * Up to a 12 inch grinding depth
* Big 5.5 hp Honda engine * Mighty 13 hp Honda engine

BHusqvarna

INASCAR® is a registered trademark of the National Association for Stock Car Auto Racing, Inc.
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| PRESENTING THE POWERFUL AND SURPRISINGLY QUIET GMC® SIERRA:

WE ARE PROFESSIONAL GRADE! ‘ G M E




Jackhammers. Bulldozers. Impatient foremen. There’s enough commotion on the job site without your truck
adding to it. So our engineers designed the GMC Sierra to provide some peace and quiet. This impressive
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™
6600 Turbo Diesel U8 that delivers 310 hp @ 3000 rpm and 605 Ib-ft torque @ 1600 rpm. It offers
exceptionally smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel
injection that helps control noise, vibration, and harshness. Even the available Allison® transmission is
engineered for smooth shifting and quiet operation. The GMC Sierra. You should hear what you're missing.
Visit WWW.GMC.COM or call 1-800-6MC-8782.

OnStar available on select GMC models. OnStar and the OnStar logo are registered trademarks of OnStar Corporation. Call 1-888-40NSTAR (1-888-466-7827) or visit
www.onstar.com for system limitations and details.
Vehicle shown with equipment from an independent

pplier. See the owner’s manual for information on alterations and warranties.
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Want to brighten your profit picture?

Meet the new John Deere 4000 Twenty Series. With up to
21% more horsepower’, 3-year powertrain protection’ and
optional quick-change iMatch™ attachments, it's the perfect
way to get more work done. And you can get started right

now—with a test drive at your John Deere dealer.

Compared to preceding models. ‘See dealer for details. John Deere’s green and yellow color scheme, the leaping symbol,

NOTHING RUNS LIKE A DEERE™
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"DECLARATION OF NNOVATIO

FEHR'S ®  Ferris - the innovation leader - pushes suspension technology to a
new level. In 2005, standards will be surpassed. Ferris will bring
you the latest in independent suspension technology and the most

r complete line of commercial mowers in the industry.

Learn more about Ferris mowers with IS® Independent Suspension.
Call 1-800-933-6175 or logon to www.Ferrisindustries.com

wWww-.-FerrisIndustries-.-com

Circle 105


http://www.Ferrislndustries.com

Next month

WHAT'S COMING UP IN OCTOBER

Business Planner

Our biggest issue ever! Chock full
of smart business management
articles written by top industry
experts. Here is some of what you
can expect:

# Tips from ten top managers
Certified Grounds Manager Dusty
Hallman picks the brains of the
industry’s finest to unearth secrets
to crew management

# Build your network
Landscape company owner Larry
lorii explains how to create friendly
relationships with competitors

= Key figures to know
Industry consultant Phil Nilsson

emphasizes the importance of keep-

ing track of your financials in the
short-term

= Exceed your 2005 sales goals
Wanna pump up your sales?
Industry consultant Jim Paluch talks
about how to set goals and stick

to ‘em!

= Improve your profit
Industry consultant Ed Wandtke

tells how to grab opportunities to
increase the total value and prof-
itability of landscape sales

use them to:
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around the clock can take its tollon
the average Worke




Lawnaire
28 Aerator

Mataway® One-Pass Ren-0-Thin®
35" Slicer/Dethatcher, Power Rake,
Overseeder Dethatcher

* Transp.

* Maneuverable, 28" width
* Covers 24,000 sq. ft./hour

Sod Cutter
* 12" or 18* width

1-888-922-TURF
t www.ryanturf.com

* Easy selection of blades/spacing

arent seed-flow tubes

Lawnaire
IV Plus

Lawnaire
V Plus

Lawnaire® IV Plus
and V Plus Aerators
* Self-propelled
* 19" and 26" widths
* Aerate 21,000 to

29,000 sq. ft./hour.

©2004 Jacobsen, A Textron Company
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Proud supporter of these green industry professional organizations:

ALCA
AN.\'{A

American Nursery &
Landscape Association

o ——

Associated 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
111 East Wacker Dr, 18th Floor ® Chicago, IL 60601
Voice: 312/372-7090 / Fax: 312/372-6160

Consultants

www.asic.org
The Irrigation Association
Member 8260 Willow Oaks Corporate Dr. Suite 120

.
T
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~
VOICE OF TREE CARE
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Fairfax, VA 22031-4513
703/573-3551
www.irrigation.org

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

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St.

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.pestfacts.org

Sports Turf Managers Association
1027 S. 3rd St.

Council Bluffs, 1A 51503
712/322-7862; 800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Association
P.0. Box 156

New Prague, MN 56071

612/758-5811

Tree Care Industry Association
3 Perimeter Road, Unit 1
Manchester, NH 03103
603/314-5380
www.treecareindustry.org
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"pf\'el twenty five years ago, Max Walker and his sons, Bob and Dean, had the idea that thIt must be
a better way to mow their homes in Loveland, Colorado. They told themselves “1f we can’t buy it,
we’ll build it,” and so the Walker Mower was born. The Walker Mower still stands today as
a better way to mow landscaped property. 1f you are looking for a better way, we invite you
to join the growing family of Walker Mower owners and operators around the world.
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It pays to install the industry’s leading
irrigation products.

Enroll NOW to earn Rain Bird® Rewards. Every day.

e %

Every irrigation contractor is eligible to join the Rain Bird Rewards program:

By enrolling in this program, you'll earn points every time you purchase Enroll NOW!
Rain Bird products! What could be more rewarding? The more you buy, the ‘ %lsl;s()t(;lt]}-lf;e:ra\:isit
more points you'll earn - points you can redeem for cash merchandise, even www.rainbird.com/rewards.

tools to help grow your business. You decide how to reward yourself. Every day.

Install Confidence: Install Rain Bird? Earn Rewards.

RaN I BIRD.

*Rain Bird Rewards is open to all professional landscape and irrigation contractors in the U.S. and Canada. tAll Rain Bird turf irrigation products are eligible,
except central control, golf, agricultural, consumer products and parts; purchases must be made at authorized Rain Bird distributors. *Cash equivalent.
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BUSINESS

FROM THE BOSS

Why stop now?
BY RON HALL / Editor-in-Chief

t ain’t over yet. And it shouldn't be. By now,
the members of both the Associated Land-
scape Contractors of America (ALCA) and
the Professional Lawn Care Association of
America (PLCAA) have spoken. My guess
is that they've voted to combine the two
associations by a huge majority.

Now that the process has started, let’s keep it
rolling. Rock on, merger!

Few events have been as noteworthy in the land-
scape/lawn service industry this season as the an-
nouncement of the merger. It's a step in the right direc-
tion, but just a step.

Let's forget about the differences separating the vari-
ous niches within the contract segment of the profes-
sional Green Industry and build a bigger whole. Today

and tomorrow are what counts, not yesterday.

A slam dunk

Some of the lawn application company owners that I've
talked to seem to think that the merger is a big win for
ALCA. These longtime PLCAA members fear losing
“their identity” within the bigger association.

Of course they will...to a certain degree.

But the upside to the merger is much greater for
PLCAA members who, since the association’s founding
in 1979, have been primarily the owners of small inde-
pendent companies offering lawn application services
— fertilization and weed/insect/disease control.

Consequently, mowing contractors typically gravi-
tated to ALCA, which they perceived to offer more
services and be more aligned to their business interests.

PLCAA's narrow focus on chemical services, com-
bined with the consolidation of the industry by national

companies such as TruGreen-ChemLawn and Scotts

The landscape/lawn service INAUStry is huge.
Each PIECE is as vitally important as all the Others.

www.landscapemanagement.net / SEPTEMBER 2004 /(NP MaNS8 Y Y123 h)

Lawn Care, limited its growth. Without some big
changes, it was unlikely to grow much more. ALCA, by
contrast, has been on a fast growth track, as evidenced
by the numbers it attracted to the past few Green In-
dustry Expos, the industry’s largest trade show.

PLCAA Executive Director Gary Clayton and his board
realized that a new, larger association could better serve
their lawn care members. That's what assodiations are all

about, right? They took the bigger view, so hurray for them.

Our goals overlap
The ALCA/PLCAA merger is set to take effect January
1. The combined organization will have a new name by
then. It will have four separate divisions: maintenance,
design/build, interior and now lawn care.

But why stop there? The universe of Green Industry
services is huge. It's also interconnected, and each piece
is vitally important to all the others. From wholesale
plant nurseries to those of us specializing in decorative
pavers, we all serve the same consuming public.

Farsighted ALCA leaders this past year have had
discussions withthe Irrigation Association (IA), the
National Arborist Association (NAA) and the Ameri-
can Nursery and Landscape Association (ANLA).
They've been exploring areas P—

e
SRl N,
E

of common interest. Let's
applaud this effort to
build bridges within our
great industry.

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

Target desirable work by customer type,
customer profitability and
density considerations.

Build density to help profits

BY BRUCE WILSON

any companies proudly say
they grow their businesses by
referral. They have a right to
be proud because referrals are
a real reflection of quality and

service. However, there's a

problem with this as a primary
growth strategy.

Referrals can come from business contacts of satis-
fied clients. However, they may not come from the
business next door but instead the one from across
town. Companies instinctively chase referrals because
they're easy to close, salespeople don’t have to cold call
and it’s good for the ego of the company.

I'm not suggesting that you ignore referrals or that
they’re bad. They just shouldn't be the primary sales
driver. Companies are better built if they target their
growth to improve density and choose the clients who

are value aligned and will be loyal.

Don’t penalize the client
Don’t underestimate the impor-
tance of density. When companies
work all over town, their travel
time goes up as a percentage of WORK
hours worked. This is a “Dumb
Tax” that has to be born by either
the customer or the company.
Dumb Taxes provide no value-add
to the service being delivered.
Another greatly underestimated
problem associated with a lack of

TARGET
DESIRABLE ’

density is the increased cost of supervision, the difficulty
in being responsive to a customer and/or a decrease in
quality control. Managers cannot as easily visit properties
and monitor quality because of the span of control issues
created by lost time traveling from job to job. Many
companies start to lose the customer intimacy that gener-
ated all the referrals to start with. Altematively, they add
managers to keep quality up, and profits go down. Or
they may raise prices and lose their competitive edge.

Is it right for you?

It's better to target desirable work by customer type,
customer profitability and density considerations. If
you get a referral that doesn't fit the criteria, think
long and hard if it's right for you. It may be best to
pass, or if you like the opportunity, then you need to
develop a plan to immediately work on building den-
sity around that job so as to quickly solve the associ-

ated problems it might create.

G

) competitive. For this reason it's

This will be a new way of
) thinking for some of you. But you
need to be not only good but

essential to do everything possible
to keep your costs low in order to be
competitive and still be highly prof-
itable. This requires being more strate-
gic and less reactive.
— The author is a partner with entrepre-
neur Tom Oyler in the Wilson-Oyler
Group, which offers consulting services. He is
also the Director for the Symbiot Landscape
Network. Visit www.wilson-oyler.com.
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| 1IT’S ABOUT giving you A LEG TO STAND ON |

In a highly competitive industry, even the strongest, most independent business can use some help. At Bayer, solving your problems and
upgrading the solutions is a big reason why we come to work in the morning. Right now our turf and ornamental division has more than 40 new
product innovations in various stages of development. Products that will all come with our 100% guarantee of B ACKED
satisfaction. There are also creative business support and training programs like Accolades” and Bayer Academy

that can help revitalize and grow your business. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. by BAYER.

Bayer E 18 ,ab group of Bayer CropScience | 95 Chestnut Ridge Road, Montvale, NJ 07645 | Backed by Bayer and Accolades are trademarks of Bayer. | Always read
and follow label directions carefully. | ©2004 Bayer CropScience

@ Bayer Environmental Science Circle 109



In the Know

NEWS YOU CAN USE

Sales Symposium
targets ‘rainmakers’

BY JASON STAHL & SUE PORTER

ERSEY CITY, NJ — The over 350 at-

tendees of the Associated Landscape

Contractors of America's (ALCA)

Sales & Marketing Symposium held
here in late July were in a New York state
of mind. How could they not be with
views of Manhattan across the Hudson
River from their hotel?

Tom Oyler of the Wilson-Oyler Group
quickly got their minds back on sales,
however, with his keynote address on
“Value Chain Strategies That Unleash Or-
ganizational Sales Potential.” Oyler’s main
point was to
know and under-
stand your
clients’ needs. He
gave two other
talks as well on
how to structure
commissions
strategically and
developing rain-
makers in your organization.

Oyler said that nurturing rainmakers is
a strategic task and warned landscape own-
ers that organizational rainmakers have dif-
ferent personalities, viewpoints and meth-
ods of operation than most employees.
Oyler pointed out it’s rainmakers who gen-
erate sales and strong customer relation-
ships, and it’s that quality of building rela-
tionships that makes rainmakers look out
for the customer.

Generosity abounds
During the event, incoming ALCA presi-
dent Dan Foley called for donations to the

Renaissance Park project in lower Manhat-
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(Above) New palm trees
thrive in the Winter Garden,

(Left) (L to R) Kurt Kluznik,
Tom Heaviland and Dan
Foley relax on the cruise.

tan, ALCA's gift to New York and its peo-
ple in the aftermath of 9/11.

The spirit of giving was obviously in the
air as he was able to raise more than
$15,000, bringing total donations so far to
around $100,000. A drawing was held at
the Symposium for a prize of either $200
in publications or one Green Industry Con-
ference registration. The winner, Brad
Winemiller of Greenleaf Landscaping,
Claymont, DE, decided to donate $100 of
his prize to the Renaissance Park project.

Leisure time
On the social track, participants who

signed up for an optional Landscape Tour

previously damaged on 9/11.

Merger update

Kurt Kluznik, president of ALCA, gave
an update on the proposed merger of
ALCA and the Professional Lawn Care
Association of America. Both associa-
tions sent out ballots in early August
for a vote. The plan for realignment is:

Seven PLCAA board members will
be added to the ALCA board, and
other committee chairmen and partic-
ipants will become part of the appro-
priate ALCA KRAs (Key Results Areas)

Two more KRAs will be added: GIE
Show and Legislative Day on the Hill

Next year (2005) the officers will be:
President — Dan Foley; President
Elect — John Gibson; Secretary/Trea-
surer — Maria Candler; Immediate
Past President(s) — Jim Campanella &
Kurt Kluznik

ALCA is hiring a marketing firm to
develop a new name that reflects the
“new era”

Certification will be developed in
two lawn care categories

Challenges for the integration are:
retain PLCAA members, deal with
pesticide regulations effectively, help
PLCAA members integrate into the
ALCA “culture,” meet the needs of
the “Lawn Care Specialty Group,”
which will be formed to be similar
to those for interior, exterior and
design/build.

were treated to a walking tour of Battery
Park at the southern tip of Manhattan.
Another highlight on the tour was the
Winter Garden, which was damaged dur-
ing the 9/11 attacks and rebuilt. On Satur-
day evening, many took part in a boat
cruise on the Hudson River while taking in
the beautiful Manhattan skyline.
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information, and less downtime, visit torosports.com.
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In the Know

BlueYellow
acquired by Koch
BRUNSWICK, GA — Koch Cellu-
lose, LLC will now manufacture
and market BlueYellow, the new
innovative turf establishment sys-
tem, which combines high quality
seed and fertilizer in a lightweight,
biodegradable roll. Koch Cellulose
acquired BlueYellow as part of a
purchase deal struck with Georgia-
Pacific, which was finalized in May.
pLCAA BV L ® | Rain Bird aids

A : . reforestation

LARY CARE
(ST

o : ' TUCSON, AZ — Rain Bird Corpora-

The Color Guard formally begins
the dedication ceremony.

Lawn pros hit Hill for work, politics

BY JASON STAHL

WASHINGTON, DC — As a landscape con-
tractor or lawn care professional, it’s re-
warding enough to participate in the Pro-
fessional Lawn Care Association of
America’s Renewal and Remembrance
Day of service at Arlington National
Cemetery. But for Chris Hayes, the thrills
were even larger this year because he
shared the experience with his family.

Hayes, Vice President of Operations of
Groundmasters, Cincinnati, OH, brought
his wife and three sons, Lee, 16, Cole, 14,
and Jay, 12, to the nation’s capital the
weekend of July 17th not only to see the
sights but to put in their fair share of sweat
at the cemetery.

“The most rewarding part of this has
been getting my family here to see the sac-
rifice of lots of Americans, and to gain an
appreciation of that and give something
back,” said Hayes.

For Mark Thelen, Vice President of
Landmark Landscapes, Norcross, GA, this
year was his first at the 8th annual event.
Judging from his experience, it won't be
his last.

“It’s sobering as you're passing by these

headstones,” said Thelen, whose grandfa-
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thers both served in World War II. “Some
of these people were completely unknown.
They sacrificed their lives for freedom, and
it just gives you a great feeling to do this.”

More than 200 lawn care and landscap-
ers pros and tree care specialists representing
more than 30 states pruned trees and
shrubs, fertilized, sodded, mulched and laid
sod on the most recent gravesites to im-
prove the green spaces at Arlington Na-
tional Cemetery. The value of the services
and products donated exceeded $100,000.

After the cemetery project, everyone
polished up and headed to Capitol Hill to
meet with their respective congressmen and
senators. Topping their list was the H-2B
guest worker program and the need for
comprehensive immigration reform.

In meetings with aides for Sen. George
Voinovich (R-OH) and Sen. Mike
DeWine (R-OH), Joe Drake, President of
J.F.D. Landscapes, Chagrin Falls, OH,
went as far as to say he might be out of
business within a few years if something
doesn't change. His date of need for sea-
sonal labor is Mar. 15, so the earliest he can
apply for his visas is 120 days before that
date. Last March, enough H-2B petitions
had been received to meet the congression-
ally mandated cap of 66,000 new workers.

tion donated 800 quarts of Rain
Bird Irrigation Supplement to
Trees for Mt. Lemmon to aid in the
group's efforts to reforest private
land damaged in last summer’s
Aspen Fire near Tucson.

KTC opening
Columbus site
TORRANCE, CA — Kubota Tractor
Corporation (KTC) broke ground in
July on a new warehouse and dis-
tribution facility located in Colum-
bus, OH. The new warehouse will
facilitate the need for amplified
distribution of Kubota's tractor
equipment and related imple-
ments and accessories to Kubota's
Northern Division of 15 states.

Franks offers
discounts

TROY, MI — Franks Nursery
launched a “Business Benefits”
program available to all licensed
businesses, non-profit organiza-
tions and government agencies.
The program offers member com-
panies a 10% discount on any pur-
chase over $250 made at Franks
Nursery, with 169 stores in 14
states. More information and a
complete list of Franks locations is
available at www.franks.com.
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In the Know

NIAAA spurs
school field fixups

BY RON HALL / Editor-in-Chief

LOUISVILLE, KY — The Na-
tional Interscholastic Athletic
Administrators Association
(NIAAA) is promoting an am-
bitious sports field improve-
ment campaign among its
5,800 members, most of whom
are high school athletic direc-
tors. Through its Sports Turf
Committee, it's drawing upon
the support of a growing num-
ber of sports turf equipment
and material suppliers and the
expertise of some of the indus-
try’s most knowledgeable pro-
fessionals, in an effort that will
shortly begin producing and
distributing educational mater-
ial, including “how-to” videos
to its membership.

“What the NIAAA is doing
is what we're trying to do too,”
says sports turf expert Charlie
Vestal, Profile Products LLC,
who was one of about 20 vol-
unteers who renovated the
high school girl’s softball field
in Moore Traditional School
here in July.

And what a job that he, and
some hard-working volunteers
from the NIAAA, The Toro
Co., LESCO, Kenny Outdoor
Services and GCA Services
Group, Inc., did for the public
high school and its 700 stu-
dents. They, and four female
Moore softball players:

Resurfaced and reshaped
the skin infield, adding four tons
of Turface field conditioning ma-

terial to improve its playability.

Rebuilt the pitching area
and the batter’s box using
MoundMaster clay blocks.

Removed a 6-ft.-wide
swath of weedy sod around the
edge of the infield and removed
and resurfaced the field's lip.

Improved drainage to
prevent standing water in areas
along the first base dugout and
behind the batter's box.

Repositioned the left field
foul pole (moving it 3 ft. to the
left) and correcting the position
of second and third bases.

Fertilized the turf outfield
(LESCO Professional 30-3-7)
and mowed it with a Toro
Groundmaster 3500D.

String-trimmed along all
fenced areas of the softball field
and adjacent fields.

