
A few good landscape 
contractors reveal 
the secrets to 
selling their service 



Growing Income 
You're a growing business in the 
business of growing. You have 
soil to prepare. Sod to be placed. 
Trees, shrubs and mulch to put in. 
Bobcat machines and attachments 
are efficient, precise, dependable 
and designed to help grow 
your income. 

Telescopic tool carrier 
with extendable boom 

Toolcat " 5600 
with auger attachment 

ZHS Series compact excavator 
with Zero House Swing 

One Tough Animal 

Our website: 
www.bobcat.com/0284 
Toll-free for FREE 
Video Catalog and Buyer's Guide: 
1-866-823-7898 ext. 0284 

An (iR) Ingersoll ftand business 
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Contributors 
W H O ' S W H O IN L M 

"Recruiting is like looking at a people puzzle every 
day," says Californian C h r i s t i n e K r a t c o s k i . She left 
the roller coaster recruiting world of Silicon Valley in 
1999 (before the bust) and began networking with 
sawy landscape company owners and managers. Since 
founding Landscape Career Search, she's been busy 
matching qualified personnel with companies that need 

managerial talent. "The exciting part of the work is when a candidate and 
company are a fit," says Christine. Learn what a professional recruiter can do 
for your company on page 26. 

D a v i d Gardner, an assistant professor of turfgrass 
science at The Ohio State University, is a member of 
the board of the Ohio Sports Turf Manager's 
Association and a frequent speaker at industry 
events. This friendly and knowledgeable turfy 
received his B.S. and M.S. degrees from Iowa State 
University, and his Ph.D. in turfgrass science from the 
University of Illinois. He provides an excellent overview of pre-emergent weed 
control, starting on page 52. 
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Reprints of Landscape Design/Build supplement articles, 
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Advanstar Marketing Services. Customized to meet your 
specific needs, reprints are highly effective when you 
use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 

Extend your coverage to your website. Custom 
reprint packages include an E-Print of the same 
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George Pruitt of Bio Landscape & Maintenance gets a hefty Green Fleet discount when he buys any 3 John D 
mowers, tractors or Gators" at one time—then on all his John Deere purchases for a full year. 

Nothing Runs Like A Deere 

"John Deere does more work for every dollar I put into it. 
And with the discount they give me, my dollar buys more. 

This is an $11 million company. John Deere helped us 
get that way. We're a green fleet—period." 

J O H N D E E R E 



P r o o d « a p p o r t e r of t h e s e g r e e n i n d u s t r y p r o f e s s i o n a l o r g a a i z a t i o n s : 

Associated Landscape Contractors of America 
950 Herndon Parkway, Suite 450 
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 I Fax: 814/238-7051 

THE O F F I C I A L PUBLICATION OF 
American Society of Irrigation Consultants 
PO Box 426 • Rochester, MA 02770 
Voice: 508/763-8140 I Fax: 508/763-8102 
www.asic.org 

The Irrigation Association 
6540 Arlington Blvd. 
Falls Church, VA 22042 
703/573-3551 
www.irrigation.org 
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JANUARY SALE 
WHEN YOU NEED BIG POWER, YOU NEED A BOXER. 

99$ FINANCE SPECIAL 
• H t E E F R E M S M T r s i B E r n E i u n I 

FREE BUCKET 
STRONGEST ON THE MARKET 800-476-9673 

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

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

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

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

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

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

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

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603/314-5380 
www.treecareindustry.org 

YOUR NEXT MOWER 

www.grasshoppermower.com/LMM 
The Grasshopper Company 
P.O. Box 637 • Moundridge, KS 67107 
Phone 620-345-8621 • Fax 620-345-2301 

Grasshopper 
MaxTorque™ Diesel Models 
322D and 722D1 Combine Power and Economy 
• Powerful, quiet running 22 hp Kubota MaxTorque™ diesel 

engine has reserve torque you can feel. 
• Liquid-cooled, three-cylinder, horizontal crankshaft OHV 

design offers triple the life of 2-cylinder air- or liquid-cooled 
gasoline-powered models. 

• Direct port fuel-injected diesel engine more than pays for 
itself with fuel efficiency and minimal service. 

• Sleek, embossed engine cowling channels air for cooler 
operation and tilts for easy access. 

• Choose from MidMount™ Model 322D with 52", 61" or 72" 
cutting widths, or FrontMount™ Model 722D2 with deck 
widths from 48" to 72". 
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MIGHTY. QUIET. 
PRESENTING THE POWERFUL AND SURPRISINGLY QUIET GMC® SIERRA; 

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck 
adding to it. So our engineers designed the 6MC Sierra to provide some peace and quiet. This impressive 
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional OURAMAX™ 
6600 Turbo Diesel U8 that delivers 310 hp @ 3000 rpm and 60S 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-GMC-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 supplier. See the owner's manual for information on alterations and warranties. 

WE ARE PROFESSIONAL GRADE! 
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w o No matter how terrific the turf looks, 

your customers won't be happy if 

their shrub beds are overgrown with unsightly weeds. And, 

unless you have free labor available don't even think about 

hand weeding! Woodace Preen Plus gives you the power 

of two active ingredients, stopping more weeds than any 

other shrub bed weed preventer on the market. One 

application of Woodace Preen Plus prevents weeds for up 

to 6 months. Woodace fertilizers are specially formulated 

for ornamentals with exclusive technologies like Perk 

slow release iron, MESA slow release ammonium sulfate, 

n u t r i t i o n fo r l a n d s c a p e o r n a m e n t a l s 

<s Expo slow release potassium sulfate, 

and IBDU slow release nitrogen. So 

don't walk by an opportunity every time you knock on a 

customers door. Make Woodace Preen Plus the 

foundation of your ornamental bed maintenance plan. 

Combined with Woodace plant nutrition, Woodace Preen 

Plus will make your customer's shrub beds the envy of the 

neighborhood. For more information and to get your free 

handy spreader visit our website at www.LebanonTurf.com, 

click on promotions and enter 

coupon code LM50I5. 

LebancnTurf 

http://www.LebanonTurf.com


B U S I N E S S FROM THE BOSS 

We'll share keys to success 
BY RON HALL / Editor-in-Chief 

( i H H 1 here's no such thing as a free lunch." 
We're all familiar with the saying, 

and experience has taught most of us 
how true it is. To get something, you 
have to give something first. It's the 
law of reciprocity; it's as fundamental 
as gravity. 

In that spirit, we're seeking your help on a project 
we're convinced will benefit you greatly. Give us some 
of your time and we promise to give you a report that 
you can use to measure your company against the rest 
of the industry. Or, at least, that portion that most 
closely resembles your particular market niche. 

Inside this issue you'll find a 4-page questionnaire 
that we're asking those of you offering contracted serv-
ices (landscape, lawn services, irrigation, etc.) to fill out 
and return to us. The instructions are on the survey. It 
should take you about 15 minutes to complete. 

Find where you stand 
The purpose of the survey is twofold, the first, obvi-
ously, to collect important but general information 
about the health and growth of the contractor/service 
provider segments of the Green Industry. 

The more important reason for this particular exer-
cise (and the payoff for those of you that help us) is to 
identify those specific factors that characterize growing, 
healthy landscape and lawn service companies. In other 
words, what does a successful, profitable company do 
differently from one that isn't as successful or prof-
itable? With your help, we're certain we can identify 
the most important ones. 

Is it training? Budgeting? More efficient use of 
labor? Does association membership and participation 

What does a successful, profitable 
company do differently from one that 

isn't as successful or profitable? 

make a difference? Certification? What types of mar-
keting does the thriving company use? 

This is an admittedly ambitious project, but one 
that this industry has needed for a long, long time. 