Contracted with Ralph
Earley of Perfection Lawn &

Landscape, Mt. Washington,
KY, to apply Momentum
broadleaf control to the turf
portions of both the softball
field and the adjacent boy's
baseball field.

Baltimore's next
This is the second year that the
NIAAA and, basically, this
same group volunteered their
services. In 2003 they reno-
vated a baseball field in Indi-
anapolis. Next year they travel
to Baltimore.

Obviously, renovating that
fields at a single school each
year isn’t going to meet the

challenge facing our public

schools in providing safe and
attractive sports, but it's a great
example for other schools
within these communities, says
NIAAA Executive Director
Frank Kovaleski, a former high
school AD himself. He was out
in the sun with a rake and a
shovel just like all the others.

The bigger changes will
come when the NIAAA and
the members of its Sports Turf
Committee, working in con-
junction with groups such as
the Sports Turf Managers Asso-
ciation, start reaching the right
people in the administration in
our public schools.

People & companies

Bayer Environ-
mental Science
named Jeff
Weld programs
manager.

Peterson Pacific added
Dave Sumner as Eastern
Region Technical Support
Representative.

Agri-Inject, Inc. named Jim
Fields National Sales Man-
ager of its Irrigation Injection
Technologies division.

HydroPoint appointed
Patrick Halahan as Vice
President, Engineering
and Robert Torre as Vice
President, Finance and
Administration.

The American Nursery &
Landscape Association
elected a new Board of

Directors: Peter Orum,
president, Buzz Bertolero,
president-elect, Tom Cour-
tright, Region IV director, J.
Frank Schmidt Ill, Region IV
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director, Greg Schaan,
Region | director. Charles
Wayne Lovelace, vice presi-
dent and general manager of
Forrest Keeling Nursery (MO),
recently received ANLA's
2004 Hall of Fame Award.

The Turf & Ornamental
Communicators
Association named
Jason Schmaderer of
Swanson Russell Associates
to its Board of Directors




ValleyCrest adding OMNI to its fold

CALABASAS, CA — ValleyCrest Compa-
nies, a privately held national landscape
and horticultural services company head-

quartered here, signed an agreement on

Dallas, TX, and STM Landscape Services,
Qakton, VA, in 2000.

Founded in 1949, ValleyCrest Compa-

nies is the nation’s leading provider of land-

scape development and maintenance
services, and a major supplier of trees.

ValleyCrest Companies has a work-
force of more than 8,000 people nation-
wide and annual revenue of approximately
$700 million.

Friday, August 20, to purchase the land- R
scape assets of Omni Facility Services, Inc.
Omni Facility Services filed for Chapter 11
bankruptcy protection on June 9, 2004.
The Omni Landscape Group, which em-
ploys 640, has annual revenues of approxi-
mately $50 million.

ValleyCrest Companies President
Richard A. Sperber said, “We are very ex-
cited about the people of Omni Landscape
Group joining the ValleyCrest family and
look forward to welcoming them to Valley-
Crest. This acquisition will help us con-
tinue to grow and develop our landscape
maintenance business, strengthen our posi-
tion in several east coast markets and
deepen our penetration in Atlanta and the
Mid-Atlantic region. We look forward to
working with the people of Omni and

serving their customers for years to come.”

Stronger presence in East

Omni Landscape Group provides land-
scape services in the Atlanta area, the
greater Washington D.C. area, the
Philadelphia area, Destin, FL and Birming-
ham, AL. During the late 1990s, Omni
Landscape Group acquired former land-
scape companies Morrell Group in At-
lanta, GA, Heyser Landscaping, Inc., of

Norristown, PA and Spring Gardens in

Terraseeding”™
Erosion Control
Athletic Fields

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

Seed a lawn, a slope, a berm, a rooftop
terrace, or even a riverbank — all in one easy,
calibrated process. Call us today and ask
how an Express Blower™ truck can increase
the profitability of your business.

Maryland.
The acquisition will go through the
process and approval required by the U.S.

Bankruptcy Court. If approved, the deal is

o

800-285-7227

www.expressblower.com

expected to close within 45 days.

Prior acquisitions by ValleyCrest Com-
panies include the purchase of The Impact
Group, Delray Beach, FL, in 2003; the
landscape construction operations of Tru-

Green LandCare, a division of ServiceMas-

ter, in 2001, and North Haven Gardens,
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We're heading in the right et N miin e sec oot

streets, might be a lot like your town.

Homeowners there, to a greater or

lesser degree, take pride in their land-

. i scapes, particularly their lawns. Also, |

revenues and (SUFDI‘ISG, Surpnse) maybe again like your town, hundreds of former i
good wage earners there have been “downsized.” |

more COmpeti‘thn Corporate giants Kodak and Xerox have shed hun- |

dreds of workers in recent years in Rochester. |
Inevitably, some of these displaced workers

become “landscapers.” But you expected that, right?
“I've even seen guys pulling trailers with their

direction with more work, more

BY RON HALL / Editor-in-Chief

cars, including a guy in a Buick pulling a trailer
with a push mower on it,"” says Roald Hughes,
Green Mountain, Rochester. “Some of these guys
are advertising ‘Most Lawns $10"."

When you question your sanity for getting into

' the professional landscape and lawn service indus-
I O n e try (perhaps on the day when a service truck l

grow’

ILLUSTRATION: BEN MORSE — FIRESTATION STUDIOS
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breaks down), take
heart — you're in no
danger of having your
profession being
shipped to China or
India. If you can accept
the day-to-day chal-

lenges of running any

Roald Hughes

small business, you likely agree that you're
in a good business at a good time.

At least that's what readers told us in
our annual survey. The majority of the 300
people responding to our survey said that
demand for your services picked up this
season, that we're beyond digging out from
post 9/11. You also told us that we're not
experiencing the explosive growth of the
mid to late 1990s, but your sales are still
tracking upward, and improved by a small
margin over 2003.

Squeeze on prices

That's the good news; the bad is that com-
petition for customers is intensifying, espe-
cially for mowing and maintenance. While
startups and part-timers chip away on the
residential end of the market, national and
big regional firms target retail, industrial
and commercial accounts in major markets
with very tight pricing.

If you feel like you're being squeezed
on pricing, you needn't feel like the Lone
Ranger.

“This is the worst that it’s ever been,”
says Dan Beekhuizen, co-owner of Keesen

Enterprises, Denver, an award-winning
company that has been offering landscape
services for more than three decades. “We
had a few contracts signed up this year,
and even before we started mowing they
had come in and renegotiated them. The
clients sent rejection letters saying don't
bother coming because we signed with
another company.”

Rather than fight for what he feels are
unacceptably low prices for maintenance
in his primary market in south Georgia,
Brian Turner, Green Thumb Landscape,
Tifton, GA, is slowly converting his com-
pany’s focus to installation.

“There’s a lot of cut-throat competition
here, and we really haven't attempted to
increase our maintenance business this
year,” says Turner, who left a career in real
estate three years ago to start Green
Thumb. “We're trying to break away from
some of the other guys who are about our
size and aren’t willing to take on some of
the bigger installation jobs that we're start-
ing to get.”

To that end, his 12-person operation
has been taking on jobs elsewhere in Geor-
gia as well as Florida, Alabama and the
Carolinas, too.

“Our biggest challenge so far has been
growing too fast, and also securing and
tackling those bigger jobs,” he adds. “But it
seems that every job that we've done on
the commercial side has been larger than
the one before.”

SEPTEMBER 2004 /

TOP 10

FASTEST GROWING
SEGMENTS THIS YEAR: |
Mowing

Landscape installation

Tree care

Turf fertilization

Landscape design

Ornamental care

Irrigation installation

Paving, deck & patio installation
Turf weed control

Irrigation maintenance

TOP 5

MOST PROFITABLE
SERVICES THISYEAR: |
Landscape installation

Mowing

Turf fertilization

Snow removal

Landscape design

BASE 320 RESPONDENTS
SOURCE: LM 2004 STATE OF THE INDUSTRY SURVEY

Industry-wide business ticked up this
season in almost every category from 03,
says our survey. There were no big jumps,
but you, our readers, say the big picture is:

P revenues (for most of you anyway)
continue upward,

» your cash flow improved over '03,

P you're reasonably satisfied and well-
rewarded with your career choice, and

» you feel the industry, as a whole, is
healthy.

Equally encouraging, most of you indi-
cate that better days are ahead and look
toward '05 with optimism, especially those
of you doing design/build, which is benefit-
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BUSINESS OUTLOOK 2005

ing from the record-level home-building
market of the past several years.

“It’s almost too good. We've exploded,”
says Gerry McCarthy, Mac’s Landscaping,
Stoneham, MA. “We have a good backlog
of projects going into the fall, and it’s going
to be busy. In the Northeast, people are
spending. They’re putting money
back into their homes and busi-
nesses. They’ll spend that addi-
tional $10,000 or $15,000 to put
in that patio or that nice stone
wall. Why not? A stone wall like
that will last almost forever. It's a
good investment.”

McCarthy, who has worked in the land-
scape business for almost 30 years, says that
his company’s expertise in installing hard-

Gerry McCarthy

in his north Boston suburbs. “I think you
have to find and develop a particular niche,
something that a lot of your competitors
can't do as well,” he says.

Our survey bears out McCarthy's en-
thusiasm.

Four out of five (265 of 308 responders
or 86%) tell us they have more
work this season than last. That

Also, 70% of you (212 of 302)
tell us that your revenues in-
creased this year, up two per-
centage points from our '03 sur-
vey. Significantly, only 6%
reported a decrease in sales compared to
11% in our 2003 survey.

This is heartening in the face of in-

is up from 75% in our '03 survey.

WILL YOUR REVENUE
INCREASE, DECREASE OR

BASE 302 RESPONDENTS
SOURCE: LM 2004 STATE OF THE INDUSTRY SURVEY

ber of dollars-and-cents concemns, such as
historically high fuel prices, and signifi-

fertilizers and insurance.

Certainly the specter of ever-growing
competition and ever-rising costs are caus-
ing some of you to re-evaluate your mix of
services and how you deliver them. You
realize that you must maintain profits at

scapes eliminates many of the fringe players  creased competition and a growing num-

ALCA survey: consumer spending rising

Consumer spending on profes-
sional landscape and lawn care
services is going up, up, up,
says a survey commissioned by
the Associated Landscape Con-
tractors of America (ALCA) this
past spring.

The report — ALCA's Re-
port on Landscape Industry
Growth: Trends and Buying
Practices in the Consumer Mar-
ket, 2004 — says that con-
sumers spent a total of $28.9
billion on these services in
2002, $37.9 billion in 03 and
will spend $41.6 billion this
season, a 31% growth rate.

Some of the findings
include:

» One in three consumers
(32%) purchased professional
landscape services in 2003. The
most popular services, in

order, were mowing, fertiliz-
ing/weed control, mainte-
nance and pest management.

» One in four consumers
(27%) planned to purchase
landscaping services this sea-
son, with mowing and fertiliz-
ing/weed control again the
most mentioned services.

» Referrals from family
members or friends is the top
method (55%) used by those
hiring landscape/lawn service
professionals. Other methods
used, in order of responses,
were: advertising (22%),
phone book/Yellow Pages
(22%), area professional orga-
nizations, Internet and contact
from the professional.

» Cost is the biggest consid-
eration when people decide to
hire service professionals. More

than four in five (83%) ranked
it as one of the top three crite-
ria. About half (52%) also use
recommendations and cus-
tomer service (46%).

» Landscape construction
(design/build) accounted for
the largest dollar volume of
Green Industry home improve-
ments in 2003, with $13.4
billion spent on these services,
an increase of $2.2 billion
from '02.

“Although the industry has
experienced steady growth
during the past five years,
growth has been explosive
over the past three years,”
says a release from ALCA.
“This explosion of growth is
attributable to continued low
interest rates as well as the
growing recognition of the
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cantly higher costs for products such as ‘
levels that will sustain and allow you to |
|

value and return on invest-
ment of landscape expendi-
tures. There appears to be a
direct correlation between
housing starts, interest rates
and consumer confidence in
investing in professional land-
scape services.”

Bendure Communications,
on behalf of ALCA, commis-
sioned Harris Interactive to
conduct the study and it
surveyed 2,004 adults. Harris
claims the results are accurate
to plus or minus 2.2 percent-
age points at the 95% confi-
dence level.

The consumer trends and
buying practices report, which
contains almost 200 pages of
survey data, is available for
purchase from ALCA. For more
information call 800/395-2522 or



http://www.alca.org

WE HAVE MORE WORK
THIS YEAR COMPARED TO
LAST YEAR?

86%
14%

Agree
Disagree

BASE 308 RESPONDENTS

IT IS EASIER TO BE
PROFITABLE THIS YEAR

| COMPARED TO | AST YEAR?

Agree 38%
Disagree 62%

BASE 299 RESPONDENTS

FINANCING/CASH FLOW
IS BETTER THIS YEAR

| COMPARED TO | AST YFAR?

Agree 50%
Disagree 50%

BASE 297 RESPONDENTS

SOURCE: LM 2004 STATE OF THE INDUSTRY SURVEY

grow, which leads us to one discouraging
response in this year's survey.

While you report higher revenues this
season over last, profits didn’t keep the
same pace. Last season, 37% of you said it
was “easier to be profitable” compared to
the year before. This season, 38% of you
agreed with that statement, a mere 1% blip.

Roald Hughes in Rochester, for exam-
ple, is seeking to boost his bottom line
(and job satisfaction) by reducing his resi-
dential mowing. “I've dropped about 50%
of my mowing customers this year,” he
says. “When I'm paying more than two
dollars a gallon for gas, I can’t afford to
drive 30 or 40 minutes just to do a couple
of lawns.” The mowing accounts he's
keeping are concentrated within neighbor-
hoods, but he says his real passion is de-
signing and installing low-maintenance
landscapes or landscapes that use water ef-

He's leaving lawn care . . . reluctantly

Ken Franke, 70, is selling his lawn care accounts, but he’s almost evangelistic in
extolling the opportunities he continues to see in the lawn application business.
He says there are even more than when he and his wife, Myra, began their appli-
cation business in Plato, MN, (pop. 450) more than 20 years ago.

Secrets? There are none, he says. It's all a matter of pleasing customers with
your own unique service and developing the business skills to make it profitable.

The Frankes run a unique operation by offering just two client lawn visits a sea-
son — a spring three-way application (slow-release fertilizer, pre-emergent and post-
emergent) and a fall application of slow-release fertilizer and crabgrass control.

Says Franke, “With the exception of the 450-foot hose, | still use the original
equipment. Same engine, same tanks, same truck ('73 Dodge 3/4-ton pickup) with
over 200,000 miles and it still runs good.” Franke serviced as many as 1,800 clients
a season and walked about 12 miles each work day, he estimates.

“It's been a true ma-and-pa business. My wife kept the books and did the talking
and | did the walking. You bet I'd keep doing it if weren’t for my legs. There’s plenty
of business out there,” he says with conviction. “People just love what we do.”

The longevity enjoyed by Ken and Myra Franke shows that you don‘t have to
follow a cookie-cutter approach to be successful as a Green Industry contractor.
More often than not, it's the uniqueness of a company’s service that separates it

from the rest of the pack.

ficiently and require
few inputs such as pes-
ticides and fertilizer.

“I love the opportu-
nity to take my knowl-
edge in landscaping

and take my degree in
graphic design to cre-
ate a business,” he tells us. His goal is to
ramp up to three employees and to be
able to buy, rather than rent, some of the
construction equipment he needs to more
efficiently design and install customized
landscapes for his residential clientele.

Although Hughes is cutting back on
mowing, 36% of the people answering our
survey say that it remains the fastest grow-
ing segment of their businesses. This is
down slightly from '03.

Jason Cupp

A sharper focus

Jason Cupp, CLP, isn't sure if his company
will reach its budgeted goal of 20% growth
this year, but he’s confident it's headed in
the right direction. He too has redirected
his company to deliver more specialized
services to better match his team’s talents
and take advantage of opportunities in his
Kansas City, KS, market.

“We used to be full service and do
everything under the sun, but we're mov-
ing into high-end design/build,” says Cupp,
president of The Kincaide Company. He
decided to back away from “home-builder”
work this season (“We got sick of dealing
with the nuances of trying to get paid.”).
They also sold most of their maintenance
accounts, and now service only those they
acquire from their construction.

“As we looked at the numbers, we be-
came convinced that we weren't as prof-
itable in maintenance as we wanted to be,”
says Cupp. “We've talked to guys who
have wonderfully large and profitable
maintenance businesses and they've got it
figured out. I can’t figure it out.

“Anyway, we love construction and we
love taking the blank canvas of someone’s
property and turning it into something in-
credible. We're going to continue raising
the bar in terms of the types of projects we
take on.”

“We're having a great year,” Cupp
adds, this in spite of not experiencing the
level of growth of the previous five years.
He says the changes he made this season
are resulting in a financially stronger, more
profitable operation.
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While Cupp sees greater opportunities
dealing with high-end residential clients,
every market is unique and every owner
must choose the particular areas of the
market they want to serve. The landscape
and lawn service industry offers many av-
enues to success.

Indeed, successful owners tell
us over and over again that the
key to success in the landscape
and lawn service business is to
identify an area of strength, con-
solidate success around that com-
petitive advantage and then ex-
pand services to grow and
support it. Few companies succeed by of-
fering a shotgun mix of services or by trying
to serve all clients.

Roscoe Klausing several years ago
renamed and repositioned his company
to service commercial accounts and work
with property management companies in
and around Lexington, KY. Just four years
ago, his company was almost 100% resi-
dential. He likes the commercial market
because he feels customer expectations
“are better defined and not as subjective”
as dealing with homeowners.

“For me, at least, there's a lot less stress.
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Rbsooe Klausing

I also like developing systems for commer-
cial work,” says Klausing.

He says his biggest short-term challenge
is rebranding his company and generating
name recognition. “Our old logo had been
around eight or nine years and people saw
our trucks all over because when you're
doing a lot of homes, your trucks are on
the road a lot,” he explains. “But when
you're doing commercial work on a big
property, you may drive somewhere early
in the morning, park and never leave the
site all day.”

Creating employee opportunities
Klausing wants to grow his landscape com-
pany, The Klausing Group, to $3 million
as quickly as possible. With approximately
25% growth this year, his company should
approach $1.1 million in sales by year's
end. He says the growth is necessary for
him to hire a human resources person, give
his employees better employment and ad-
vancement opportunities, and increase the
overall value of his company.

The task of getting his new
company’s message out was
helped immeasurably earlier this
year when it earned the “Small
Business of the Year” award. “It
made a lot of people aware of us
as a company that, maybe,
wouldn't have otherwise.”

While Klausing and Cupp have taken
different routes in building their companies
beyond $1 million in annual revenues,
both agreed upon one point — customers
want convenience.

Bottom line, that means identifying
clients offering the greatest potential for
desiring and being able to pay for your
particular service...and then servicing them

to death. Lm

For a complete rundown of the LM Survey,

please visit www.landscapemanagement.net.

Biggest challenge:
managing growth

In 2003, readers responding to our
annual survey choose “labor availabil-
ity” more than any other as their big-
gest business challenge (21%). Coming
in second was “managing growth”
(18%). This year, managing growth
topped labor availability by a single
percentage point (18% to 17%).

Readers offered these other
business challenges:

“Finding and keeping someone in a
leadership position that really cares
about what we're trying to achieve.”
— CATHERINE NATHO, SuperiorScapes,
Inc. Sugar Land, TX

“Too many people not charging cor-
rectly.” — VINCENT NesToR, Nestor’s
Sprinklers & Lighting, Alpharetta, GA

“| can't believe the number of com-
panies willing for work for pennies.”
— JerF WELCH, Southwood Landscape
& Nursery Co., Inc,, Tulsa, OK

“Developing business systems and
training procedures.” — KenT LOOSE,
John's Lawn Service, Dayton, OH

“Training people to do things the
way that | have, the way our cus-
tomers are used to things being
done.” — Tim DonLEY, Lawnscapes,
Colgate, WI

“Having the office systems to man-
age acquiring another company and
keeping up with invoicing and col-
lections.” — Sunshine Landscaping,
Cherry Valley, MA

TOP 5
BUSINESS MANAGEMENT
CHALLENGES THIS YEAR:

Managing growth

Labor availability

Cash flow

Cut-rate price competition
Developing supervisors/foremen

BASE 305 RESPONDENTS

SOURCE: LM 2004 STATE OF THE INDUSTRY
SURVEY
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Drive® 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient
application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from crab-
grass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds
under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional
seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or
after application. To learn more about how Drive® 75 DF can help you in your drive for turf perfection,

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.
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In spite of industry’s efforts, the

seasonal worker issue worries
landscape company owners

BY JASON STAHL / Managing Editor

issue still hazy

n March, the U.S. Citizenship and Im-

migration Services (USCIS) announced

it had received enough H-2B petitions

to meet this year’s congressionally man-

dated cap of 66,000 new workers. It
quickly became apparent that a number of
landscape companies would not be able to
bring in all the H-2B workers they had
planned to employ. The fact that the cap
was hit so early in the year underscored the
urgent need for comprehensive immigra-
tion reform.

Throughout the spring and the sum-
mer, industry groups lobbied for relief
from the cap, and H-2B was the top con-
cern when more than 200 lawn service and

landscape representatives visited Congress
during the PLCAA/ALCA Day on the Hill
event in late July.

In spite of these efforts, the issue re-
mained unresolved heading into the fall.

Joe Drake, President of J.F.D. Land-
scapes, Chagrin Falls, OH, went as far as to
say he might be out of a business within a
few years if something doesn’t change. His
date of need for seasonal labor is March 15,
so the earliest he can apply for his visas is
120 days before that date, meaning that if
the cap continued to be filled at such an
early date his supply of labor is threatened.

“Theoretically, companies in other areas
of the country who have an earlier date of
need could apply earlier than those compa-
nies in the northern states and take up all
the visas,” Drake says. “Being in Geauga
County (OH), the available workforce for
us isn't the same as it would be if we were
located on the west side of Cleveland. Our
business is seasonal and de-
pends on how quickly we can
ramp up and be ready to go
once we have the work con-
tracts in hand.”

“Over the last six years, I've
struggled to maintain a local-
only, American workforce,”
Drake says. “I currently have
eight or nine H-2B guys, but
I've requested approval for 15.
We're hoping to expand to one
more mowing crew, but it's

expensive to go this route.” Lm
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H2B —it's no
time to lollygag

The take-home message coming
from this year’s H2B snafu is simple
— line up your workers as promptly
as the law allows. If you use an out-
side labor contractor, in addition to
questions of cost and recruiting, you
might want to ask them the follow-
ing questions:

» How does the visa cap affect me?

» How soon do we need to get
started?

» Do you guarantee your workers?

» How long does it take to get a re-
placement?

» How do you expedite my applica-
tions?

» Do you have electronic informa-
tion and tracking of filings and
workers?

» What percentage of your clients
failed to get their Department of
Labor Final Determination in the last
few years?

—JS
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We surveyed grounds managers

on everything from job satisfaction

to job challenges. Here's what
they had to say

BY JASON STAHL / Managing Editor

passionate about your job,

H i
ou hear it time and time
I I | l again from professional
grounds managers. You're

WHAT IS THE GREATEST

Cc ?

32

o
availability 23%

Managing
growth 20%

Developing

supervisors/ [N 1o

foremen

Employee

A 13%
retention

woteneey [

“cose I &
Weather - 3%
Supplies - 3%
Cash flow I 3%
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you strive for perfection,
but you're consistently forced to do more
with less due to budget cuts. One would
think these cuts would eventually start to
demoralize you, but that doesn’t seem to
be the case according to our latest LM
Outlook survey.

A full 80% of you said that you were
either very satisfied or mostly satished with
your careers in grounds management, de-
spite the fact that 78% of you said your
budget stayed the same or declined in '04.
Obviously, the self satisfaction achieved
through a career in grounds management
keeps your spirits up through bad times.

When long-time grounds managers are
asked why they got started in grounds
management or why they have stuck with
it so long, the answers are almost always
the same: love of the outdoors, being able
to see the tangible results of their projects,
helping the environment.

It's no coincidence that some of you
can remember the names and faces of
long ago employees, even someone who
may have spent a single summer on the
crew to earn extra cash for college. You're
good at dealing with people, and your
success often hinges on your interaction




b

with co-workers and the public. Many of
you offered additional comments on the
challenges you face at work. Here's what

you had to say:

&€ Dealing with layoffs and cutbacks from
the institution we service. So many skilled
and wonderful people had to be let go due
to budget cuts. Flowers and turf treatments
that make our university look great were
cut back.”

— PAUL MACNELLIS, Western Michigan

University, Kalamazoo, MI

&€ Looking for experienced gardeners to
maintain parks, facilities and right-of-way
landscaping. It's very difficult to find skilled
and certified workers in this field.”
— KEN VONDERSCHER, City of Phoenix
Parks and Recreation, Phoenix, AZ

&€ The university is constantly growing,
and we lack the staff to properly maintain
what we have. New buildings, new land-
scapes and more land really keeps us hop-
ping, and we can barely keep up. Due to
state budgeting, we're rarely ever allowed
to add staff.”
— LANSE FULLINWIDER,
University of North Texas, Denton, TX

&€ My biggest challenge is being asked to
do more and more (additional properties,
higher standards) without increasing staff
and/or expenses. Overall, | would say
increasing insurance costs is the biggest
concern affecting the organization as it
continues to impact tax increases to my
customers. | also make constant compar-
isons to outsourcing services, and conse-
quently there’s potential to lose work
to ‘cut-rate competition’ who may do
inferior work.”
— GREGORY FORAN,
Town of Glastonbury, Glastonbury, CT

€6 As with most city governments, we're
having to do more with a smaller budget.”
— GEORGE MORCHE,
City of Chesterfield, Chesterfield, MO

&€ Trying to work within another cut bud-
get for 2005, yet still trying to provide the
same level of service to the property own-
ers of Wauwatosa.”
— TopD KUCHARSKI,
City of Wauwatosa, Wauwatosa, W1

&€ Construction projects on campus.”
— DAVID ACEVES,
Rio Hondo College, Whittier, CA

HOW SATISFIED ARE YOU
WITH YOUR .JOB?

satisfied
42%

HOW MANY YEARS HAVE YOU

BEEN IN YOUR PROFESSION? |

WE HAVE MORE WORK
THIS YEAR COMPARED TO

‘ L AST YEAR?

a

¥

Agree 93%
Disagree 7%

OUR BUDGET IS LARGER
THIS YEAR COMPARED TO
LAST YEAR?

Agree 21%
Disagree 78%

i

BASE 33 RESPONDENTS
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Suppliers

Speak
OUL

Equipment and chemical manufacturers

see increasing opportunity in an

environment of moderate growth

BY RON HALL & JASON STAHL

teve Stansell is bullish on the

professional lawn application

industry. Home building's

frenetic pace the past several

years, spurred by historically
low interest rates, means...well, more
lawns requiring care.

“Lawn care is still growing,” says Syn-
genta's Marketing Manager for Lawn,
Landscape and Aquatics. “Interest rates are
still low and people are getting busier and
busier. They find it convenient to use the
services of lawn care providers.” Stansell
estimates their growth at 3% to 5% “gener-
ated mainly from new construction.”

But why just keep up with the growth
when you can expand the services you can
offer clients, he asks. He believes that more
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property owners would be willing to add
disease control to their programs if its ben-
efits were explained to them. Fewer than
half of lawn care providers offer disease
control, he says.

“The disease control opportunity is out
there, and one of our jobs as a supplier is to
educate our customers on the use of these
products and help them go out and gener-
ate more business,” says Stansell.

Another neglected profit opportunity
is turfgrass plant regulation. It's an excel-
lent fit when combined with a disease
control program, says Stansell, especially
when targeted for customers wanting “pre-
mium” lawns.

“It helps build a lush lawn by produc-
ing a healthy, more durable blade, and can

provide water savings and conservation by
inhibiting vertical growth,” he says.

The challenge for suppliers is to de-
velop formulations, packaging and delivery
systems (and attractive pricing) that allow
professionals to offer these products.

Freeman: zero-turns rule

Wesley Freeman,
Brand Manager for
John Deere Commer-
cial Mowing, says that
Zero-turn mowers con-
tinue to be the hot

\

-

item in the mowing
e business.

“The last time I looked at the numbers,
they were up 40% in the industry as a
whole,” he says. “When the industry con-
tinues to grow like that, everyone else
seems to.”

“There are two primary customers who
we think are driving this, and they are the
landscape contractors who we think have
more grass to mow now and large property
owners, or the ‘pro-sumers,"” says Freeman.

The million-dollar question, Freeman
says, is how long the good times will keep
rolling. “The industry predicted 12%
growth this year, and here it's grown 40%.
It can’t go on forever, but when it will slow
down is anybody’s guess. It seems to be
speeding up rather than slowing down, and
we're looking to produce more than we
have in years past.”

Predicting what's on the horizon is an
even harder task, Freeman says. “There are
40 some odd manufacturers of zero-turns.
Obviously, once the market levels out you'll
see consolidation. But the market is still
going like gangbusters.”

As far as Deere sales go, Freeman says
the popular models seem to be the higher
horsepower ones with diesel or liquid-
cooled engines and the models under 20
horsepower.
continued on page 36



Only Bobcat gives you these three loader options!

The tried-and-true original
pioneered by Bobcat!

Tire, turf and asphalt friendly.
A Bobcat exclusive!

Designed for aggressive
digging performance!

#
Compact Track Loader

Our website
www.bobcat.com/0354

Toll-free for FREE
Video Catalog and Buy

1.866.823-7898 axt, 0354

Bobcat Company  P.O. Box 6000 » West Fargo, ND 58078 An (18 IngersollRand busine



http://www.bobcat.com/0354

BUSINESS OUTLOOK 2005

continued from page 34

Mills: let’s educate homeowners

Ken Mills has been in
the irrigation industry
long enough to know
that changing the pub-
lic’s collective behavior
is a long, slow process
— but it can be done.
When it comes to

using water more efficiently, it must be
done, he says.

“Water is a finite resource,” says Mills,
now in his 40th year with Rain Bird Cor-
poration. “There is not an unlimited quan-
tity.” However, demand for water, fueled
by population growth and development,
keeps increasing. That's where irrigation
product suppliers come into the picture.
They manufacture the products, the tools
that allow people to use water efficiently
on their landscapes.

But that's just the first step toward effi-
cient irrigation. There are four others —
proper design, quality installation, regular
system operation adjustments and continu-
ing maintenance.

Landscape professionals can and should
help educate homeowners across the
United States on the importance of proper
irrigation. It's crucial to the landscape in-
dustry’s long-term success, says Mills, Vice
President of the Contractor Division.

“While revolutionary products for the
residential market will come in the future,
many excellent products are already avail-
able to help landscape professionals install
and maintain water-conserving systems,” he
adds. Contractors can also count on irriga-
tion product manufacturers and distributors
to continue offering support in the form of
training and educational material.

For an excellent primer on irrigation
and its challenges, download Rain Bird's
White Paper, developed this year. It's
entitled “Irrigation for a Growing World.”
Find it at www.rainbird.com.
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“We're working to educate folks
throughout the entire supply channel to
make them well aware of all the things
that we're going to have to do to continue
to have a successful landscape industry,”
says Mills.

Donnelly: chemistry saves labor

When landscape pro-
fessionals seek ways to
improve their produc-
tivity, most think of
equipment first. But
chemical tools are also
valuable labor savers.

Suppliers to the
chemical side of the professional lawn &
garden market are very much focused on
customer productivity and labor manage-
ment, says Dow AgroSciences national
sales team leader Mike Donnelly. For
instance, he points to the relatively new
herbicide Snapshot that eliminates hand
weeding in landscapes and nurseries.

One growing trend in the industry,
says Donnelly, is the popularity of granu-
lar formulations of popular products —
especially in the area of herbicides im-
pregnated on fertilizer. They offer end
users convenience, and the public views
their use more positively than liquid
applications.

Another industry trend, and one his
company has embraced, is working with a
number of formulator partners such as
Lebanon Turf, The Andersons, LESCO,
Knox Fertilizer, Prokoz, Verdicon and
Howard Johnson in growing and extending
the breadth of use of today’s chemistry.

“They take our molecules and create
products that not only allow for the appli-
cation of our materials, but also provide
additional value,” says Donnelly. “Our for-
mulator customers are able to get our
products into forms that the end users
want and need.”

As far as industry growth, Donnelly

says that the Green Industry has been
growing “in and around 5% annually” for
the past several years.

Otterson: little machines, big jobs

The skid steer is the
Swiss Army Knife of
landscape equipment.
Consider the number of
labor-saving tasks it can
accomplish thanks to its
many attachments —
buckets, rakes, rotary
cutters, vibratory plows, to name a few.

But the skid steer, as versatile as it is,
can't do everything that a landscape pro
needs to do. And that’s the driver behind
the increasing variety and popularity of
specialized compact equipment. As labor
becomes more expensive and competitive
pressures build, contractors turn to these
easily transportable work machines for
more efficient production.

“The skid steer has acted as a spring-
board for a lot of new different pieces of
equipment,” says Rob Otterson, Marketing
Manager for Bobcat Co. “What this com-
pact equipment really does is free up your
crews to do other things.”

This particular category has rebounded
strongly along with the economy the past
two years. “The low interest rates and the
housing boom meant construction,” Otter-
son says, “and you can figure that land-
scaping starts about nine months after
housing starts.”

Otterson points to the growing popu-
larity of equipment such as track loaders
(including a “mini” version) and his com-
pany’s all-wheel-steer loader and Tool Cat
utility work vehicle as examples of the
growing breadth of the category.

Today’s machines, unlike those of just
five years ago, are equipped with features
such as two-speed, cab heat/air condition-
ing, outlets for cell phones and radios.

Did we mention the cup holders? Lm
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stroke trimmer by Honda. A whole day
of trimming and I can still hear as clear
as a bell. My wife says my selective
hearing’s gotten worse, but I don’t listen.

@~

Honda four-stroke trimmers don't whine like most frimmers, they use unmixed gas, are
incredibly fuel-efficient and virtually smoke-free. Plus this year, they have more power and
weigh 16% less than our original 22cc model. You've gotia love the sound of that. For more
information, call 800.426.7701 or visit www.honda.com.

D i | Equipment
©72003 Americon Honda Motr (o. Inc. Far optimem performonce ond scfety, piease reod the owner's manudd before operatng your Hords Powsr Equpment

Circle 116


http://www.honda.com

BUSINESS

CUSTOMER EDUCATION

A

«

BURNING
ISSUE

ou mean we actually have wild-
fires in the East?”

Aaron Kloss gets that comment
all the time while educating people,
including landscapers, about wildfires,
which is part of his job as the Firewise
Coordinator of the Ohio Division of
Forestry.

While wildfires in the West and South-
west usually grab the headlines every sum-
mer, the risk of sudden, widespread wild-
fires in the United States isn't limited to a
few regions. In fact, landscapers nation-
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wide should know the basics of firewise
landscaping whenever working in settings
that border woodlands.

Larry Steward, Nursery Technology
Coordinator and Associate Professor in
Horticulture Technologies at The Ohio
State Agricultural Technical Institute,
Wooster, OH, says he got interested in
firewise landscaping about 15 years ago
because he felt that the subject wasn't
viewed as important in the East. He spent
decades in Virginia (where he still owns a
home in the woods) before moving to
Ohio five years ago. When speaking of the
wildfire risk to homes and cabins in the
woodlands of states like Ohio and Virginia,
he says it's not a matter of “if” a wildfire
will happen, it's a matter of “when.”

Sudden devastation
Annaleasa Winter, Wildfire Mitigation
Specialist with the Florida Division of
Forestry, says there are basically two ways
that homes or buildings catch fire:

1. Burning embers from a treetop land

continued on page 40
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continued from page 38
on your roof which has flammable
debris on it

2. The fire creeps
up your landscaping
across your dry grass,
shrubs or mulch and
then ignites your
home's flammable at-
tachments, such as

Annaleasa Winter

your porch or deck.

Winter says that
many people who live in Florida come
from “up north,” and some don’t under-
stand that Florida is actually a fire depen-
dent ecosystem.

“Florida has been formed for thousands
of years by natural lightning strike fires, and
all of the plants and all of the animals and
species have adapted to fire,” he says,
adding that “any little accident, particularly
when we have days when the humidity is

“We don't necessarily
get to pick or choose
which plants we want
to use.” — Greg Mohns

in the 30% range or lower and wind speeds
are above 25 miles an hour, then any little
thing can cause a fire.” Usually, he says, the
leading cause of wildfires in Florida is peo-
ple burning trash in their backyard.
Steward recalls about 15 years ago when
Virginia was simultaneously going through a
drought and a severe attack of southem pine
beetles. The beetles killed hundreds of
thousands of pines — far more than could
be harvested. “For a period of about five
years, there was a great hazard of fire getting
started and burning on those logs and the
dried pine, and just taking off real quickly.”
Fortunately, nothing came of that situa-
tion, but the story doesn’t always have a

happy ending.

Last October, the Cedar Fire, which
was the largest fire in California’s
recorded history,
threatened 25 com-
munities in San Diego
County and destroyed
over 2,000 residences.

Craig Mohns, Vice
President of Bench-
mark Landscape, Inc.
in Poway, CA, had an
unexpected front-row view of the Cedar
Fire when it came within a half mile of his
Scripps Ranch home in San Diego. Though

Craig Mohns

Mohns' residence was spared, his previous
home along with 300 others in Scripps
Ranch were lost.

‘Lean, green and clean’

Since wildfires can’t be prevented by a sim-
ple act of Congress, what can be done to
make residences in woodland areas less at
risk? Many would argue that the answer is
simple: firewise landscaping.

But what is firewise landscaping? Is that
when you chop down every tree in sight
and surround your house with a moat and
some gravel? That would keep a residence
safe from fire, but proponents of firewise
landscaping think we can do better than
that. They know that a residence can be
made firewise while still retaining the pri-
vacy and natural beauty of the area.

The two factors that determine a
house’s risk level for igniting from wildfire
are its construction materials and the land-
scape immediately surrounding it.

“Basically, the most important thing is
that you have the defensible space,” says
Winter about firewise landscaping.

The defensible space is the area of at least
30 feet (depending on where you live) be-
tween the forest and your house that should
be landscaped with fire safety in mind.

Winter gives the following guidelines to

continued on page 42
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continued from page 40
follow in the defensible space:

P Remove all dead debris, especially
dead branches and leaves

P Break up horizontal continuity. Plant
trees and shrubs in clumps, separated by
green grass or something nonflammable so
that the plants can't form a “ladder” from
the forest to your house

P Break up vertical continuity. Keep
trees pruned at least six to 10 feet above
the ground so a fire has more difficulty
climbing a tree and landing on your roof

Choose more fire-resistant mulch,
shrubs and trees, such as broad-leafed
deciduous trees as opposed to evergreens
and pine trees close to the house.

In other words, Winter says, “You want
to keep this area lean, green and clean.”

The retrofit project
A great example of a Florida home being
retrofitted to firewise guidelines was re-
cently completed in Gainesville by a coali-
tion of agencies (including the Institute of
Business & Home Safety, Florida Division
of Forestry, Florida Division of Emergency
Management, USDA Forest Service, Uni-
versity of Florida, Alachua County Fire &
Rescue Department and the Florida De-
partment of Corrections).

The house’s location next to a forest
preserve, construction

materials that included

wooden siding and a

fiberglass skylight, and

landscaping, including

dense trees and shrubs

leading right up to the

house, made it a prime  Cotton Randall
target for wildfire.

“We approached both problems: the
building materials of the house itself and the
landscaping around the house,” says Cotton
Randall, Coordinator of the Wildland-Urban
Interface Project at the University of Florida.

Randall worked closely with the Florida
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Division of Forestry’s landscape architect
and other project members, making fire-
wise recommendations along the way.

Randall highlighted the landscaping
modifications to the property as follows:

P Removed dead debris from the site

P Reduced the density of shrubs, while
still keeping some here and there for
wildlife habitat and also for privacy

P Removed some trees close to the
house, including some pines because they
shed needles and can ignite a fire if they're
on your roof or accumulate on the ground

P Next to the home, planted primarily
low-growing, relatively fire-resistant plants
about three to five feet from foundation

P Created vertical separation by remov-
ing vines and low branches.

“Clients are reluctant to
take out what we ask."

— Shane Owens

Randall says that not only did they ac-
complish their goal to make the landscape
firewise, but they made it aesthetically
pleasing, retain its privacy and achieve bet-
ter energy conservation by using plants that
require less water and fertilizers.

Randall also notes that one of the most
difficult principles of
firewise landscaping is
deciding what gets
planted within 10 feet
of the house. He says
that the landscape
architect often wanted
to accentuate certain
parts of the house, and
it's common to plant right next to the
foundation to achieve this. However, with
firewise landscaping, planting next to the
house increases risk of fire damage, so he
and the landscape architect had many dis-
cussions regarding what would be planted

Shane Owens

near the house and how close it would be.
He also emphasizes using mulches that are
low in flammability, not pine straw, dead
leaves or small wood chips.