Partnering for results 
To lessen the chance of us jeopardizing the results of 
the survey with any bias, as unintentional as it might 
be, we've hired Cleveland-based MPI, an independent 
company that specializes in discovering and quantifying 
industry benchmarks. MPI, which helped design the 
survey, will tabulate and analyze the data. 

Please fill out the survey. You can also find and fill it 
out online at www.landscapemanagementsurvey. 
com (Code LMBS2005). 

If you provide us with your data (all information is 
completely confidential and not shared with any third 
party), we'll provide you with a free Executive Sum-
mary of the data early this spring. It'll contain a 
description of the practices and metrics that define 
successful landscape/lawn service firms. 

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

http://www.landscapemanagementsurvey
mailto:rhall@advanstar.com


B U S I N E S S BOOST YOUR TRAINING 

Employees are often sent to industry meetings or 
shows for the wrong reasons, such as that 

they worked hard and deserve a perk. 

Max out industry meetings 
BY BRUCE WILSON 

Now is the time of year when there's 
an abundance of industry meetings 
and trade shows. Most of these 
meetings have educational compo-
nents that can help you supplement 
your own in-house training. Here 
are some ideas to help you get the 

most out of these meetings. 

Be choosy 
First, be selective in choosing which meetings work for 
you and your employees. Look through the agenda for 

meeting topics that match up with training needs 
for you or your other company 

^ ^ ^ ^ employees. 
j f e t t f l ^ ^ H ^ ^ Next, decide 

j t f M j X ^ who should go 

J ^ B I O L Q K F J W V ^ ^ to the meeting 
^ ^ ^ ^ f l f i C l l F from your com-

BgJP^ pany. This may 
sound basic and com-

mon sensical, but my expe-
rience has been that people 

aren't always selected for the right reasons. 
A common example is that an owner may 

send a hard working employee to a conference as a 
perk or reward. 

After deciding who can benefit most from the expe-
rience, you can further leverage the opportunity by 
requiring that the attendee take notes and come back 
and walk other employees through the training. This 
does two things, the first being the obvious one of 

leveraging the training across more people. It also 
makes the attendee pay more attention and makes sure 
that they can repeat what they learned. 

It pays to network 
Another benefit of these training meetings is that 
they're great for networking. Try to encourage your 
employees to mix with employees from other compa-
nies. They can then talk about common issues and pick 
up some helpful ideas. This is probably harder in lo-
cally run events because of competitive reasons limit-
ing sharing, but it never hurts to ask. 

If you implant the concept of getting meetings like 
these to pay for themselves, it's more likely that em-
ployees will be looking for that idea or two that can 
save enough to pay for the cost of the meeting. 

Another source of outside training is directly 
from your suppliers. Most irrigation and chemical 
and fertilizer suppliers put on seminars from time to 
time. They're also willing to come to your facility to 
train your employees. They benefit by talking about 
their products and you benefit by learning how to 
use them. You just need to make the effort to coor-
dinate them. Make the arrangements in the slower 
season when you have time so that you gain the 
best advantage. 

As you can see, training like anything else takes 
some planning. Take advantage of the things that are 
out there and you can improve your training results 
dramatically. 

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

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

http://www.wi


IT'S ABOUT HELPING when YOU NEED IT MOST 
Anybody can sell you a load of goods. Being around when you have a question or a problem is another matter. At Bayer, we think 
it matters a lot. We also think getting in front of a problem is smart too. Which is why we have a relentless commitment to finding 
new ways to improve turf quality. Our research and training facility in Clayton, N.C., is the largest 
think tank in the turf, ornamental and pest control industries. It 's a production line of solutions aimed L^S BACKED 
at helping your business thrive. To learn more, call 1-800-331-286? or visit BayerProCentral.com. vjV b y BAYER . 
Bayer Environmental Science, a business group of Bayer CropScience I 95 Chestnut Ridge Road. Montvale, NJ 07645 I Backed by Bayer is a trademark of Bayer. I Always read and follow label 
directions carefully. I O 2005 Bayer CropScience 

Bayer Environmental Science 
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In the Know 
NEWS YOU CAN USE 

Stoltman named 
of Landscape Management 

CLEVELAND, OH — Kevin Stolt-
man was recently named pub-
lisher of Landscape Management 
magazine. 