(Note: To read about this project and
see before/after photos, please visit

www.interfacesouth.org).

In the real world

Some landscapers work in woodland areas,
yet don't get to make many firewise deci-
sions; and even if they do, they might not
always have the final say.

“There are going to be certain types of
plant material that are going to be allowed
or not allowed,” says Mohns, who's Cali-
fornia company is a commercial contractor.
“A lot of times, that’s where the landscape
architect has already come into play and
has designed it for the codes and regula-
tions and wish lists of the fire marshal and
whatever governing agencies there are.
We're kind of working off the plan. We
don’t necessarily get the luxury of picking
and choosing which plants we want to use
— they've already been spelled out for us.”

Shane Owens, Manager at Progressive
Resource Management, Payson, AZ,
knows that it's not always easy convincing
customers to take wildfire safety into con-
sideration. His company does “natural
landscaping.” So, for instance, they'll take
trees, rocks, topsoil and such out of a site
so construction can begin; then they'll re-
turn it all later in a firewise manner.

But sometimes customers (in Owens'
case, often homeowners) put up resistance.
They're willing to sacrifice safety for that.

How often does Owens meet such
resistance?

“Right now we have about a 64,000-acre
fire burning, so there’s no resistance,” quips
Owens. But he adds, “Other times, I'd say
50% of the clients are reluctant to take out
what we suggest taking out.” Lm
— The author lives in Crystal Lake, IL, and

can be reached at gjme90@yahoo.com.
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The
Intelligent
Use of Water”

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

industry and our communities.

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

The Intelligent Use of Water."

RaN I BIRD

www.rainbird.com
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PROBLEM: How Do I Increase My
Sales and Stay Motivated?

Special advertisement socion‘

SOLUTION: Set Goals, Stay Positive, Don’t Quit
(And a Good Sales Jam Doesn’t Hurt Either)

How Goal-Setting Keeps People Motivated

Fun Goal Charts Show Tangible Results

A lush poster board vine climbs along the walls in Beth
Rowley’s sales office - a tribute to her company’s healthy sales.
Each green leaf represents fifty-thousand dollars in sales, and as
of August 2004, Four Seasons Garden Center in Michigan, has
far surpassed its 2003 sales. Rowley, landscape designer for Four
Seasons, has surpassed her own sales goals by about 200 percent.

Rowley attended a JP Horizons’ Sales Jam in St. Petersburg,
Florida this January, where the idea of setting goals and achiev-
ing them sparked in her an enthusiasm that’s been contagious
back on the job. That's where the idea of her lifelike goal chart
took root, and it’s been growing, well, like a weed, ever since.

“The whole Sales Jam experience was incredible,” she says.
“Everything from the hotel to the programs, speakers, exercises
and materials was a step above typical expectations. And that
was a subtle, but important message 1 took from Sales Jam.
When people set goals, keep them in front of their faces and
then do everything a step above customer expectations, they
can make incredible differences in how they approach their
work. The results of increased sales follow naturally.”

JP Horizons held two Sales Jams this year, the company’s fifth
year of hosting these all-out energizing events featuring the
dynamic motivation of speaker and company president Jim
Paluch. In a room with Paluch, attendees can’t help but catch
his zeal for enjoying one’s work and performing it with gusto.

In JP Horizons’ style, Sales Jams deliver a consistent message of
promoting sound sales strategies, juiced up with engaging experi-
ences that differ from year to year. Whether it’s with mind read-
ing, fire walking or comedy, Sales Jams create an experience
that participants not only find energizing, but also highly
informative and practical for everyday use.

Keep A Positive Attitude to Drive Sales

Jason Hollway, commercial landscape manager for Mountain
View Landscapes and Lawncare in Mass., has been working
with JP Horizons for over eight years, and finds that achieving
goals and maintaining high work standards directly correlate
with keeping a positive attitude.

“The message of Sales Jam, and actually central to JP Horizons’
teachings, is timeless,” Hollway says. “People have the power to
choose their own attitudes. So why not choose a good one?
Both positive and negative attitudes are catchy, and everyone

knows who makes a better company. Sales Jam drives that idea
home. And when you're on a team that’s energized and upbeat,
sales will come.”

Like Rowley, Hollway finds his sales surpassing his expectations
by miles. Personally, he's more than 300 percent beyond his
target. He's doing it by clinching multi-year contracts - a feat
that was unfathomable a year ago.

His goal centers on expanding large building commercial land-
scaping and maintenance sales, and in the process, he’s rediscov:
ering many of the basic tenets of effective selling, which were
addressed at the December Sales Jam in Scottsdale, Ariz.
Hollway explains his interpretation of what Paluch calls Dirt
Disease. If you see construction dirt, an opportunity is just one
step away.

“Like we learned, sales comes down to hitting numbers,” he say
“So, I decided to go door-to-door. Sales Jam teaches that you
may have to make 100 contacts to net five sales, but it’s also
important to pay attention to who your clients are. I'm learnin.
not to settle for work that just keeps us busy. Rather, it’s better
to find and keep clients that make us profitable.”

Adopting a few new techniques hasn’t hurt. Hollway advocates
partnering with vendors as well as developing relationships with
the competition. Mountain View now exchanges referrals with
a landscape company out of its immediate area. “At first, people
were skeptical,” he says. “They were viewed as competition, but
by having a good rapport with them, we've passed referrals and
in the process both of us can afford to be more selective in
choosing clients.”

Competition Sparks Friendly Rivalry and Sales

Goals are Surpassed

Although all participants attend Sales Jams to increase their
company’s sales, the other half of the story is the year-long com-
petition among all the companies that’s kicked-off at the event.
When the two-day Sales Jam event comes to a close, a yearlong
competition begins. Participants share their sales goals with the
group, and for the next twelve months, they post their sales
online. Additionally, each year’s grand prize for the winner with
the highest sales is a trip for two to the Bahamas.

“Most sales people love a good competition,” says JP Horizons'
coach Jud Griggs. “Holding everyone accountable and keeping
them energized after the event is crucial to the success of Sales
Jam. When people know they'll be compared with all their
peers who attended the Jam, they're more than likely to attack



their sales with more punch. The competition has been a great
way to keep everyone inspired about selling throughout the year,
and this year’s group is more competitive than ever. The cama-
raderie is energizing, and people really enjoy it.”

Sales Jams stress personal development, setting goals, building
motivated teams and continued training. Of course, these tech-
niques will increase sales, but a magical effect of practicing them
is increased satisfaction in other areas as well. “People start
improving their attitudes at work, and then they notice that
their personal lives improve,” Paluch says. “People start compli-
menting their spouses, showing appreciation toward their chil-
dren, helping neighbors, and before they know it, they're living
a more harmonious life.”

“The two days we spend together present energy,
fun and an atmosphere that builds individuals.
And that’s the basis of selling anything. You've
got to sell yourself, your enthusiasm, your interest
in others and your products and services. V]
Profits are a direct result.” :

- Jim Paluch

Rowley sees the improvements in all areas of her life, especially
in the area of confidence building. “Whether or not I feel con-
fident when [ sell or in my personal life isn’t what matters any-
more,” she says. “Sales Jam teaches that the more you want a
desired quality, such as confidence, you've got to act like you
already have it. And I've become a lot more confident simply
because the more I make myself feel confidence within, the
more of it | have to draw upon in all situations. It flows into all
areas of my life.”

Teamwork and Energy Produce Sales

Peter Copses, vice president of Gibbs Landscape Co. in
Georgia, has attended two Sales Jams. He finds the experience
energizing. “Some of the content involving the basics of selling
is similar from year to year,” he says, “but it’s like a vitamin to
keep a strong commitment to growing the sales process. They're
fun and entertaining. This year, I've had a big increase in sales,
and [ attribute it largely in part to the Sales Jam competition.
This year, the competition is really good, which keeps me
pumped up to work hard.”

Copses has surpassed his original sales goal by over 300 percent,
and is on track to exceed three million dollars in sales this year.
But he’s got a tradition to uphold. The current defending cham-
pion of the Sales Jam competition is his co-worker, Dwayne
Johnson, a landscape architect at Gibbs who won last year’s
contest. “I'm trying to win it for us two years in a row,” Copses
says with a laugh. “Personally, the competition has been
extremely motivating. [ enjoy being part of the contest, and use
the excitement to drive my sales as far as | can. I'm thrilled to
have accomplished so much already. It’s tremendous.”

Gibbs Landscape Co. is implementing professional programs to
Circle 120

help its sales force reach uncharted territory, which Copses says
contributes to his success. Getting everyone to work together to
achieve a common goal makes all parties stronger. One such
program is a new direct mail service that targets the commercial
market with more tenacity than they have in the past. Using

Sales Jam attendees exceed their sales goals by as much
as 300%

technology to keep an updated email list is another way Gibbs is
reaching customers, putting valuable information into their
hands for a relatively low cost. These tools help Copses
prospect more effectively. Additionally, sales techniques
addressed at Sales Jam help him close better and provide follow
up that strengthens his client relationships.

“When you factor all the support I'm getting internally with all

the energy, direction and good information that comes out of a

Sales Jam, it’s nearly impossible not to improve,” he says. “And
the follow-up is great.”

Included in the Sales Jam experience is a year of phone and
email follow-up coaching to ensure that once the event con-
cludes, the energy remains high.

“Sales Jam is just the start,” Paluch says. “The two days we
spend together present energy, fun and an atmosphere that
builds individuals. And that’s the basis of selling anything.
You've got to sell yourself, your enthusiasm, your interest in others
and your products and services. Profits are a direct result.”

b

e

Upcoming Sales Jam Dates:

December 13 & 14 LasVegas
January 6 & 7 Fort Lauderdale

If you are looking for People Solutions that

PEOPLE

drive your business performance,
partner with the experts and con-
tact JP Horizons at
www.jphorizons.com or call

877-]JPH-JAMS.

SOLUTIONS

by JP Horizons, Inc,
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BUSINESS SAFER OPERATIONS

Reduce

injuries & fatalities

Thorough safety programs

can help landscape companies

avoid OSHA-related litigation

BY BARBARA MULHERN

60-year-old worker
who's trimming
shrubs in a median
strip returns to the
company truck
parked in the
road. While
behind the truck, he’s struck
and killed by a vehicle. The
worker is not wearing a high vis-
ibility vest, and the high visibil-
ity traffic cones have been re-
moved from behind the truck.
A 51-year-old employee
who's trimming branches in a
tree without a properly secured
lifeline falls 40 feet to his death
due to a lack of fall protection.
And a 26-year-old worker
who's replacing an ornamental
tree with a truck crane receives
a severe electrical shock after
the tree is lifted directly over
live power lines and the crane
is energized. The worker dies
less than a month later.
These are just a few of the
many fatalities that have oc-

curred in landscaping, com-
mercial lawn care, and orna-
mental shrub and tree services
over the past three years. In
eight southern states alone,
OSHA reports that fatalities in
landscaping and closely related
industries rose from 19 in fiscal
2002 to 28 in fiscal 2003.

These fatalities — which in-

clude drownings, electrocu-
tions, falls, and being struck by
trees, vehicles or equipment —
are just part of the reason why
OSHA is paying close atten-
tion to the landscaping and
horticultural services industries

nationwide.

Eye on landscaping

“OSHA has made no secret of
the fact that it is targeting
landscaping/horticultural ser-
vices as a high hazard industry,
and is expecting a 4% reduc-
tion in injuries and illnesses
this year,” says attorney Chris
Robinson of Fisher & Phillips

LLP in Fort Lauderdale, FL.

“Any landscape contractor or
commercial lawn care em-
ployer who doesn’t have a
written and enforced safety
program that includes ongoing
training and regular hazard in-
spections is setting up that
company for potentially costly
OSHA-related litigation.”
Nationwide, OSHA re-
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viewed injury and illness data
for the year 2000 from all in-
dustries, and determined that
landscaping/horticultural ser-
vices was among the seven in-
dustries the federal agency
would specifically target.
OSHA's 2003-2008 Strategic
Management Plan calls for a
15% reduction in workplace

continued on page 48
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BUSINESS SAFER OPERATIONS

OSHA resources

OSHA has a number of safety resources
that you can tap into. These include:

P Bilingual (Spanish-English) publications
and training materials. See the Spanish page
on OSHA's web site, www.osha.gov. The
web site is also an excellent resource for
employers seeking more information on
OSHA standards, publications and programs.

P An electrical CD-ROM. Developed by
OSHA Region IV, which covers Alabama,
Georgia, Florida, Mississippi (federal OSHA)
and North Carolina, South Carolina, Ten-
nessee and Kentucky (state-run OSHA Plans),
this CD-ROM includes: most frequently cited
electrical standards, all applicable electrical
standards, selected OSHA directives and pho-
tos of what has occurred when OSHA's elec-
trical standards have been violated. (Employ-

ers in Region IV can
request a free copy from
their OSHA area office.)

» Compliance assistance.
In addition to each OSHA area office having a
compliance assistance person, OSHA's State
Consultation Program — run completely sepa-
rate from OSHA — is a good resource for com-
panies with 250 or fewer employees desiring
on-site safety and health audits to determine
potential hazards. Auditors are not part of
OSHA'’s enforcement staff. For more informa-
tion, visit OSHA's Web site at www.osha.gov.
P Voluntary Protection Programs (VPP).

This is a cooperative program involving
OSHA, company management and employ-
ees for companies that have implemented
comprehensive safety and health programs.
See OSHA's Web site for more information.
—BM

continued from page 46
fatalities and a 20% reduction
in workplace injuries and ill-
nesses (for all industries).

“We want the landscape in-
dustry to reduce its illnesses, in-
juries and fatalities,” Rich Fair-
fax, Director of OSHA
Enforcement Programs, Wash-
ington, DC, told Landscape
Management. “This does not
mean we're going to be running
out there doing inspections. We
have instructed each of our re-
gional offices to determine the
best way to handle it.”

Robinson, whose firm rep-

resents employers in numerous

!H—"
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OSHA-related disputes, says
it's important that employers
heed OSHA's warning for

more than one reason. “Not

only are the landscaping and
commercial lawn care indus-
tries being targeted for reduc-
tions in injuries and illnesses,
but OSHA is also continuing
to place a strong emphasis on
the safety of the Hispanic
workers who are prevalent in

these industries.”

OSHA seeks help

If you're in the South, you
may be one of more than
3,400 landscape/horticultural
services employers who re-
cently received a letter in Eng-
lish and Spanish from your
OSHA area office. The letter,
which cites examples of fatali-
ties over the past three years,
lists additional workplace haz-
ards “employees may be ex-
posed to in your industry,” in-
cluding lightning; noise; lack of

protective gear for the eyes,

Use proper procedures when
loading and unloading equipment.

head and face; moving parts of
machinery and equipment; and
lack of high visibility vests
when exposed to traffic. The
letter also includes a Landscap-
ing Hazard Alert flyer with
photos of various hazards.

“We are asking these em-
ployers to help us,” says
Teresa Harrison, OSHA's
Deputy Administrator for the
Southeast. “Some of these
(hazards) are easily avoidable.
If we keep seeing an increase
in fatalities, we might have to
do a local ‘special emphasis’
inspection program. But
hopefully, they will contact us
or their state OSHA Consul-
tation Program on what they
can do to keep their work-
places safe.”

This past February, the As-
sociated Landscape Contrac-
tors of America (ALCA) for-
mally aligned with OSHA in
an effort to improve safety
among its members. “ALCA is

setting up a task force to work

GIC features special OSHA course

The Associated Landscape Contractors of America (ALCA)
is adding a ticketed OSHA course to the agenda of its
Green Industry Conference (GIC), November 3-6, 2004, in
Charlotte, NC.

This 10-hour course, divided into two parts, provides
health and safety training for employees at all levels who
work on or around construction sites. It includes practical
information on OSHA construction standards, inspections,
and the citation process, and emphasis will be placed on
hazard identification, avoidance, control and prevention.
Attendees will receive a handbook of the OSHA code of
federal regulations, and participants who successfully com-
plete this course will receive a wallet-sized card from the
OSHA Training Institute.

This seminar is made possible through sponsorship from
CNA Commercial Insurance and through the ALCA STARS
Safe Company Program (“Safety Training Achieves Remark-
able Success”). Developed in partnership with CNA and in
keeping with the recent alliance with OSHA, this safety pro-
gram is designed to move the entire landscape industry to-
ward safety excellence, and it encourages all landscape con-
tractors to take workplace safety to the next level. There's
no fee to participate in the program, and all landscape con-
tractors are invited to become STARS members.

The first part of the OSHA course will be held from
1:00-6:00 p.m. on Wednesday, November 3, and the second
part will be at the same time on Thursday, November 4. All
members of the STARS program may participate in the
OSHA course for free if they register on or before the Sep-
tember 15th early-bird deadline and for only $50 after that
date. For all others interested in participating in the OSHA
course, the fee is $250 if registered by the early-bird dead-
line and $300 if not. Landscape contractors are encouraged
to attend the OSHA seminar and to pledge to be a leader in
safety excellence by joining the STARS program.

For more information about the STARS Safe Company
Program, please contact the ALCA office at 800/395-2522 or

visit the ALCA Web site at www.alca.org.

with OSHA and get a plan es-
tablished to deliver safety pro-
gramming in both Spanish and
English,” ALCA Board of Di-
rectors President Kurt Kluznik
said. “There is no enforcement
component to this. This is a

safe way for an industry to

work with OSHA on training

and education, outreach and

promoting a dialogue with the

agency.” um

— The author is a Belleville, W1-
based agricultural/horticultural

project consultant. She can be

reached at bamu100@aol.com.
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BUSINESS

Johnette Taylor

» Roundtree Landscaping

BY JASON STAHL / Managing Editor

Johnette Taylor owns Roundtree
Landscaping, a $1.2 million full-service
landscape company located in Dallas.
Her company focuses on high-end
residential design/build work (70%),
but is aggressively growing its mainte-
nance division. Taylor is a member of
the Associated Landscape Contractors
of America and participates in the JP
Horizons’ Owners' Network.

What's the weirdest request you've ever
received from a client?

This one guy who owned a self-serve car
wash wanted us to design an area where
people could wash their dogs, as well as
their cars. We decided the area should be
put somewhere away from the cars where
the dogs couldn'’t get hurt.

So this is why you got a landscape
architecture degree, right?

Well, there were lots of reasons. I got my
degree from Louisiana State University,
and when I told my parents what I wanted
to study, they had no idea what it was. |
knew I wanted to do something creative,
and I really loved the outdoors.

Did you always work for yourself?

No, I worked for two or three small com-
panies before I started my own. I worked
at a retail nursery, as a designer for an-
other nursery and then I worked in de-
sign/build. I wasn't sure there was a great
future with the design/build company I

was working for, and I was getting mar-
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PERSONALITY PROFILE

ried. So I didn’t
want to stay in that
job and not know my fu-
ture was secure and drag
my husband into that. He
encouraged me to start my
own company, because if |
didn’t at that point and
found a stable job
elsewhere and liked it,

I'd probably never

leave that job.

What was it like as a woman trying to
start a business in what was and remains
a male-dominated industry?

A woman doing this 20 years ago was un-
usual. | remember the banks wouldn't talk
to me unless my husband was with me.
Even my insurance agent said, “You just
get your husband to come down and sign
for this stuff.” When I interview potential
employees, I'm sensitive about what to
look for. Most of the guys who work for
me don’t mind that 'm a woman. Just by
happenstance, two of our other managers
are women now, so top management is

now all-female.

How has your role changed?

Over the last couple of years, I've been
able to step away from day-to-day produc-
tion and manage the business more, but
I'm still heavily involved in sales. I've tried
to keep growth slow while I was learning
so the company didn’t get away from me.
We've also refined our market over the last
three or four years, dropping some of our

larger commercial accounts.

Sounds like you must have a
training program in
place, too.
Yes, we're focusing
heavily on training now.
The training is aimed at
getting all employees
from top to bottom to un-
derstand what they have to ac-
complish. That way, on any
given day when things go wrong,
they can get right back on track

and not mess up a whole day.

What do you do to snag

new business?

One of the things we do is
work with top realtors and

give them gift certificates offering

free design consultation or one month'’s free
maintenance to give to their clients. That
gives us a month to sell our other services
to them, and if we do a good job, we could
get a long-term client. We want to grab

new clients before anyone else does.