"I am grateful for the opportunity to 
lead Landscape Management and look for-
ward to the challenge," said Stoltman, who 
joined Advanstar Communications and the 
magazine in 2000 as the midwest sales rep-
resentative. He served in that capacity until 
2003 when he was promoted to associate 
publisher of Landscape Management and its 
sister publication, Golfdom. 

Stoltman, a graduate of the University of 
Toledo, started his career in 1994 at Meister 
Publishing, where he served as Great Lakes 
sales representative, Midwest sales representa-
tive and national account manager for Green-
house Grower, Ornamental Outlook, American 
Fruit Grower, American Vegetable Grower, 
Florida Grower and Productores de Hortalizas. 

"Landscape 

Management is 
dedicated to becoming 

the premier informa-
tion resource." 

Tony D'Avino, general manager of Ad-
vanstar's Portfolio Group, including Land-
scape Management and Golfdom, lauded 
Stoltman's commit- ment to partnering 
with industry suppliers and leaders. 

"Businesses in our market have many 
choices for continuing education, and 
Landscape Management is dedicated to 
becoming the premier information 
resource," said D'Avino. "Kevin has been 

an important advisor to the strategies 
that the magazine has employed, and he 
is ready to take the leadership role. I am 
confident in his abilities and look for-
ward to working with him in his new 
role. Kevin will work closely with Editor-
in-Chief Ron Hall and Associate Pub-
lisher (and Golfdom Publisher) Pat 

Roberts to execute our strategic plans 
and growth initiatives." 

Added Editor-in-Chief Ron Hall: "Kevin 
Stoltman's knowledge of the industry and 
his professionalism will greatly benefit 
Landscape Management in its mission of 
helping our readers toward greater heights 
of success and customer service." 

Industry mulls H-2B strategies 
BY RON HALL / Editor-in-Chief 
WASHINGTON, D.C. — Many U. S. businesses that depend upon seasonal immigrant 
labor will not be getting the workers they need in 2005. The annual cap for H-2B 
visas was reached on January 3. That means that any petition for H-2B workers not 
received by the U.S. Citizen and Immigration Services by the end of that business 
day won't be processed. Last year, the cap was reached in early March, creating a 
hardship for many landscape company owners. 

The only remedy that labor-starved businesses (landscape companies are high on 
that list) can work for is action by Congress to allow more seasonal non-agricultural 
workers to enter the country legally. 

As Landscape Management goes to press this month, it has learned representa-
tives from the Green Industry and H-2B labor providers will be gathering at the of-
fices of the American Nursery and Landscape Association (ANLA) on January 12 to 
formulate an action plan. The next day, they will be part of a larger meeting, adding 
their voice to those of other industries suffering from labor woes. 

"Last year there were three or four different groups out there with three or four 
different messages, confusing the minds of many on Capitol Hill," says John Mered-
ith, ANLA Director of Legislative Relations. 

"There are far more workers that are not going to get workers this year that got 
them last year," added Meredith. "People are more willing now to sit down and try to 
solve this. They recognize that next year it's going to be even sooner in the fiscal year 
when the program (H-2B) gets shut down." 

"A lot of our members are trying to figure out where their applications (H-2B) 
are in the process," added Thomas Delaney, legislative voice of the Professional Land-
care Network (the new name of the merged ALCA/PLCAA, see page 18). "They're 
asking, 'Is my paperwork in the mill?"' 