In an episode of "The Sopranos,” a
mobster beats up a landscape contractor
who invades his own company’s turf.
You wouldn’t handle the competition
like this, would you?
I'm thinking no. I'm friendly with my com-
petitors and know them well. That’s the
great thing about JP Horizons. Everyone is
from across the country and is willing to
share information. If I look at a job and |
think a competitor is better suited for it, I'll
tell them about it. It's better to be up front
about these things. If I take on a job I'm
not right for, I lose, the client loses and the
competitor loses.
— Roundtree Landscaping participates in
JP Horizons' People Solutions programs.
To learn more visit www.jphorizons.com
or call 877/574-5267.
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WHY TEAMWORK MATTERS

The SUPPOIt and encouragement of
management and fellow workers opened
my eyes to a new Calreer.

A-team’s motto: ‘get it done’

BY JAMES KINDLER

n my five plus years of life in the real
world, I've put time in as an excavation
laborer for a small company, worked in a
maintenance department, bartended and,
for a spell, even drove a Zamboni at a

hockey rink. It wasn't until I was hired by

Cole Landscaping and Irrigation, Inc., near

Boston, in 2003 that I found
’ /

myself working in an
organization that embodies the
nation that I was seeking. \ \/’J

kind of dedication and determi-
. 13 F
Sure, I experienced both the ! /
ups and downs in my first sea- \

son in the landscape business.

It's not easy work. But the train- % Wwas the A-te.
ing, support and motivation ey A

: TNAAS,
provided by the management \

and by my fellow workers

~The name we \
| gave ourselves

\\‘l

Dan Birmingham, foreman Ralph Peters and myself.
New England in late fall usually means wind, rain
and cold, and that's what we got. But we remained in
high spirits. In fact, when the cold rain poured down
while Teddy and I spread straw to start the project
we both started laughing like crazy. This was part of
the job and we didn't care. Through the hot summer
the four of us worked together and humorously refer-

ring to ourselves as the “A-Team.” We kept that sense

/N

NN -

of teamwork in spite of the
horrible weather during that
last job. At one point, we even

¢ got our Bobcat stuck in the

soup, but even that didn't slow

T —

| J— us down...not much anyway.

We kept at it until we put the
final cap on the wall, graded
and hydroseeded the property
and planted the last shrub in

the front yard — in the snow.

opened my eyes to new career / / ‘ A great feeling ‘

opportunities. / / ) < We were proud of that job. We
had worked as a team. We

Racing the weather knew that each one of us had a role in getting it done,

I'm sure many of you feel the same way, so let me tell
you about one particular job to help describe what I
mean. This was our final large job last season, building
a 140-ft. Versa Lock wall, laying down two brick patio
style walkways and grooming what would ultimately
become a picturesque backyard landscape.

The motto for our construction team all season long
had been “Getting It Done,” and it served as the rally-

ing cry for this job and for our crew — Teddy Mendez,

and doing it well. We knew that if we performed to our
own potential, then the task at hand would be com-
pleted and the client would be pleased.

[ won't forget what I learned that summer, my first
in the industry, when our motto was “Getting It Done”
— and we always did.

— The author is just finishing his second season
with Cole Landscaping and Irrigation, and owner

Greg Cole reports he's doing just fine.

LANDSCAPE MANAGEMENT / SEPTEMBER 2004 / www.landscapemanagement.net



we

TalstarOne is so
effective, even chinch
bugs are a cinch.

TaistarOne. Highly Eliective. Where You Need I.

Once you apply TalstarOne™ multi-insecticide, you'll see
what effective control was meant to be.

TalstarOne multi-insecticide is a true miticide, providing fast
knockdown and long-lasting control of over 75 different
pests, including chinch bugs, mole crickets, leaf-eating
caterpillars, mites, mosquitoes and fire ants. It's water-based
and contains no odorous or plantdamaging solvents. Plus,
once it dries, it is virtually impossible to tell where it has
been sprayed. That means no unsightly residues and

no phytotoxicity.

+MC

© 2003 FMC Corporation
FMC, the FMC logo, Talstar, TalstarOne and the TalstarOne logo are
trademarks of FMC Corporation. Always read and follow label directions

Circle No. 123

So, apply the product that not only helps keep lawns
green, but also turns competitors green with envy.

TalstarOne multi-insecticide. One tough flowable product
for tough turf pests. For more information, contact our
Customer Satisfaction Center at 1-800-321-1FMC,

or visit: www.talstar-one.com.

TalstarOne multi-insecticide will replace Talstar* F insecticide/miticide. All existing inventory
of Talstar F insecticide/miticide is still actively registered. To make sure TalstarOne multi-
insecticide is registered in your state, check with state authorities or call 1-800-321-1FMC

TalstarOne.

MULTI-INSECTICIDE
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Innovations

HOT NEW PRODUCTS

Power trimming

Husqgvarna’s new Mark Il
series of well-balanced, light-
weight hedge trimmers provides
enhanced power and durability.
The series includes the 326HS99x,
a single-sided hedge trimmer, and
two double cutting edge trimmers,
the 326HD60x and 326HD75x.
The new hedge trimmers are
equipped with Husqvarna's E-tech
Il engine and LowVib system
which reduces vibration from the
engine, transmission and cutter-
bar. The 326HD60x is equipped
with a 1.2-hp engine and 24-in.
blade. The 326HD75x has a 29-in.-
long blade for extended reach.
The 326HS99x features a 40-in.-
long blade, and the low weight
and balanced center of gravity
allow for easy handling.
For more information contact
Husqvarna at 800/487-5962 or
www.husqvarna.com /
circle no. 266

2 On the right track
Club Car, Inc. officially en-
tered the four wheel drive market
with the unveiling of the Carryall
294 4x4 utility vehicle. The Carryall
294 uses Club Car’s IntelliTrak
system to deliver the industry’s first
fully automatic, on-demand 4x4.
It continually senses driving condi-
tions and automatically engages
and disengages four wheel drive
without requiring the driver to
stop and shift gears or lock differ-
entials. The vehicle is available
with a 20-hp, 614cc Honda gas-
powered engine or a 20-hp,
719cc Kubota diesel. An 800-Ib.
bed load capacity comes standard,
but a 1,050-Ib. high-capacity
option is available.

For more information contact
ClubCar at 800/800-1227 or
www.clubcar.com /

circle no. 267

Enhanced blower

Schiller-Pfeiffer, Inc.,
manufacturer of Little Wonder
and Mantis landscaping and
gardening power equipment, has
enhanced the design of its Little
Wonder high-output blowers.
This fall, the blowers will feature
12-in. rear pneumatic tires and
the gauge of steel used for the
front cover and intake panel will
be reduced to decrease unit
weight and enhance maneuver-
ability. The blower line includes
four powerful models: the 8- and
10-hp models feature Briggs &
Stratton Intek IC engines, and the
9- and 13-hp models feature
Honda GX engines.
For more information contact
Little Wonder at 877/596-6337 or
www.littlewonder.com /
circle no. 268
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Move air fast

RedMax says its new back-
pack blower is the most powerful
in the industry and meets EPA
Phase 2 and CARB Tier |l stan-
dards without a catalytic con-
verter. The new EBZ8000 is
powered by a 4.6-hp, 72¢cc
strato- charged two-cycle engine
that moves a maximum of 943
CFM of air at speeds of up to 203
mph. RedMax’s FreeFlow system
protects the blower's mechanics
from leaves and other debris. The
FreshFlow two-stage air cleaner
protects the engine from dust and
dirt. At 24.9 Ibs., the blower is de-
signed for operator comfort and
maximum productivity.
For more information contact
RedMax at 800/291-8251 or
www.redmax.com /
circle no. 269


http://www.husqvarna.com
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Show produced by the California Association of Nurseries and Garden Centers September 22 Ll 23
Las Vegas Convention Center

"N \L "The business management

' information alone, featuring

V; L\ L L E Y C R E S T busi.ness consultants Jim H.uston,

Kevin Kehoe and Jack Mattingly,

T R EE C O M P A N Y makes Western Expo 2004

a 'can't miss' event
for any landscape company

Join co-sponsors Valley Crest Tree Company and
Landscape Management Magazine at the

n
Western Expo Landscape Seminars. owner or manager.

Ron Hall, editor-in-chief of
an Sc Pe Landscape Management magazine

MANAGEMENT

Www.westernexpo.com
(800) 748-6214

ONE unbelievable city Weste 'n
TWO remarkable shows

Western Expo and SuperZoo™, the trade show of the World E X I 0

Wide Pet Supply Association, are co-locating! The two shows
will bring together the garden and pet industries, running side by
side and maintaining each show's independent look and feel.
This is Western Expo...and so much more!

Attend both days for only $10 if registered by September 10 — register online at Www.westernexpo.com



http://www.westernexpo.com
http://www.westernexpo.com

TECHNOLOGY

|
NON-TRAINING SOLUTIONS

Careful, professional trainiNg of your Crew
members is revvarding but not
always the right solution.

Is this a training problem?

BY HARRY SMITH

o any of the following scenarios
sound familiar?

In the last six months, two
zero-turn mowing units suffered cat-
astrophic hydraulic system failure
because an operator “topped up” the
hydraulic reservoir with diesel fuel.

One of your longtime customers has called twice in
the last month to complain that his driveway wasn't

blown off and grass was crushed into ugly green streaks
on the concrete by your departing truck.

Your technician reports that another walk mower
engine seized because the oil level went unchecked.

Non-training solutions?

What are some solutions to these aggravations? Do
you need to spend more time training your operators?
Do not be too quick to assume that training is the an-
swer to every problem. As a former technical trainer
for a large international equipment manufacturer, |
can admit to “throwing” training at more than a few
problems that could have been solved with cheaper,
more effective remedies. When your education and
job title include the word “training,” then training
seems to be the solution. The old adage that every-
thing looks like a nail when your only tool is a ham-
mer applies to training, too.

The first problem with the zero-turn units was a
very real one encountered by one of my former stu-
dents. He had a very elegant non-training solution —
he found a locking cap for the hydraulic reservoir. He
keeps the only key in his toolbox. In this instance, it

was simpler and more effective to keep the operators
out of the hydraulic systems than to train them to
correctly identify and check the reservoir.

Job aid for first aid

The second problem was also solved with a non-train-
ing solution. A job aid was provided to each crew for
each customer. Job aid sounds like an exotic and ex-
pensive tool, but in reality it was merely a laminated
checklist tailored to each account.

If you're at Joe Jones' property, then pull Mr. Jones’
checklist and mark off each required operation with a
grease pencil.

The supervisor checks the checklists each day and
erases the pencil marks so the list can be reused. A
space is provided at the bottom to add new or one-
time services.

The third item about the walk mower can be ap-
proached several ways. You can spend more time (or
some time, for the first time) training the operators to
check the oil. Alternately, you could create a job aid
(another checklist) that's attached to the mower or a
clipboard to insure that all pre-operation checks, like
correct oil level, are made before the equipment is
used each time. In this instance, be sure to determine
what'’s cheaper, faster and more effective.

Training is necessary. Careful, professional training
of your crew members is very rewarding but not al-
ways the right solution. Good training and good luck.

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

He can be reached at smithh@lakecitycc.edu.
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YOU RE INVITED TO A PARTY.

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

Air-Cooled BIG BLOCKS
ranging from
25 HP to 35 HP

Liquid-Cooled BIG BLOCKS
ranging from
25 HP to 35 HP

Your Power Solution

S

www.commercialpower.com

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

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

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

I's no secret you have a hunger for power. It's a fact we
lean that way, too. So together, lets get this BIG BLOCK

pary startec. TRUST THE POWER”

COMMERCIAL POWER

BRKIGS & STRATTON

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

Circle No. 114
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The facts on

All you need to know about fertigation

in a 10 question & answer session

BY JASON STAHL / Managing Editor

ertigation has been used in
agriculture for more than 40

years, but it’s still a relatively

new concept in the land-

scape industry. Therefore,

some landscape profession-

als are still sketchy about
what it is and how it can benefit their busi-
ness. To clear up the issue, we posed 10
questions to Dave Cross, President of Ferti-
gator, one of the leading fertigation compa-
nies in the United States. The following
questions and answers will give you a good
idea of how to make it work for you.

LIVI: What is fertigation?

DC: Fertigation is the process of applying
fertilizer through an automatic, in-ground
irrigation system. Ideally, true fertigation is
applying small, consistent amounts of fer-
tilizer continuously through an irrigation
system to achieve the ultimate benefit.

LIVI: How much does a landscape or lawn
care pro have to invest to add this service?
DC: The cost would run from $150 to $300
including all accessories on a residential ac-
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The addition of a fertigation system to a
customer’s property is hardly noticeable.

count. On the low-end, you're getting some
type of passive fertigation device that uses the
irrigation system’s flow to push the fertilizer
into the line. On the high-end, you're getting
an injection-type device that's electronically
activated by a control mechanism that lets the
injector know how much fertilizer to apply,
and it can be varied by irrigation zone.

LIVI: How much can an installer expect to
make by installing this type of system?

DC: The potential profit is $150 to $300
per installation. But the real profit potential
lies in the ability to sell the fertilizer
needed on a continual basis to the cus-

tomer. On a typical landscape, the profit

fertigation

potential for selling this fertilizer is $50 to
$150 a year. You might sell the fertilizer
for $100 and make $50, but you're only
paying the cost of delivering it to the cus-
tomer. Then either you or the customer
refills the container.

LIVI: Is this service a better fit for the lawn
care provider or landscape contractor?
DC: The business that can benefit the
most is a lawn care company that's already
going to the property to provide fertiliza-
tion on a regular basis, They already have a
customer who wants that service, and they
have the infrastructure built in to service
those accounts regularly. They also have
the route density, serving many customers
in a small area.

LIVI: What would be the cost to the lawn
care provider's client?

DC: The range of installation price is
$300 to $600. Some companies are in-
stalling these systems at a more reduced
price, though, just to gain a customer that
they can sell fertilizer to each year and get
their money back through an ongoing rev-
enue stream.

LIVI: Do you need any specialized training
to install this system?
DC: Anyone who has installed irrigation

continued on page 60
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Green Industry professionals everywhere know there is only one place to turn for news and

information all year long. www.LandscapeManagement.net offers more than just the latest

news... it’s your customers' gateway to the Landscape Group family of Web sites that serve
more than 54,000 Green Industry professionals every month.

KIHLETIG TURE TURFGRIASS TRENDS B&?EPFVBuiId

www.AthleticTurf.net www. TurfGrassTrends.com www.LandscapeDesign-Build.com
is the industry's most comprehensive contains the searchable archives of is tailored for the interests of designers
online source for news and practical TurfGrass Trends, Golfdom's monthly and contractors who perform landscape
information on managing outdoor sports  practical turf research journal. design and installation services.
fields. AthleticTurf.net covers all Readers can use the site's navigation Readers find pertinent information on
aspects of turf management for baseball, ~ and search engine to find the latest business management, landscape
football and soccer fields as well as the  scholarly research on turf cultivars, design technology, irrigation systems,
latest developments in synthetic turf for  disease control, weed control, pest hardscapes, water features and more.
outdoor fields. control, irmgation technology and turf

management equipment.

You’re always welcome in our house, so join the

family at www.LandscapeManagement.net Landsc Pe

Contact your Sales Representative for advertising opportunities. MANAGEMENT
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continued from page 58

systems or other service systems won'’t need
specialized training. But it's important to
learn how to install the system properly.

LIVI: Is the system an easier sell to commer-
cial or residential clients?

DC: Residential customers are an easier
sell because they're easier to access. You
know who you need to communicate with
to make the sale. In commercial accounts,
the decision maker is harder to reach. Plus,
residential customers are often looking for
the next cool thing.

LIVI: What are the benefits to the landscape
contractor?
DC: This is new technology they can offer

to the consumer that does
a traditional service and
applies that technology to
give the consumer more
benefit at lower cost. There’s also an op-
portunity to save labor and therefore lower
their cost to maintain these properties. You
won't necessarily make less visits to the

properties but you'll spend less time there.

LIVI: What are the benefits to the client?
DC: The main one is agronomic. You
take the human factor out and reduce the
chance of misapplication and damaging a
property. Fertigation results in a more
consistent release of fertilizer that's ideal
for plants, and 90 percent of it will get to
the plants and not be washed away by

The real profit potential
lies in selling fertilizer
refills to the customer
every year.

heavy rain. Plus, it’s safer
and more environmen-

tally friendly.

LIVI: Why isn't fertigation more successful
or popular?
DC: We believe it's because the con-
sumer as a general rule doesn't know
about it. But the consumer likes the idea
based on the feedback we've received,
and it registers as a good concept with
them. Most companies don’t develop a
business model around it adequately to
make it a thriving profit center; they just
install a few systems. Lm

— For more information on Fertigator call

866/344-2867 or visit their Web site at

www.fertigator.com.

If your H-2B agent has
been suspended or banned by the American
Consulates, DOL, or USCIS, it could jeopardize
your business. Likewise, if an agent promises

prices that seem too good to be true, they
usually are. The price we quote you for our
services is all-inclusive, because we don't like
surprises any more than you do.

The experts in
hire standards.

- i. Amigos Labor
Solutlons Inc., has been the leader in providing
foreign workers for 16 years. We maintain an
excellent standing with every government
agency involved in this program because we
understand how crucial it is to our clients.

| 1w Hefore you jump
in wnh the wrong agent take a/look at Amigos.
The H-2B specialists.

DON’T WAIT! IF YOU NEED WORKERS IN 2005,

CALL US TODAY'

Circle 129
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BUDGETING &

PLANNING
MADE EASY

NEXT OCTOBER

;

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

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

For advertising inquiries, please call your sales

manager or Tony D'Avino at 440-891-2640. d
Bonus Issue Distribution at Lan sca e
Green Industry Expo Plus Much More! MANAGEMENT

Advertising Close: September 1




LM Reports

YOUR G

Communication
ools

BY CURT HARLER

- Buying tips

P Licenses increase costs, but guar-
antee a private radio channel

P Unlicensed radios typically have
distance limitations and anyone can
use the channel

P It might be cheaper to give a
handful of key people cell phones,
rather than buy a radio system

» Know your required coverage
area...wide areas will require
licensed technology

P Nothing said on a radio is private
or confidential

P Decide between fixed (in-truck) or
mobile receivers

» Vibrating units are nice, especially
when around a noisy environment
like mowers and blowers

P Check battery life between
charges

TO PRODUCT RESEARCH

Xplore
Technologies »
The rugged and wireless
Microsoft Windows Tablet PC
system works in harsh environments
and stands up to harsh abuse like constant
vibration or being dropped. The iX104 family
has built-in wireless, docking stations, hot
keys for specific tablet functions. The unit
also has an optically enhanced indoor/out-
door lighting display. It also weighs just 4.5
Ibs. with battery.

For more information contact Xplore at
888/449-7567 or info@xploretech.com /
circle no. 259

Motorola

The LCS 2000 is a compact mobile analog
radio that offers both local and wide-area
coverage capabilities. A single software
package eliminates complicated buying deci-
sions. It's compatible with company’s LTS
2000 portable radio series and allows nine
pre-programmed telephone number inter-
connects. A range of models are available,
including: 15 watt, 800 MHz; or 12 watt,
900 MHz.

For more information contact Motorola at
888/567-7347 or www.motorola.com /
circle no. 260

Relm/Uniden

Keypad programmable, the RPV599A+
allows remote programming and interaction
with irrigation and other computerized
systems. The basic unit is a 99-channel
radio that operates in the 148-174 MHz
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range. It offers 5 watts RF power and tone
paging. The 1500 mA battery has a 10-hour
life range and a rapid rate conditioning
charger to keep it going. Other available
options include an external speaker micro-
phone, multi-bay charger and leather carry-
ing case.

For more information contact Relm/Uniden

at 800/821-2900 or www.relm.com /

circle no. 261

Maxon

Maxon'’s Legacy ML-3200 series offers 45
watts of RF power on 32 channels. It comes
available in both VHF (3215) and UHF
(3245) versions. The units include audio
compander, public address mode, ad-
justable squelch control and VOX operation
One special feature is coverage of NOAA
weather channels. Hands-free operation
makes it safe to use in traffic.

For more information contact Maxon at
816/241-8500 or www.maxonamerica.com /
circle no. 262

Kenwood
The new TK-2200/3200 ProTalk radio from


mailto:info@xploretech.com
http://www.motorola.com
http://www.relm.com
http://www.maxonamerica.com

Kenwood Communica-
tions offers 2 watts
transmit power. The
units are available in 2-
and 8-channel models.
Both come with internal
VOX, so radios are
hands-free ready. Radio
has “Super Lock” fea-
ture to prevent acci-
dental channel
changes. Both come
packaged with acces-
sories such as charger,
belt clip and 14 hour
NiMH battery pack.