Delaney said even though President George W. Bush favors immigration reform, 
there is a lot of opposition within Congress to raising the cap. Opposition to increased 
immigration — including the guest worker program — is organized and strong. 
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In the Know 

Lauded for protecting historic area 
BY RON HALL / Editor-in-Chief 
WILLIAMSBURG, VA — Protecting and 
beautifying a region of historical signifi-
cance earned ServiceMaster LawnCare of 
Williamsburg the 2004 Environmental 
Improvement Service Award. The annual 
award is sponsored by Landscape Manage-
ment and PLCAA (now a part of 
PLANET) and presented during the Green 
Industry Expo each November. 

The lawn care company's primary mar-
ket area is James City County and York 
County. The region is the site of the first 
permanent English settlement in the 
United States. (James City is the original 
name of Jamestown.) The region also 
boasts Historic Williamsburg, the recreated 
18th Century Mid-Atlantic community. 

Today, growth is the operative word on 
the history-rich peninsula in southeastern 
Virginia. Longtime residents there can thank 
businesses lured by the state's low workers' 
comp and unemployment insurance rates. 
And, depending upon their mindset, they 
can either thank or curse an influx of Yan-
kees migrating from colder climes. 

Sassia Niederste-
Hollenberg, General 
Manager of Service-
Master LawnCare of 
Williamsburg, points 
to the large number of 
new homes in the 
company's market 
area. Many of the 
newcomers bring their love of cool-season 
grasses with them, but the area is better 
suited to bermudagrass and zoysiagrass, 
says Sassia, an idea the company promotes. 

The 13-year-old ServiceMaster franchise 
regularly tests the heavy clay soils of client 
properties. In most cases, the tests indicate 
sufficient phosphorus, so the company uses 
fertilizers containing balanced levels of nitro-
gen and potassium for most of its 2,400 cus-
tomers, she explains. The company also pro-

Governor Mark R. 
Warner lauded their 
conservation efforts 

this past summer. 

vides tree/shrub tertilization/pest control 
and turf aeration and seeding. 

Company owner Rick Wilke and Sassia 
partner with local agencies in region-wide 
water conservation initiatives while also 
conducting client and community educa-
tion efforts, including: 

• working with the Virginia Depart-
ment of Conservation and Recreation 

(DCR) to develop and 
implement its "nutrient 
management plan" to 
protect the region's 
water supply. 

• becoming a 
county "Water Smart 
Partner" and donating 
materials, time and ex-

pertise to promote responsible water usage 
in James City County, which relies upon an 
underground water supply 

• presenting at fall seminars aimed at 
educating homeowners on proper product 
and water use within their landscapes. 

Virginia Governor Mark R. Warner and 
Secretary of Natural Resources W. Tayloe 
Murphy, Jr., presented Wilke and Sassia 
with a special "Stewardship Virginia" certifi-
cate of Appreciation, this past summer. 
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LESCO, Agrisel USA 
left out of LM issue 
CLEVELAND, OH — The editors of 
LM offer an apology to LESCO and 
Agrisel USA for omitting them 
from the December 2004 Green 
Book issue. To learn more about 
LESCO, a leading supplier and 
partner to the Green Industry 
for more than 40 years, visit 
www.lesco.com. LESCO now has 
more than 250 Service Centers. 
Agrisel's product line is available at 
www.agrisel.com. 

Feds boost $$ for 
tur fgrass research 
BELTSVILLE, MD — The recently 
approved national appropriations 
included new funding for turfgrass 
research. Kevin Morris of the Na-
tional Turfgrass Federation, Inc., 
reports that the bill provides for an 
additional $275,000 for research at 
Beaver, WV, and Logan, UT. Turf-
grass research is now funded 
within USDA-ARS at $760,613, 
which also includes the $485,613 
restored for the current research 
position at the U.S. National Ar-
boretum in Washington, D.C. 

Havener expands 
its distribution 
BRADLEY, I L — Havener Enter-
prises, Inc., manufacturer of 
Mower Sulky, has teamed with 
Sunbelt Outdoor Products for dis-
tribution in North Carolina and 
South Carolina. 