For more information
contact Kenwood at
800/950-5005 or
www.kenwood.net /
circle no. 264

Midland
Get up to a 7-mile range with the Midland
GRMS G223 portable radios. Sold in pairs,
they operate on 2 watts of power and have
22 channels. The units are water resistant
and have a three-year warranty. They work
with all FRS/GMRS. Other special features
include keylock, roger beep tone, scan
feature, high power/low power option,
durable belt clip, auto squelch and an op-
tional battery pack and drop-in charger.
The units use four AAA batteries
For more information contact Midland at
816/241-8500 or www.midland radio.com /
circle no. 263

Nextel
Service from Nextel's
Nationwide Direct Con-
nect is over the largest
guaranteed all-digital
wireless network in
the country — serving
293 of the top 300
U.S. markets. The com-
pany recommends the
GPS-enabled Motorola
i305 phone for this
application. It resists

dust, shock, vibration, blowing rain, humid-
ity and salt fog. Handset features a rubber
encasing and sculpted grip for comfort, as
well as a brushed chrome lens guard.
Phone’s interior lining and seals protect

against exposure to rain, sleet and snow.
For more information contact Nextel at
888/566-6111 or www.nextelpartners.com/
circle no. 265

WASTING TIME
CHASING SNOW?

LIKE A WEE PLOW?

EARN

your WINGS.

cnmeETEE—oy,

YOUR V-PLOW FEEL' THEN SUPERSIZE

TO A BLIZZARD.

DIMENSIONS COMPARE AN §-2° V-PLOW WITH A BUIZZARD MODEL 810.

For a dealer near you,
visit us online or call toll free

1-888-680-8600.

www.blizzardplows.com

Circle 130
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See ya, slugs

Choosing the right brand

controlling plant-killing slugs

BY THOMAS J. BRANCATO

ew creatures are
less welcome
than slugs and
snails. Indeed,
many people
find them dis-
gusting. Not
only do they leave shiny silver
“slime” trails through gardens
and over pavers and sidewalks,
they very often chew and dam-
age landscape plants.

Slugs and snails like shady,
damp areas. And even during
dry months, the irrigation that
we apply to landscapes often
entices slugs and snails to mi-
grate from other properties and
attack our blooming plants.

Overcome ‘slugphobia’

Not to fret; you can protect
your clients’ landscapes and
help them overcome their
“slugphobia” because there are
many brands of molluscicides.
Your job as a horticulture pro-
fessional, however, is to apply
a product that not only con-
trols slugs and snails but can
also withstand damp condi-
tions created by natural pre-
cipitation and man-made irri-

gation. You'll also want to

use one that doesn’t harm
beneficial creatures such as
carabid beetles, earthworms or
bees. A good choice is prod-
ucts containing the ingredient
metaldehyde.

Border treatments are the
best way to prevent slugs and
snails from relocating to your
landscape. Timing is also criti-
cal. Make applications directly
after precipitation and irriga-
tion, or at dusk. After the ap-
plication, avoid overwatering
the landscape to extend the
efficacy of the molluscicide

Frame the perimeter of a
landscape with an evenly
spread professional grade bait,
such as Amvac or Orcal. Don't
allow the product to pile up or
clump. The treatment will stop
pests in neighboring properties
from attacking seedlings and/or
plants with succulent foliage,
such as ornamentals and
hostas. Consider an extra ap-
plication to areas that hold
concealed water, such as
mulch piles, tall grass and even
the underside of decks. Slugs
and snails thrive in these cool,
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damp areas. Once they're es-
tablished, they multiply
quickly. For example, garden

slugs can lay up to 500 eggs
and live for up to six years,
leaving landscapers devastated
by their damage.

Plant selection key

Finally, consider incorporating
slug or snail-proof plants into a
landscape, especially if locating
them in areas where these
pests have been previously
plentiful. Slugs ignore ever-

64 LANDSCAPE MANAGEMENT / SEPTEMBER 2004 / www.landscapemanagement.net

greens and hard-leaved plants,
such as rhododendrons.

By combining this tactic
with a precise treatment
method, professionals can com-
bat slugs and snails before they
take over a landscape. This
method will benefit the land-
scapes that professionals are
paid to take care of, as well as
the horticulture professional’s
bottom line. Lm

— The author is director of mar-
keting Metaldehyde, Lonza Inc.

Visit www.metaldehyde.com.


http://www.metaldehyde.com

i Alt | t.)l

2004 OHIO TURFGRASS CONFERENGE & SHOW

“AMERICA'S PREMIER TURFGRASS EVENT"

DECEMBER 7-10, 2004  GREATER COLUMBUS CONVENTION CENTER » COLUMBUS, OH
Phone: 888-663-3445  Fax: (740) 452-2552 « E-mail: Info@0ONioTuUriorass.org * Www.onioTuriorass.org
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Sponsored by: Onio Turfgrass Foundation, The Ohlo State University, Ohlo State University Extension. ORio Agricullural Research and Development Center « Managed by Oftinger Managemen! Co. - Offinger.com
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Solutions Center

REAL ANSWERS TO REAL CHALLENGES

An annual chore

The Atlanta
Botanical Garden
found the right
plant mix to keep
its annual displays
looking good

manda Briner’s staff goes into a

planting frenzy twice a year at
the Atlanta Botanical Garden.
Each spring and fall, nine staff
horticulturists switch out 40
to 50 three- to four-foot
pots holding hundreds of
flowering annual plants to complement the
Garden’s formal outdoor plantings.

Problem: intensive plantings
“It's quite an undertaking,” says grounds
manager Briner, who joined the Garden
nearly three years ago as a horticulturist.
“We do it all in two and a half weeks, so
we really have to work fast.”

Briner manages 30 acres of outdoor gar-
dens, including 15 acres of formal gardens
and 15 acres of natural woodlands. The
formal plantings feature specialty flower
gardens such as the herb, Japanese and rose
gardens, in addition to the 5-acre Wood-
land Shade Garden.

Solution: it’s in the mix

“Since it’s critical that we have reliable dis-
plays, our plants have to perform well no
matter what the weather,” explains Briner.
“We start all of our plants with Fafard 3B
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professional mix. For us, 3B has a great

ratio of perlite to the mixture itself. It re-
tains the moisture, so you aren’t watering it
several times a day, which we obviously
don’t have the time to do.”

At switch-over time, Briner orders eight
pallets of the mix. Her horticulturists layer
materials in the pots — first a layer of 3B,
followed by a layer of osmocote, then an-
other layer of 3B. They immediately plant
spring or fall annuals and water thoroughly
to get them off to a good start.

Briner likes the fact that the material
contains Nitroform Slow-Release Nitrogen
right in the mix. “We do mass plantings, so
there’s usually some time before we get
back around to fertilize the plants,” she
notes. “Nitroform gives them a boost right
at first. It also works really well with our
additional fertilizers.

“Other commercial mixes have lots of
things mixed into them that we might not

need,” she continues. “But we know how

A Theannualsin  to cater to our plants in-

50 of these pots  dividually. We simply
are switched out want a good, basic mix
twice a year. that allows us to cus-

tomize from there. Fa-
fard is the industry standard and Nitroform
helps make it so reliable.”

Family-owned business
A third-generation family-owned business,
Fafard, Inc. sells 40 standard mixes and
more than 700 custom-mixed professional
media products. With sales representation
in 42 states and 13 foreign countries, Fa-
fard markets primarily to the professional
greenhouse industry, though the retail
market share is increasing. Steve Jarahian,
regional sales manager of the firm'’s manu-
facturing facilities in Anderson, SC, and
Apopka, FL, joined the company in 1979.
“Back then, I helped formulate, bag, load
and sell,” says Jarahian, who is also district

sales manager for the southeast and South-



west for parent company, Conrad Fafard Inc. (CFI). “Fafard 3B is
our bread-and-butter bark mix.”

The bark-based mix also contains peat moss, perlite and
vermiculite. “Everything that has at least 25 percent bark has some
Nitroform in the bag,” says Dr. Hugh Poole, Director of Technical
Services and Quality Control for CFI. “You can't have bark in the
mix without introducing a large population of microbes.”

Poole explains that once the mix goes into the bag, microbes
begin consuming the nitrogen. “Then, if you planted a plant in the
mix, the microbes would compete with the plant for whatever ni-
trogen the grower added,” says Poole, a former assistant professor

at The Ohio State University

Controlled-release nitrogen

Nitroform, a product of Nu-Gro Technologies, Inc., is a con-
trolled-release nitrogen fertilizer with a guaranteed analysis of 38-
0-0. Approximately two-thirds of Nitroform’s nitrogen is insoluble
in water and needs microbial activity to be released. The remain-
ing one-third of the nitrogen is water-soluble.

Microbes use carbon and nitrogen in a process that transforms
them into organic nitrogen. They consume it as energy and food and,
as they die, they release nitrogen to the plants in the growing season.

“The bark material in a bag of 3B has plenty of carbon,” says
Poole. “When you add nitrogen and water, the mixture more or
less incubates, and microbial activity increases under those condi-
tions. It's just like making yeast bread. When you put the mixture
in the pot, the nitrogen is still there and the plant can utilize it.”

“We're looking to develop formulas in the future that best
serve the new lifestyle,” adds Jarahian. “A few years ago, we had
formulas that dried out readily. Now, we put in polymers with
water-holding capacities 400 times their weight. Our formulas
keep improving. Every-
day I get new raw mate-
rials with potential for
use in our mixes. We're
constantly searching for
better products.” Lm

— For more information
about Nitroform or
Fuﬁln{ 3B call
800/268-2806 or visit
WWW.Nu-gro.com.

<4 Amanda Briner starts
all of her container plants
with a bark-based mix.

A revolutionary design
unlike any other

Introducing
Bunton  ZControls”

All Bunton Walk Behinds now come standard with
the unique new Z-Controls normally found only on
Zero Turn Riders. The Z-Controls minimize operator
fatigue with patented light touch loop grip handles
That means less stress on hands, wrists and
forearms resulting in greater productivity.

Choose between Bunton Hydro Drive Walk Behinds
with independent power control to each wheel or
Bunton Gear Drive Walk Behinds with five forward
speeds and positive steerable reverse. Either way,
you'll be getting superior control and greater
productivity with the new Z-Controls from Bunton
and that's a comfort

Call 1-888-922-TURF (8873)

for the dealer nearest you
or www.bunton.com
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TECHNOLOGY

Controlling nutsedge
How do you clear nutsedge out of a
lawn? One of our customers mentioned
that they had a few in their lawn one
year and pulled them to avoid them
spreading by seeding. But now there are
many in the lawn — why? What is the
best way to control nutsedge?

— OH

There are many species of nutsedge, and
most likely in your area it's yellow
nutsedge. It’s found throughout North
America in low lying areas of landscaped
turf with poor drainage. Yellow nutsedge is
a grass-like sedge with erect, triangular-
shaped stems that are yellow-green in
color. Leaves are also yellow-green with a
thick mid-vein.

Nutsedge plants grow taller than desir-
able grasses, often grow in clumps and be-
come objectionable and aesthetically un-
desirable. In addition to maintaining
healthy turfgrass, hand weeding is one of
the best cultural options because it helps
prevent further seed development. How-
ever, hand weeding may only remove the
top part of surface-rooted plants, leaving
behind the underground plant parts.
Nutsedge often produces underground
rhizomes and small nut-like tubers at the
tip of its roots. New plants sprout from
the perennial tubers and rhizomes in late
spring and early summer as soil tempera-
tures increase.

It’s also important to know that the
weed seeds can remain viable in soil for
many years. They can present a problem
when the desirable turfgrass isn’t aggres-
sively competing for the same water, light
and nutrients. Advise your customer to
water more infrequently and more deeply.

Lawn-applied pre- or post-emergent,

1
BAL RAO PROVIDES THE ANSWERS

grassy or broadleaf herbicides won't help
manage this troublesome weed. Nutsedge
requires specific selective herbicides. Con-
sider using herbicides such as DSMA,
MSMA, Basagran or Manage. Some of
these herbicides may temporarily discolor
desirable turfgrass. For better performance
of these products, don’t mow the turfgrass
for three or four days before and after ap-
plications. Also, don't irrigate the area for
eight hours after an application of one of
these herbicides. They work best when ap-
plied to young weeds.

To improve activity, add a crop oil con-
centrate to Basagran at a rate of 0.75
0z/1,000 sq. ft. Similarly, for Manage herbi-
cide, add a nonionic surfactant at a rate of
one to two quarts per 100 gallons of spray
solution. Generally, two treatments are suf-
ficient; however, more treatments may be
applied for complete control.

Since the organic arsenicals such as
DSMA, MSMA and Basagran control only
the above-ground portion of yellow
nutsedge, consider using Manage herbicide,
which can be translocated to the under-
ground tubers and possibly provide com-
plete control of the plant.

Bark beetle management
A contractor in our area mentioned
that Merit can be used to manage bark
beetles on pines. Is this true? If yes,
what can we expect as far as control?
What other management options should
we consider?

—IL

More than likely, the beetles you're refer-
ring to are Ips engraver beetles. Unfortu-
nately, Merit isn't labeled for managing Ips
beetles at the present time. A Bayer Envi-
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ronmental Sciences representative men-
tioned that they're conducting several
research projects dealing with bark beetle
management and hope to have the results
by the end of the year.

One option would be to use a product
such as Astro insecticide. Apply Astro
treatments to trunk surfaces when adults
are active. Overwintering beetles begin
emerging as soon as daytime tempera-
tures consistently reach 50 to 60°F, but
some may emerge early in February on
warm days. Before you begin treatments,
examine the pines for any Ips beetle ac-
tivity. If you see the holes on a tree, it’s
too late to treat because the insect has al-
ready emerged fom that tree and has
moved on to other trees nearby. In this
case, remove infested trees promptly and
treat nearby pines as needed. Engraver
beetles (Ips sp.) may require several treat-
ments during the season.

In addition to insecticide treatment, re-
duce any stress that would predispose the
plants to these opportune pests where fea-
sible. Drought is one of the major con-
tributing factors. Therefore, water, mulch
and fertilize as needed to help improve
plant health and monitor for any other
chewing or sucking pests and diseases. Re-
ports indicate that healthy trees are usually
not attacked.

Read and follow label specifications for
best results.

— The author is Manager of Research and

Technical Development for the Davey Tree

Expert Co., Kent, OH. He can be reached at

330/673-9511 or brac@davey.com.

SEND YOUR QUESTIONS TO:
“Ask the Expert,” Landscape Management,
7500 Old Oak Blvd., Cleveland, OH 44130
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AWARD-WINNING LANDSCAPE MANAGEMENT

Western Michigan Universi

2003 PGMS Honor Award Winner for School or University Grounds

Property at a glance

Location: Kalamazoo, M|
Grounds Supervisor: Tim Holysz
Category: School or University Grounds

Total budget: N/A
Year site built: 1903

Acres of turf: 175

Acres of woody ornamentals: 50
Acres of display beds: 2

Total paved area: 100 acres
Total man-hours/week: 2,080

Maintenance challenges

» 30,000 students
P Average yearly snowfall of 73 inches
» Urban soils and climate

Project checklist

Completed in last two years:
» Trolley

P VandeGiessen Walk

» Wood Hall “x" walk

On the job

P 52 full-time staff, 15 students,
28 licensed pesticide applicators

im Holysz remembers the late '60s
and early '70s with fondness. He and
his brother made a killing mowing

and trimming lawns, and he recalls

how satisfied he felt after completing a job.

Today, as Director of Landscape Ser-
vices for Western Michigan University,
he’s still improving green spaces for that
satisfying feeling. “Hearing the
oohs and aahs from people,
getting the pats on the back,
and having them ask, ‘How
can | make my own landscape
look like this?’ is really what
I'm in it for,” he says.

Eliciting those oohs and
aahs has been a lot more chal-
lenging of late for Holysz, a

Tim Holysz

Kalamazoo Valley Commu-
nity College grad. He's seen his staff re-
duced by 15 positions. “As a manager, you
have to look at everything and prioritize
things and do the best you can,” he says.
With an average snowfall of 73 inches a
year, snow removal is a big priority. Holysz
says he’s seen as much as 20 inches fall in
24 hours. And with 30,000 students
roaming the campus, snow removal be-
comes an around-the-clock job.

In order to schedule and plan
maintenance activities, each area
of campus is classified as a one,
two or three. Lee Honors Col-
lege is an example of a Class
One area that requires intensive care in-
cluding perennial care, push mowing and
automatic irrigation.

Holysz says his grounds staff’s job is all
about adding eye appeal, like upgrading
the high traffic entrance to Wood Hall or
planting perennial beds near the library.
“We're really in the marketing business,”
he says. “We're adding pizzazz to get more
students because that’s what we're after.”

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
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* Phone: 410/223-2861. Web site:
www.pgms.org



This bronze sculpture of WMU'’s mascot, a Bronco, and
the Wood Hall Courtyard are two examples of areas that
require the efforts of a true grounds professional.

WMU's campus features both
high maintenance gardens and
large areas of turf populated by
mature oak trees.
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Products

TOOLS OF THE TRADE

Terrific tarp

Pulitarps Mfg. introduces the Smart Switch
family of tarp motor controllers. Smart Switch
relay kits are available in seven models that can
operate any brand of tarp motor. Choose from
outside the cab, inside the cab and wireless re-
mote control models for 12- and 24-volt appli-
cations. Smart Switch improves tarp system
performance by reducing the length of heavy
gauge wire that's required to operate the sys-
tem. More dependable than standard switch
panels, the Smart Switch uses a low amperage
switch to control a high amperage relay to the
motor. The Smart Switch with wireless remote
is the easiest to install and can be operated
from up to 150 ft. away.

For more information contact Pulltarps at
800/368-3075 or www.pulltarps.com/

circle no. 250

Be on your guard

The irriGuard system is designed
to precisely monitor tempera-
ture and rainfall from a remote
location anywhere inside the home or

in the yard, and automatically disable the
irrigation system when watering is unneces-

sary. It's compatible with virtually all sprinkler timer or controller brands, and it has combined
rain/freeze shut-off capabilities for any sprinkler system. It also has indicators for power and
lock-out status. A wireless in-home display unit acts as the user interface — a portable,
wireless display console designed for in-home and outdoor use.

For more information contact irriGuard at v irriguard.com / circle no. 251

Walk this way

Aptly named Walker by Walker is a compact,
mid-size unit powered by a 15-hp Kawasaki
engine. Five 36-in. to 56-in. side-discharge and

a 42- or 52-in. mulching deck is available. The
Walker accepts the same full-floating decks
used on the rider, and has the same deck tilt-
up function. Two HydroGear zero-turn trans-

Qm:wl' Wa'l'pr Gnlu itions._

Science City

at Union Station - Kansas City, Missour

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

Working with an ASIC member
gives you the confidence that

a highly-qualified irrigation
consultant is on the job, helping
to protect your interests and
your investment

Contact ASIC to find a
consultant near you.

(M ixed-use developments with heavily traveled public spaces would be

wise to engage an ASIC Professional Member.

difference in developing sustainable and innovative water management solutions.

[ don't know who else could desion an environmentally friendly bio-swales
Q7 Ly )

drainage network for a 1,000-car parking lot like the one we designed for the

nations second largest train station.”

72 LANDSCAPE MANAGEMENT / SEPTEMBER 2004 / www.landscapemanagement.net

ANDY SCOTT
Executive Director ® Union Station Assistance Corporation

They make the critical

111 E. Wacker 18th Floor
Chicago. IL 60601
312.372.7090
Fax: 312.372.6160
www.ASIC.org
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http://www.ASIC.org

axles let operators trim close to edges and
zigzag handily. Simple, forward-speed control
eliminates thumb locks

For more information contact Walker at
970/221-5614 or

circle no. 252

Let it snow »

The Ultra Series is Snow Wolf's toughest snow
plow specifically for the skid-steer, and now it
has a tough two-year parts and labor warranty.
Available in seven widths from 6- to 9-ft., the
blade is specifically designed to scoop snow
rather than push it, sending the snow rolling
and moving it off the blade quickly to keep the
skid-steer in control of a heavy load. A dual-
pivot, A-frame construction allows the blade to
oscillate, following the contours of uneven
ground without scraping. It also has the ability

to apply full down pressure — to lift the front
wheels of the skid steer and use the machine’s
full weight on the blade — allowing clean
clearing of ice and packed snow.

| For more information contact Snow Wolf at
800/905-2265 / circle no. 253
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Seeding is believing

Finn Corp. introduces the T75 HydroSeeder
that provides another option between the small
tank sizes and larger trailer-mounted models. It
weighs in as a trailer unit with a fully loaded
weight of less than 10,000 GVW, satisfying the
ideal towing requirements of a 1/2-ton or 1-ton
pickup truck without a commercial license. The
T75 has a 700-gal. working capacity tank cov-
ering 8,700 to 10,500 sq. ft. per load with
spray distances up to 150 ft. from the discharge
gun. Other features include a hydraulically con-
trolled paddle agitator and liquid recirculation;
agitator controls at each end of tank for opera-
tor convenience; and a large toolbox in the
hitch for storing hoses and nozzles.