New Pursell plant 
to doub le output 
SYLACAUGA, A L — Pursell Tech-
nologies' newest plant has begun 
production to meet demand for 
the company's polymer coating 
technology for horticulture and 
professional turf market segments. 
The new facility will double the 
firm's production capability. 

continued on page 16 

http://www.lesco.com
http://www.agrisel.com
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CHILDREN 
WALK THROUGH 

PUDDLES. 



In the Know 

Steiman to lead SIMA In 2005 
ERIE, PA —A l a n Steiman, 

Northboro, MA, is the 2005 

president of the Snow & Ice 

Management Association 

(SIMA), and Bob St. Jacques, 

Windsor, CT ; is the vice presi-

dent. T h e two were recently 

elected by SIMA's 11 -mem-

ber board. 

Steiman has been in the snow and ice 

management business for 30 years, working 

with his landscape and masonry businesses 

in the off-season. H e has been a member of 

SIMA since 1998, and on 

the Board of Directors since 

2003. St. Jacques has 

steadily grown his landscape 

and snow and ice manage-

men t company for 25 years. 

"My goal is to suppor t 

and improve t h e snow 

plowing industry," said 

Steiman. "I 'm honored to accept this n e w 

position and look forward to building on 

SIMA's strong foundat ion as w e cont inue 

to m o v e ahead." 

People & companies 
Bayer Environ-
mental Science 
named George 
Raymond west-
ern sales repre-
sentative, cover-

ing northern California 
for the golf team and co-
ordinating lawn/land-
scape activities in the 
western states. 

Lifestyle Landscaping 
promoted Greg Stout to 
PlantCare Manager. 

Profile Prod-
ucts LLC hired 
Walter Butman 
as its new vice 
president of dis-
tribution and in-

ternational sales. 

Skinner Nurseries 
hired Josh Bare to 
handle outside sales for 
the Atlanta/Athens area. 

Hunter 
Industries 
appointed 
Guy 
Collins 
Sales Man-

ager i, responsible for 
contractor, specification, 
golf course, municipality, 
and casino sales through 
Hunter's exclusive distri-
bution network. His terri-
tory will cover Las Vegas, 
Southern Utah, and the 
Colorado River district. 

BASF 
Corp. 
appointed 
Philip 
Donahoo 
sales spe-

cialist for the company's 
Turf & Ornamental busi-
ness in southern Florida 

and Fred Eckert Turf & 
Ornamental sales special-
ist for Arizona, California, 
Idaho, Nevada, Oregon, 
Utah, and Washington. 

The Irrigation Associa-
tion appointed David F. 
Zoldoske, director of 
the Center for Irrigation 
Technology, president. 

Stiles 
Landscape 
named 
Howard 
Green-
stein 

Senior Area Manager. 

The ServiceMaster Co. 
promoted Dennis Sut-
ton to COO and interim 
president of TruGreen 
ChemLawn. 

Shindaiwa named 
Bertil Albing as the new 
Product/Technical Special-
ist for Europe. 
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continued from page 14 

F M C p a r t n e r s w i th 
W i lbu r -E l l i s 
PHILADELPHIA, PA — FMC Corp. re-
cently announced its partnership 
with Wilbur-Ellis Company to com-
mercialize Portfolio 75 DF and 
Crossing 75 DF, new herbicides with 
registration received from the Envi-
ronmental Protection Agency (EPA) 
to control many weeds and main-
tain bare ground on railroad rights-
of-way (Crossing 75 DF), as well as 
on highway, roadside, industrial 
areas, fence rows and other non-
crop sites (Portfolio 75 DF). The dry 
flowable formulations contain 75% 
of the active ingredient sulfentra-
zone, and represent a new class of 
residual chemistry for the industrial 
vegetation management. 

Aquat ro ls unvei ls 
n e w Headquar te rs 
PAULSBORO, NJ — Aquatrols cele-
brated its 50th anniversary with 
the construction of a new corpo-
rate headquarters here. The new 
facility features technologically 
advanced lab facilities to support 
ongoing R&D, as well as expanded 
shipping and receiving capabilities. 