For more information contact Finn at
800/543-7166 or www.finncorp.com/

circle no. 254

SV S

AN AGGRESSIVE NG MACHINE

< eb| |

1-800-828-7624
Hector, MN 55342
Phone: 320-848-6266
www.loftness.com
info@loftness.com

One of our several attachments, the
Timber Ax can cut up to 6" diameter trees
with as little as 38 hydraulic HP, with
reserve capacity to handle larger trees.
The revolutionary reverse rotation design
with fixed knives lifts material off the
ground, improving cutting action with
one single pass, reducing HP requirements
and minimizing knife wear. Competitive
models using forward rotation rotors with
fixed carbide or swinging hammers drive
uncut material into the soil, increasing HP
demand and the need for multiple passes.

Circle 133

Timber Ax
o g

Call or Email for a
FREE product video

4

conditioning and athletic field
equipment to improve the
performance of athletes and
the fields they play on

Beacon Ballfields is now Beacon Athletics!

We’ve changed
our name,

nof our game!
:

BERACON
FrALETICS) 89,

Beacon Athletics offers training,

TRAINING & FIELD EQUIPMENT EXPERTS
beaconathletics.com

Visit us online or call anytime!

el ™ [800] 747.5985

Circle 134
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Spray away » U.S. gallons, Imperial gallons and liters, and a

Shindaiwa'’s new SP 150 one-gal. ergonomi- large, independent filler opening. The pump

cally designed hand-held sprayer features a UV handle doubles as a carrying handle, and the

protected polyethylene tank, liquid levels in spray wand material is reinforced PVC de-

PLATFORM BODIES

Quality and durability
@ /om

The SP 150
joins a complete family of five manual sprayers

signed with multiple channels

ranging from the one-gal. SP150 to the five-
gal. SP518 backpack sprayer

For more information contact Shindaiwa at
800/521-7733 or /
circle no. 255

Get the edge

Maruyama’s ED2320 handheld edger has a
fully-supported, heavy duty flex steel drive
shaft and rugged steel clutch drum that's

continued on page 76

FINISH

No matter which
configuration you
choose, all platform
bodies feature traditional
Reading quality for
optimum durability and
protection. What makes
Reading bodies so
ﬂum‘” It all starts with a
rugged understructure
‘”I the protection
E-coat priming

coated

es, and
ouve got a winning
combination

EXPECT MORE. CHOOSE READING.

800-458-2226

www.readingbody.com

Reaﬁmg

Circle 135
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You too can have
Super Bowl Turf

A
PRINCESS-77

Hybrid Bermudagrass

a5 Qﬁfé _
I ENNIN LN
Seed supplier for

Super Bowls 37-41

1-800-286-6100 ext 280

www.penningtonseed.com
sportturf@penningtonseed.com
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Because of activists, extremists and misinformed politicians,
consumers are questioning whether the products and resources (such
as water) used to care for their lawns, landscapes and other green
spaces are a waste—or a harm to the environment. Yes, legislation
and regulations have been throwing the green industry some rough

punches. And we're about to start fighting back.

Project EverGreen is an alliance of green industry associations,
companies and professionals dedicated to educate the public,
protect the green industry and grow our business. It was created
in response to unfavorable regulations in many parts of the
United States and Canada. If the services our industry professionals
offer are restricted, regulated or made illegal, everyone will lose

revenue and customers.

Ad developed courtesy of Swanson Russell Associates. Ad space donated by this publication

Help Project EverGreen educate
consumers on the environmental,
economic and lifestyle benefits |
of green spaces. To make a |
contribution, volunteer your time

or find out more information,

call 1-877-758-4835 or visit

www.projectevergreen.com.

EverGreen


http://www.projectevergreen.com

Products

continued from page 74

designed to withstand the stress of commercial
operation without breakage or failure. The
CARB-compliant machine has an open shield
that allows greater visibility and, with the over-
sized guide-wheel, offers excellent control even
on curves. Other features include a 22.5¢cc
“CE" commercial engine, light weight of 14.6
Ibs., great portability and maneuverability, and
the same exacting standard as commercial-
grade brushcutters.

For more information contact Maruyama at
253/735-7368 or www.maruyama-us.com /
circle no. 256

No pressure A

Rain Bird Corp.’s Accessories Business Unit

has introduced a new line of pressure regu-
lating swing joints for rotors. The new Turf

Swing Joint with Pressure
Regulating System (TSJ-
PRS) products
are the first
commercially
1 available
H —— inline pressure
regulators designed
specifically for rotors. The new swing joints
help maintain a constant, uniform pressure
into the rotor regardless of how high the
incoming pressure is or whether it’s fluctuat-
ing. Preventing over-pressure conditions
ensures optimal droplet size and eliminates
misting, resulting in improved performance
consistency and an increase in distribution
uniformity
For more information contact Rain Bird at
iinbird.com / circle no. 257

-
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Great mate

Jungle Jim’s Accessory Products has done it
again by developing a utility box that enables
either the driver or the passenger to get out
of the truck and have all of their equipment
on their side of the trailer. The Trailer Mate
can carry two blowers, two regular gas cans,
two mix gas cans, one air tank, trimmer line
and other accessories. The blowers and trim-
mers can be refueled, started and unloaded
all from the resting position. The clearance
enables the user to occupy the full space of
the trailer floor by placing their mower or
mowers under the apparatus

For more information contact Jungle Jimat
888/844-5467 or www.junglejimsap.com /
circle no. 258

Staffing Solutions with our
Mexican Workers

Specializing in Rehrurlmem'& Placement of H2B Visa foreign workers
We have REUABLE EXPERIENCED PERSONNEI.
Marcus Drake consultants handles the entire procedure

We deliver selected personnel to your company

Marcus Drake Consultants

Don’t get
caught shorthanded
during your
busy season.

‘ \\'S‘:‘?

.. Circle 150
contact Us Nows for Your 2005 Labor Needs

1-888-544-9122 .

Email: marcusdrakeh2b@yahoo.com

nur wa Price

*for 10 or more.

Per Person!
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Fall Clean-up! JI’CO . FERRIS

Heavy-duty Attachments
for Commercial Mowers

pper i P o) COMMERCIAL MOWER

Fall leaf clean-up y
attachments from JRCO Blower Buggy Carrier

Call for dealer  800.966.8442 WWW.jrcoinc.com
Circle 137

www--FerrisIndustries.com

Circle 139

Calibrated
Seed and
Fertilizer
in a Roll

v,
RUS
X ¥

Make Green

Make Green

Fast and
Simple
Installation

The Hustler Bac-Vac™ rear mounted catcher Wakaveen
* Huge 9-bushel capacity

. "BLU‘E;" ELL
« Easy on, easy off - convert from catch to side discharge in seconds! ‘

T » : R\
* Productive - dump from seat. No need to get off the machine! L L \\\\\\\\\\

) 9 The Smartest Way
High capacity blower allows for higher speed and less clogging! LI v to Make Green

* Powerful
* Comfortable - air flow Is directed down and away from operator’

» Durable - fiberglass hopper will not rust!

HUSTLER mumsmomss RhosE
'Iill'/'/:‘(/IH'/)IH('III 1 '800'395-4757 RAKE ROLL l::::N FIETAX

www.blueyellowpro.com + 800-667-3268

Circle 138 Circle 140
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Worksaver’'s SmoothCut™

stump grinders make stump
removal fast and easy.

The SmoothCut™ PTO powered stump
grinders feature a cutting wheel design
that delivers higher productivity

and smoother
cutting action
with it's durable,
replaceable
carbide-tipped
cutting teeth.
The SureFoot™
stabilizer bar

provides solid : -
footing during : B <
operation. | Surefoot™

Harden bushings
are used at all -
major pivot points for

improved performance.

& i stabilizer bar

Designed. Engineered.
Remarkable value.

For more _v— Worksaver, Inc.

informaiion. \ A ’ Lnchfiel, IL 62056-0100
) chrielq,

contact your Phone: 217-324-5973

Worksaver dealer. Fax: 217-324-3356

E-mall: sales@worksaver.com
Web: www.worksaver.com

Circle 141

Turf experts agree regular aeration
( Aer WaY‘D ) is the one thing that will immediately
improve health and vigor.

Expand your business with Municipal &
School Sports Turf Maintenance

= == = 3 = P———

Minimum time - Maximum benefit - for Cost effective contracting

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—457-83 1 0

Advanced Aeration Systems

www.aerway.com email: aerw av@aerway.com

Circle 142

% Tecumseh 8.5 HP Snow King* engine
% 26" clearing width
# Heavy duty axle bushings
# 26" high back housing with new 16" serrated augers
# Variable-speed Disc-O-Matic drive ensures
smooth shifting
# Six forward and two reverse speeds

For your nearest Ariens dealer
call 1-800-678-5443 or
visit www.ariens.com

Smarter By The Yard™

Circle 143

Excellent Sales Rep.

Beautiful Results

Welcome to a Greener World.

It's all about who you know. And getting to know one of our Excellent Sales Reps
can be an important step toward helping you achieve truly beautiful results
ProSource One is a first-rate supplier of plant protection products, fertilizers and seed
We carry all the major brands including our own proprietary Proforma line of premium
products. But more importantly, you'll appreciate our knowledgeable sales reps who
keep up with all the latest product offerings, and are ready to provide you with the
technical expertise and practical solutions you need

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

WE@ Growing Smarter.

Circle 144
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SISIS VEEMO

* Heavy duty de-thatcher with
tungsten tipped blades
* Easily adjustable depth of cut
* Independently floating heads
* Fast ground coverage
Further details from:

SISIS

SISIS Inc., PO Box 537,
Sandy Springs, SC 29677
Phone: 864 843 5972
Fax: 864 843 5974
E-mail: idc@sisis.com

WORLD'S HOST EEFICENT SPRAY HEADS

* 50% Higher Uniformity Using Just 15' Nozzles
+ Pop-Up Risers Stay Up for Easy Servicing

www.sisis.com

Circle 145

* Quick Change
e |ifts 15,000 Ibs
e Full Dumps

Sponsored by

Monarch

Warn

Circle 146

Series TOP 12-outlet PC drip emitters:

Retrofit 1/2" riser, below or above grade with our

self-cleaning 0.5, 1, 2 or 3 GPH for a wide range

of applications.

Series 500 battery operated controllers: No

wiring, waterproof solution to a power problem

using our one, four or six station controllers.

Series 4000 & X LEIT Ambient Powered

controller: Four to 28 station water

management. Controls your irrigation system in

any region, under any weather conditions, day

or night using ambient light as the energy

source.

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

Circle 148
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INFORM ¢ INTRODUCE ¢ INFLUENCE ¢ INSTRUCT

L

PRINT®

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

+ Develop direct-mail campaigns
+ Provide product/service literature
¢ (reate trade show distribution materials

Extend your coverage to your website. Custom reprint packages include an |
E-Print of the same article to post on your website.

ADVANSTAR MARKETING SERVICES
Landsca e MaARcCIE NAGY

|

1

Design/Build s - sownar
\

|

Email: mnagy@advanstar.com

59.00 59.00 59.00 59.00
0.00 4 9.00 : 39.00 4 09.00 . LI 1

Guaranteed to be the BEST BLADES for all your cutting needs QUALITY DIAMOND TOOLS

Family Owned and Operated

2@ B =50U=238=U133) open7oarsaweek ....5 “ e

www.qualitydiamondtools.com

Circle 127
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800/395-ALCA
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877/326-4467
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Ariens Stens Gravely / cv3,78
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Bayer Corp / p15
Circle # 109
919/549-2000
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Circle # 134
800/747-5985
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Blizzard Plows / p63
Circle # 130
888/680-8600
www.blizzardplows.com

Blue Yellow / p77
Circle # 140
800/667-3268
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Dow Agrosciences / p9
800/255-3716
www.dow.com

Evergreen Fnd / p75
877/758-4835
www.projectevergreen.com

Excel Industries Inc. / pg 77
Circle # 138

800/495-4757
www.hustlerturfequipment.com

Express Blower Inc/ p23
800/285-7227
www.expressblower.com

FM C Corp /p17, 53
Circle # 115, 123
215/299-6000
www.fmc.com

Ferris Ind Inc/ p7
Circle # 105
800/933-6175

www. ferrisindustries.com

Ferris Ind Inc/ p77
Circle # 139
800/933-6175

www. ferrisindustries.com

Ford Motor Co / p26-27
800/392-3673
www.ford.com

G M C Truck / p2-3
800/462-8782
www.gmc.com

Holland Equip / p78
Circle # 142
888/290-7377
www.newholland.com

Honda Power Equip / p37
Circle # 116

800/426-7701
www.hondapowerequipment.com

Husqvarna / cv2-1
Circle # 101
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www.husqvarna.com
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JRCOInc/p77
Circle # 137
800/966-8442
wwWw.jrcoinc.com

Jacobsen Inc. / p10, 67
Circle # 106, 132
888/922-8873
www.jacobsen.com

John Deere and Co / p4
Circle # 104

309/765-8000
www.deere.com

John Deere Const / cv4
Circle # 103

800/333-7357
www.deere.com

Lesco Inc. / p48
Circle # 121
800/321-5325
www.lesco.com

Loftness / p73
Circle # 133
800/828-7624
www.loftness.com

Marcus Drake Consultants /
p76

Circle # 150

888/544-9122

Ohio Turfgrass Foundation / p65
740/452-4541
www.ohioturfgrass.org

P A Landscape & Nursery /
(reg) p61

Circle # 128

800/898-3411

www.plna.com

PBI Gordon Corp. / p41
Circle # 118
800/821-7925
www.pbigordon.cm

Pennington Seeds Inc / p74
Circle # 136

800/285-7333
www.penningtonseed.com

Plant Health Care / p40
Circle # 131

800/421-9051
www.planthealthcare.com

Pro Source One / p78
Circle # 144
877/350-3999
WWW.prosourceone.com

Quality Diamond Tools / p80
Circle # 127
800/285-0163

Rainbird / p12, 43
Circle # 108, 119
520/741-6100
www.rainbird.com

Reading Body Works Inc / p74
Circle # 135

800/458-2226
www.readingbody.com

Shindaiwa Inc. / p39
Circle # 117
800/521-7733
www.shindaiwa.com

Sisis Equip. / p79
Circle # 145
864/843-5972
WWW.sisis.com

Symbiot / p51
Circle # 124
866/223-9049
www.symbiot.biz

Syngenta / p21
Circle # 111
800/759-4500
www.syngenta.com

Toro Co./p18-19
Circle # 110
800/348-2424
Wwww. toro.com

Valvette Systems Co / p79
Circle # 147

866/200-8590
www.valvettesystems.com

Walker Mfg Co / p11
Circle # 107
800/279-8537

www. walkermowers.com

Worksaver Inc. / p78
Circle # 141
217/324-5973
www.worksaver.com

< WHAT, WHEN & WHERE

September

14 Clemson University Annual
Turfgrass Field Day / Clemson,
SC; 803/957-0616

20-23 NAWMA Conference &
Trade Show / Rapid City, SD;
Sponsored by the North American
Weed Management Association;
970/887-1228

24-26 International Lawn,
Garden & Power Equipment
Expo / Louisville, KY; 800/558-
8767, www.expo.mow.org

29 Effectively Managing Palms /
Brea, CA; 949/454-2409

30-1 FNATS Short Course /
Orlando, FL; Sponsored by the
Florida Nursery & Allied Trades
Show; 800/375-3642

October

1-2 Middle Tennessee
Nursery Trade Show /
McMinnville, TN; 931/668-7322;
www.mtna.com

MOWER SUPPLEMENT

Ariens / s15
Circle # 163
800/678-5443
www.ariens.com

Excel Ind Inc. / s5

Circle # 161

800/495-4757
www.hustlerturfequipment.com

Ferris Ind. / s2

Circle # 160
800/933-6175
www.ferrisindustries.com
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5 OTF Annual Golf Tournament /
Dublin, OH; Sponsored by the Ohio
Turf Federation; 888/683-3445

6 Transplanting Palm Trees in
the Urban Landscape / Brea, CA;
949/454-2409

6 Demo Day & Knowledge
Network Event / Frank Liske Park,
Concord, NC; 910/695-1333;
www.ncturfgrass.org

8-9 Turfgrass, Landscape and
Equipment Expo / Pomona, CA;
Sponsored by the Southern
California Turfgrass Council;
800/500-7282

10-21 Garden Expo / Toronto,
Canada; Sponsored by the
Landscape Ontario Horticultural
Trade Association; 905/875-1805

17-18 Xeriscape Conference /
Albuguerque, NM; 505/341-5743;
www.xeriscapenm.com

18-20 Int’l. Lawn, Garden &
Power Equipment Expo /
Louisville, KY; 800/558-8767;
http://expo.mow.org

Grasshopper Co. / s9
Circle # 162

620/345-8621
www.grasshoppermower.com

John Deere Co./s16
Circle # 16
309/765-8000
www.deere.com

The ad index is provided as an
additional service. The publisher
does not assume any liability for
€ITors or omissions.
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ADVERTISING
INFORMATION:

Call Brian Olesinski at
800-225-4569 x2694

or 440-891-2694,

Fax: 440-826-2865, E-mail:
bolesinski@advanstar.com

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

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

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

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

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

BUSINESS FOR SALE BUSINESS OPPORTUNITIES

CQNS_'IR!LCHQN_C_QMBAM

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

Annual volume $3.5-54.0 million!
Company breakdown:
* 75% Construction
+ 10% Maintenance
* 15% Snow Operations
Highly recognized, well-managed and organized
operation with a meticulous fleet of over 50
pieces of equipment. Will sell with or without
the real estate, which has all the necessary
provisions for repairs and parking.
NASH & COMPANY
Contact Mr. Kurt Lawson: 1-508-428-1201
Fax: 1-508-428-9586

Landscape Co. For Sale
Santa Cruz, CA.
18 Year Established.
Asking: 475K
Broker: 831-915-1591

Nursery and Landscape
Construction Business For Sale

Business is located in N.E. Colorado on the main
highway to Estes Park. The area is among the
fastest glowing in the U.S. and also on the
Readers Digest list as one of the best family
oriented places to live.

Business Includes: Machinery, Trucks and
Equipment, +/- 5 Acres of a large variety of
landscape size evergreens, deciduous trees and
shrubs. Generous lease terms available for
nursery lease.

Contact (970) 227-8096
May consider carrying the mortgage with a
substantial down payment.

COMMERCIAL GROUNDS

MANAGEMENT COMPANY
Florida Sub-S Corporation — Located
in Orlando, Florida
Grosses $375,000 annually 100% commercial.
Complete set up including, (4) trucks, (3) trailers,
all mowers, edgers, trimmers, blowers, shears,
workbenches, and storage. Nice, clean, well
maintained operation. Also includes 1,200SF
warehouse lease with ac office, (2) computers,
file cabinets, printers, scanners, and digital cam-
era. Tumn key business for right individual. Great
for semi-retired or part time owner. Won't last!
Offered at $272,500 by private owner for
immediate sale.
For confidential consideration call 407-468-7914

ooking
for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

Latwns franchise

L The U)S,
- Gall -800 US-LAWNS or. |
<1 wsn www.uslawns com

e~ We will TRAIN YOU
143 to be SUCCESSFUL in
the Backyard Putting
Sunpany Green Business
The Best in Synthetic Golf Facilities
Call the Putting Green Pros
Toll Free 877-881-8477
www.theputtinggreencompany.com

PUT THE DYNAMICS OF CLASSIFIED
ADVERTISING TO WORK FOR YOU!

~ * Camy NO Inventory

- * Many Extras

Back-Yard Putting Greens

Synthetic greens of the fastest
a year golf industry

Reasons to call us:
FREE

Eaey Yt R ot Proces
VIDEO
* Buy mm 70%
800-334-9005

www.allprogreens.com

BIDDING STRATEGIES

LAWN PROFESSIONALS
Take Notice

* 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 * Buy 4 or More & Save!

experience and improve your

opportunities for success. Our lawn service was

recently rated in the TOP 10 Nationally.
PROFITS UNLIMITED

Call 800-845-0499
www.profitsareus.com

~
— — —

=

 Diversify your business

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

» Secured franchised territory

ServiceFirst
Irrigation

For information contact us:
1-877-353-4533

or
www.servicefirstirrigation.com

e 1T
Add Ftecdom Fence and Dnveway Alen to you:
Existing services and watch your bottom line soar!
Made in USA 800-828-9089
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s WANT TO BUY OR
fp ~%  SELL A BUSINESS?

>
. DI Professional Business
Merger & Acquiiion spwcitis. Consultants can obrain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
is no cost for this as Consultant’s fee is paid by the

buyer. This is a FREE APPRAISAL of your business.
If you are looking to grow or diversify through
acquisition, | have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Landscaj
Installation all over the U.S. and (:Jnag

182 Homestead Avenue, Rehoboth, MA 02769
708-744-6715 * Fax 508-252-4447
E-mail pbcmello1@aol.com

TURBO TURF

HYDRO SEEDING SYSTEMS
—

e )

For a FREE hydro seeding info pack & video call:
TURBO TECHNOLOGIES, INC.

1500 FIRST AVE., BEAVER FALLS, PA 15010
1-800-822-3437 www.turboturf.com

Know your

soil pH in
seconds!

Kelway
HB-2

s s et Professional
» Low cost soil aC|d|ty
« Portable

& moisture
tester

when to lime

* Built for long
asting use

e literatur ay

Kel Instruments Co., Inc., Dept. N

ANDSCAPE DESIGN KIT 3

rubber stamp symbols of trees,

shrubs, plants & more. 1/8" scale.
Stamp sizes from 1/4" to 1 3/4",

$97 + $6.75 s/h. CA add 7.75% tax
s (Checks delay shipment 3 weeks.)

VISA, MasterCard, or Money Orders
1 ocal 916-687.7102 ShiPPed next day. FREE BROCHURE

TOLL FREE 877.687-7102 AMERICAN STAMP CO.

www.amencanstampco.com 12290 Rising Road LM4, Wilton, CA 95693

Maintenance Director

Landscape Development Inc. has an immediate
opportunity for divisional level director of our
maintenance operations in San Diego and Inland
Empire regions.

We seek experienced professionals with superior
technical, communication, and business skills that
have 5-10 years of experience.

Call us with our competitors’ quote, If we can't beat it,
we will send you a Visa Gift Card for a dinner for two.

HERITAGE BUILDING SYSTEMS
800.643.5555

heritagebuildings.com

[ CONVERT YOUR TRUCK |

INTO A 4,000 LB. TRUCK!

,:mvznsu. A
DUMPKIT | &

Truck retains
appearance.

onginal
$ 90 1 Fits full size Chevrolet,
Dodge, & Ford models

Installs easily on most trucks.

5’7-u=i
iy S ‘-n‘

Kit comes complete with 12V hydraulic
pump & reservoir, hydraulic hose, dash-
mounted toggle switch, electric wiring,
mounting hardware, 4000 Ib. scissor

lift, cylinder, and easy-to-read instructions.

P.O. Box 54, Wyckoff, NJ 07481

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
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Qualified applicants please apply to:
Cheryl Barron
cbarron@landscapedevelopment.com
28447 Witherspoon Parkway
Valencia, CA 91355

fax 661-295-2000

* BRANCH MANAGER *

rtunity to
tablished
< with, this

If you are | ng for

chive, pre

|oIn a pre

Ll”d fUH £ Hlﬂp(ﬂly O \

EMAIL MISSY@HILLENMEYERS.COM
PHONE 859-255-1091
FAX 859-255-8789
WWW.HILLENMEYERS.COM

GROWTH OPPORTUNITIES AVAILABLE

Viking Termite & Pest Control, Inc.,
an industry leader, is seeking enthusiastic
career minded individuals to join our team.
If you are interested in a management
position, sales, customer service, or
technician position, please forward your
resume and salary requirements to:

Fax: (732) 563-0400
Viking maintains a drug free policy.
Field positions require a good driving record.
EOE

THE BRICKMAN GROUP, LTD.

Careers in landscape management
available in:

California — Colorado
Connecticut — Delaware
Florida — Georgia
Illinois — Indiana
Maryland - Massachusetts
Minnesota — Missouri
New Jersey — New York
North Carolina — Ohio
Pennsylvania — South Carolina
Tennessee — Texas
Virginia — Wisconsin
Fax: 301-987-1565
E-mail: jobs@brickmangroup.com
www.brickmangroup.com

LANDSCAPE MANAGEMENT
OPPORTUNITIES
Wheat's Lawn & Custom Landscape, a $9 million
residential landscape firm in Northern Virginia
since 1978, has positions available for
MANAGERS, ASSISTANT MANAGERS
AND SALES. Interested candidates should
want to surpass own personal expectations and
have a desire to work with a motivated and
successful team. Wheat's offers:
* Health insurance
» Advancement opportunities
* 401(k) and profit sharing
» Excellent salaries
* Great work environment
» Vacation/Holidays
Wheat’s Lawn & Custom Landscape, Inc.
8620 Park St,, Vienna, VA 22180
www.wheats.com
Fax: 703-641-4792 » Email: wheats(@wheats.com
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—~TRUGREEN LandCare—

Seeking Highly Qualified Landscape Professionals

We’re Expanding Our Operations in 2004!
Excellent Management Opportunities
the entire East Coast
0 A FR
BRANCH MANAGERS
MAINTENANCE MANAGER
REPRESEN VES
PER ORS
Excellent compensation, bonuses and incentives,
company vehicle, complete benefits package
and much more!
Fax resume to 301-924-7782
or E-mail Ron

FLORAPERSONNEL, INC.

In our third decade of performing
confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis uni}
Candidate contact welcome
confidential and always FREI
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 & Fax: 407-320-8083
E-mail: hortsearch@aol.com
www.florapersonnel.com

GOTHIC LANDSCAPE, INC.

An established landscaping firm that is dedicated
to creating long-term relationships with clients by
providing the best possible service. We are one
of the largest landscape contractors in the
southwestern U.S., operating in CA, AZ and NV.
The company specializes in landscape construction
and maintenance for residential master-planned
community developers, public works and industrial
commercial developers. We offer excellent salary,
bonus and benefits package.

Outstanding career opportunities exist
in each of our fast-growing branches for:
* Sales
* Estimators
* Account Managers

* Supervisor

* Senior Foremen

* Irrigation Tech

For more information, contact:
Elisabeth Stimson, Human Resources Director

E-mail: estimson@gothiclandscape.com
Ph: 661-257-1266 x204 * Fax: 661-257-7749

HURRY!
If your ad isn't here, call
Brian Olesinski
(800) 225-4569 x2694

DAVEY%.

Commercial Grounds Management

Rewarding career opportunities
are available with our growing
commercial division.

If you are a proven manager
with a passion for landscape
management, come join the
2,600 employee-owners of Davey.

Visit www.davey.com
E-mail: george.gaumer@davey.com
Fax: 330-673-0702

JOBS IN HORTICULTURE, INC.

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

trugreen.com

V to lead?

Join TruGreen.

career at TruGreen is so right for you.

family of brands.

Management |

You're always on the go — a true self-starter, who loves a challenge, sets your own agenda and calls your own shots. That's why a
TruGreen Companies is the largest lawn and landscaping company in the United States and part of The ServiceMaster Company’s

Bring us your drive and determination, people-friendly nature, and effective customer service and selling skills. We'll supply
the training and support, excellent compensation and benefits, and the incredible opportunities you'd expect from an industry
leader that will help you to grow, develop and succeed.

Sound like the career move for you? To apply, please fax your resume, indicating area of interest, to: 901-681-1805. Email:
recruiting@trugreenmail.com. For specific position openings, please visit our website at trugreen.com.

THE TRUGREEN Companies-

Sales |

Customer Service

Be TRU

to yourself.

| Field Opportunities
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Unlocking the magic of nature...

Explore Novozymes Biologicals, Inc.
located in Salem, Virginia. We are an
established yet growing company that
focuses on the research, production and
sale of naturally occurring
microorganisms.

PLANT CARE MARKETING
MANAGER

Responsibility for market research &
planning, communications, and
management of new products from
conception to marketing for the Plant
Care sector. The successful candidate
should have excellent communication
and interpersonal skills as well as the
ability to work independently on
multiple projects relative to the business.

Requirements

* MBA, M.S/M.A. Marketing or
applicable discipline with 5+ years
business-to-business marketing
experience and 5+ years business to
end-user experience; B.S./B.A.
Marketing or applicable discipline with
5-7 years end user marketing
experience; or combination thereof.

* Agricultural marketing/
communications experience strongly
desired.

e Ability to travel -
International.

¢ Ability to work in the US without
sponsorship.

¢ Relocation assistance may be available
to qualified candidates.

Domestic and

Novozymes Biologicals offers an
attractive starting salary and
comprehensive benefits package.
Qualified candidates are invited to
submit a resume (MS Word format) with
salary requirements to:

NZBNA-JOBS@novozymes.com
Job Code - PCMM
EOE, M/F/DN, Drug-Free

m mi rgan

novozymes a .

et

Labor Consultants

INTERNATIONAL

(LCT)

Foreign Labor
Specialists (H2B)

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

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

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

PRODUCTION/OPERATIONS
MANAGER
Prestigious upscale-residential design/build firm in
Northern Virginia, no mowing/snow removal.
Great company culture, beautiful facility, friendly
staff, motivated crews, excellent pay & benefits.
Responsibilities include: Oversee daily operations;
strategic planning for future growth; oversee
production crews; assist designers with project
management; develop & integrate training
programs for crews.
Requirements: 4yr degree; 5-10 yrs experience in
field & office; knowledge of MS Office/Excel.
If you have initiative, insight and integrity, let’s
talk! Send resumes to Peter Murray at:
Hidden Lane Landscaping
FAX: (703)620-5066
E-MAIL: hiddenlane@erols.com

HELP WANTED (CONT'D)

Ca

REER OPPORTUNITIES

IN LANDSCAPE MANAGEMENT
Commercial Installation & Maintenance
HirING
¢|rrigation Technicians ®Crew Leaders
* Supervisors * Account Managers
*Branch Managers * Project Managers
Conracr
Fax 858-513-7191
e-mail: craigm@benchmarklandscape.com
www.benchmarklandscape.com

Benchmark s, v Stdand”

Landscape, Inc.

SWINGLE TREE, LAWN AND
CHRISTMAS DECOR HAS A
CAREER OPPORTUNITY FOR A
PLANT HEALTH CARE MANAGER

Denver’s award winning and premier tree care
company since 1947, is seeking the right
experienced professional with vision to lead,
develop and direct our Plant Health Care
Department to meet growing customer demands
for services and lead department to organizational
growth and potentially multiple locations
operation. Leader must be able to manage and
develop staff through accountability, motivating,
developing vision, and strategic planning and
execution to support $5M+ department. Will have
direct management and budgetary responsibilities
for up to 70+ key employees providing quality
services to customers in high volume, time
sensitive applications. Must possess excellent
communication and employee development skills,
strong leadership ability, demonstrated results
oriented management style, and strong
commitment to providing outstanding customer
service. Requires minimum of BS degree
(preferable in Green Industries disciplines) plus
8-10 years hands on management experience and
mid to high-level computer knowledge, including
Excel and Word. Pay range is $60-80K+ (DOE),
plus full benefits including medical, dental,
life/disability insurance, 401K with company
match and discretionary profit sharing plan.

To apply, contact Jim McDonald at
Swingle 888-266-6629, visit our website at
www.swingletree.com to apply on line, or

send us a resume and cover letter to
Swingle Tree, Lawn and Christmas Decor,
8585 E. Warren Ave., Denver, CO 80231.

SALES REPRESENTATIVES
WANTED

Expanding Oregon nursery growing
Specimen/container trees & shrubs is seeking
knowledgeable, motivated independent sales rep-
resentatives to market to the Rocky Mountain,
Southeast U.S. and East Coast Areas.

Write LM Box #100.

THREE WAYS TO REPLY TO BLIND BOX #

MAIL TO: Landscape Management Magazine,
LM Box #, 131 W. First St., Duluth, MN 55802

OR YOU CAN SEND YOUR BLIND BOX REPLY VIA EMAIL OR FAX
EMAIL: blindbox@advanstar.com or FAX: 218-723-9683

Don't forget to include the magazin
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HELP WANTED (CONT'D)

_a \

( T'h \
GreenSearch”

Providing professional executive search, human

resource consulting and specialized employment

solutions to Gree y companies and allied

horticultural trades throughout the United States

www.greensearch.com
E-mall: info@greensearch.com
Toll free: 1.888.375.7787
Local Phone: 770.392.1771 Fax:770.392.1772
5 Concourse Parkway, Suite 3000, Atianta, GA 30328

[Landscape Maintenance]

Supervisors

Landscape Development Inc. has oppor-
tunities for Maintenance Supervisors, in
our Vista and Inland Empire locations.

Our Supervisors oversee the foreman and
Crews to ensure proper maintenance is

completed, on all job sites.

A minimum of six years of landscape,
irrigation, and general construction and
drainage experience needed.

Qualified ap Mm;n please apply to:

cborron@londmpedevelopmem.com
28447 Witherspoon Parkway
Valencia, CA 91355, FAX 661-295-2000.

DIRECTOR OF LANDSCAPE
SERVICES AND BOTANIC
GARDEN

The University of Missouri-Columbia
department of Landscape Services is seeking can-
didates for the position of Director of Landscape
Services and Botanic Garden. This individual
will be responsible for the University’s landscape
architecture, and landscape
construction and maintenance services. This posi-
tion exercises management and fiscal
oversight of approximately 50 FTE's and a $2.2
million budget. Additional responsibilities
include planning, directing and fund raising for
the University’s 300-acre, campus-wide Botanic
Garden. Minimum qualifications include a
bachelor’s degree, masters preferred, in
Landscape Architecture, Horticulture or closely
related field, or equivalent combination of
education and experience; significant
administrative experience in the public or non-
profit sector; 5-7 years management experience in
landscape construction, and maintenance in a uni-
versity or public botanic garden is desirable. The
successful candidate will be self-motivated, orga-
nized, creative and visionary. Salary
commensurate with experience with an excellent
benefits package and the opportunity to work
with a professional team.
Please call Barbara Webb for additional
information at (573) 882-7976.

Please e-mail resume to umchrs@missouri.edu
or send to University of Missouri-Columbia,
Human Resource Services, 201 South 7th St,
130 Heinkel Building, Columbia, MO, 65211.

AA/EOE -- ADA accommodations, call
(573) 882-7976; TTY users, 1-800-735-2966.

GROUNDS MANAGEMENT
SPECIALIST

NISH is a national non-profit organization whose
mission is to create employment opportunities for
persons with severe disabilities through contracts
for services and products with the federal govern-
ment under the Javits-Wagner-O'Day (JWOD)
program. We have a position open for a
GROUNDS MANAGEMENT SPECIALIST
based in Arlington, TX.
Responsibilities:

Support for multiple non-profit businesses
performing federal services contract work in
eight states.

Provide technical expertise & problem-solving in
planning, estimating, root cause analysis &
plans of correction.

In order to meet federal regulations, offer advice
regarding labor, supplies, equipment & process
improvement regarding grounds maintenance.
Requirements:

Seasoned expert with 10+ years grounds
maintenance service projects & four years at
grounds management level.

Excellent interpersonal & customer service skills.
Working knowledge of federal contracting.
Excellent PC skills & BS/BA degree preferred.
PGMS grounds manager certification a plus.
To apply for this position, submit both a
resume and a NISH application
(found at www.NISH.org>jobs>Business
Project Manager I, South Central Region) &
email to NISH109@nish.org
or fax to 703-204-0236
NISH is an equal opportunity/affirmative
action employer.

OV

SERVICES

\anity, Tell Free & Shared Use Numbers
for Your Landscape Business

Great Ea
pdverising Rememtcs,

Examples of toll-free numbers available:
800-ONLY-LANDSCAPING - 866-WEED-CONTROL.
888-LAWNS-HELPED - 888-LAWNS-GROOMED

For more information or to contact us

Web: www.advertisetollfree.com
Ph: 1-800-Mr-Teleph9ne (800-678-3537)

email:
SearchForNumbers@AdvertiseTollFree.com

|

Information on
classified advertising
call Brian Olesinski

at:

or e-mail:
bolesinski@advanstar.com

SOFTWARE

Download a free demo of
the software everyone is

talking about!
www.wintac.net

Or call 24 hours for a free demo CD

1-800-724-7899 ext2

« Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking
 Material & Chemicals Tracking

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

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

Orders, Statements, Purchase
Orders, Reports, Labels. Even,
design your own forms in Word"
« Full Accounting: G/, AIR, A/P,
Payroll, Checking, Inventory,
Financial Reports and Graphs
« Built-in links to QuickBooks ®,

Peachtree®, MS Office®, Street
Mapping, Emailing, and more!

PhoneCenter Software

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

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

REPEATING an ad ensures it will
be seen and remembered!

GROUNDSKEEPERL@R@
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INDUSTRY TRENDS BY THE NUMBERS

LANDSCAPE CONTRACTING NEW HOME PRICES -

EXPENDITURES ON THE RISE YEAR MEDIAN  AVERAGE
A recent survey conducted on behalf of the Associated 1984 $79,900 $97,600
Landscape Contractors of America revealed these facts 1994 $130,000 $154,400

about consumer spending on landscaping services: 2004 A $252,000

» 31% growth rate of consumer spending on lawn care, SOURCE: NAHB

landscaping and tree care services since 2002

» $37.9 billion spent by consumers on these professional

services in 2003 l I rve ; f ~ i 1 c f
. ‘ d -
B * : . A T ™ .
» $41.6 billion predicted consumer spending in 2004 ‘ \ EEN

» Referrals are the top resource that Americans use to

hire landscape contractors ‘ 0 As demand for water grows, so
-

» 1in 3 Americans paid for professional lawn, landscape does its scarcity. EXperFS_Say there
may be a full-blown crisis by 2025. If

so, “water-wise"” landscaping might
be something everyone has to embrace.
What do you think about the “water-wise”
approach to landscape management?

or tree services in 2003

» More than 1 in 4 Americans plan to purchase profes-
sional landscaping services in 2004

» Landscape construction accounted for the largest dollar
volume of Green Industry home improvements in 2003,
with $13.4 billion spent on these services — an increase

of $2.2 billion from 2002 We already practice water-wise

61% landscaping regularly out of concern
for the environment.

o We don't practice water-wise
21% landscaping at all.

We practice water-wise landscaping
6% regularly because the law forces us to.

- - & We offer water-wise landscaping to
6% satisfy a customer need, not out of
concern for the environment.
— Estimated damage done o I'm not gonvinced it's a problem,
6% so | don't worry about it.

to the crops and facilities of

Percentages based on 33 resp:

Log onto www.landscapemanagement.net
and answer our online survey. We publish
the results here monthly.
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A PROFITABLE
NEW VISION

Introducing the new EYE-Q™ Productivity

System: cutting edge technology
that keeps you cutting.

The NEW state-of-the-art EYE-Q™ Productivity /.'f: \
~

System* helps make downtime and unnecessary / e,;-—-—\
maintenance a thing of the past.

As a standard feature on all 100- and
200-Series Gravely riding mowers,
the EYE-Q™ Productivity System

does everything from assessing >
equipment maintenance needs to
analyzing time management. It's safe ' .

to say this ingenious device is sure to A
give your bottom line a high-tech boost. & I

Think of the EYE-G™ Productivity System as
your personal, profit-generating assistant. /
(And it’s only available from Gravely.)

For more information on how the Gravely EYE-Q™ /
Productivity System will help you grow your
business, call your local Gravely dealer or

visit us online at www.gravelyeye-q.com.

*Patent pending 2003 Ariens Comipany. Made in the U S.A
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“Pushover”

Getting to the heart of a new John Deere 300 Series Skid Steer
couldn't be easier. Just swing open the rear door. tip up the top door. lift off
the side panels, and tilt the cab—takes only minutes for wide-open access.
What's more, extended oil change intervals, vertical spin-on filters,
environmental drains, and separate radiator and coolers make daily and
periodic maintenance fast and easy. You'll spend less time getting ready to
work, so you can spend more time getting the work done. Check out all five
of the new 300 Series Skid Steers at your John Deere dealer today.
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