Schil ler Pfe i f fer 
acqu i res Classen 
SOUTHAMPTON, PA —Schiller-
Pfeiffer, Inc., manufacturer of the 
Little Wonder and Mantis brands, 
acquired Classen Manufacturing in 
Norfolk, NB. The purchase includes 
all Classen Manufacturing. The 
Norfolk manufacturing facility, 
which employs 25, will continue 
the manufacturing of Classen 
products. Classen products will 
maintain the Classen Manufactur-
ing brand name and will be sold 
through Schiller-Pfeiffer's estab-
lished distribution network and 
Classen's strong rental associations, 
said a release from Schiller-Pfeiffer. 

Tecumseh Power 
Company named Jim 
Doll Product Line Man-
ager for Walk Behind 
Mower Engines. 



Sure Thing #j: 

DIMENSION 
CONTROLS 

ALL SEASON 
LONG. 

There are some th ings in l i fe you can count on. 
Like Dimension herbicide. You can count on it to control all 
season long. You can count on it to provide early postemergent 
control of crabgrass. And you can count on it not to stain. 
With Dimension, there's never a doubt. 

fPf, Dow AgroSciences 

Dimension 
Specialty Herbicide 
ALL YOU NEED. ALL SEASON LONG. 

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

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

http://www.DimensionHerbicide.com


In the Know 

It's the Professional Landcare Network! 

PLANET 
^ ^ ^ r Professional Landcare Network 

The long awaited name of the new associa-
tion formed by the merger of the Associ-
ated Landscape Contractors of America 
and the Professional Lawn Care Association 
of America has finally been announced, and 
it is.. .drumroll please.. .the Professional 
Landcare Network (PLANET). 

"We are so excited about this name 
choice," said Jason Cupp, CLP, Board of 
Directors, member and marketing chair for 
the Professional Landcare Network. "It 
conveys the many disciplines of our new 
membership." 

The new Green Industry Association 
represents more than 4,000 member com-
panies and their more than 100,000 em-

ployees. Merger talks between ALCA and 
PLCAA began more than two years ago, 
with the idea that the consolidation would 
provide a stronger voice and increased 
lobbying capabilities for the new organiza-
tion, as well as expanded member benefits 
and services. 

Members of both associations ap-
proved the merger by a wide margin in 

voting early this past fall. While the head-
quarters will be in Hemdon, VA, the asso-
ciation will retain a location in Marietta, 
GA, site of the former PLCAA offices. 

"This is an exciting time in the Green 
Industry," said Cupp. "When we went 
through the branding initiative two years 
ago, our goal was to be the voice of the 
Green Industry." 

FROG LIGHTS, LLC 
TOLL FREE CALL1-800-930-1670 
email: info@frog-lights.com web site www.frog-lights.com 
MANUFACTURER OF QUALITY LANDSCAPE LIGHTING FIXTURES 

SPOT LIGHTS 
PRICE - $25 
• Heavy Aluminum 
• Max. 50 Watts 12v 
• Sold with Lamp: MR 16 

and wires complete 
• Finish: Black 
• Size: top to bottom of stake ... 14.5" 

SH1 

HUGE SELECTION • EASY TO INSTALL 
Landscape Lighting 

PATH LIGHTS 

'RICE - $40 
» SOLID COPPER 
with brass lamp hot 

» Max. 50 Watts 12v 
• Sold with lamp: MR 
and wires 

» Polished Copper fin 
Or Verde (green) 

J Size: h 30" 

PRICE - $29 
• Heavy Alumin 
• Max. 35 Watti 
• Sold with LAN/ 

JC Bi-Pin and 
• Finish: Black oi 

SPREADER LIGHTS 
PRICE - $29 
• Heavy Aluminum 
• Max: 50 Watts 12v 
• Sold with Lamp: 

JC-BI-PIN And wires 
• Finish: Black or Verde 
• Size: w 5.5" 

d 4.5" 
stem 8.3" 

Now BUY DIRECT 
to MAXIMIZE 

PROFITS! 
GET OUR 

FREE CATALOG 
Circle 110 

mailto:info@frog-lights.com
http://www.frog-lights.com


Isuzu celebrates 20th anniversary 
BY JASON STAHL 

SCOTTSDALE, AZ — When Isuzu Truck 
first came to the United States in 1984, it 
sold 143 units. In 2004, the company sold 
27,000 units. 

But a tremendous increase in sales was-
n't the only reason to invite over 550 deal-
ers, media members and Isuzu staffers to 
the desert Nov. 15-17 for educational 
classes, riding demos and social functions. 
Isuzu was also celebrating the fact that it 
has been the leader in low cab forward 
trucks since 1986 with a 70% market share, 
and doesn't have plans of relinquishing that 
position anytime soon despite a rapid 
increase in competition. 

Perhaps the biggest point of pride for 
Isuzu was having stormed back recendy 
from the brink of bankruptcy. 

"We lost $400 million and had $1 billion 
of debt," CEO Yoshimoto Utaka told guests 
at the gala dinner. "In four years, however, 
we have cut that debt in half In addition, 
we posted a $750 million profit last year 
and have increased our stock price tenfold." 

Utaka emphasized that Isuzu, with the 
creation of Isuzu Commercial Truck of 
America, will increase their investment in 
the U.S. market. He also said Isuzu engi-
neers are currently working on finding ways 
to meet the tougher emissions require-
ments coming in 2007 and 2010, as well as 
developing hybrid diesel engines and alter-
native fuel trucks. 

New products introduced at the show 
were: 

• N-Series: The appearance of these 
trucks has been freshened up for better 

styling and more operator comfort. One 
functionality enhancement is a new 
tachometer to aid Power Take Off (PTO) 
operation. Also new for 2006 is the avail-
ability of an NPR diesel model with 12,000 
GVW rating certified for all 50 states. 

• H-Series: This all-new series with con-

ventional cab features the HTR (Class 6), 
HVR (Class 7) and HXR (Class 8) models, 
available in three-person regular cab and 
six-person crew cab configurations. 

Searching for QuickBooks-integrated 
scheduling software? 

Your search is over. 

QXpress is 
a true QuickBooks add-on 

that turns your favorite accounting 
package into top-rated, industry-specific 

management software by adding scheduling, 
job costing and invoicing capabilities. So you 

don't have to learn a whole new system, you just 
add functionality to your existing QuickBooks. 

Call 1.877.529.6659 or visit for a FREE trial version 
QuickBooks i t a re^s te red trademark and service mark 0« Intuit tnc in t fw United States and other c o u n t r t M O x press i t a re^s te red trademark of Alocet Incorporated 
QuickBooks and the Designed »or OuickBooks Logo are trademarks and-or registered trademarks ot Htuit Inc. displayed with permission The use b* Alocet ol (He Logo 
do«« not t tgn i f y cartt l ieat ion ot endorsement ol Alocet» software Oy Intuit, and Alocet i t sole* responsible »or tts software and the support and maintenance ot the software 
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A few good landscape 
contractors reveal 
the secrets to 
selling their service 
BY JASON STAHL/ Managing Editor 

I NCREAS ING SALES 

http://www.landscapemanagement.net


The secret to being a 
successful salesperson 
in the landscape in-
dustry? There might 
be a few, but most of 
them are things we 

already know but, because of 
time constraints or overall neg-
ligence, fail to do. There's no 
secret to the following land-
scape professionals' methods, 
just hard work and diligence. 

Communicate 
with customers 
Communicating with customers 
sounds like common sense, and 
it is, but it's not something that 
everyone does well. David 
Pitchford has it down pat. The 
owner of Baton Rouge Lawn 
Pro/Weed Man /Landscape 
Resources, Inc. has been dealing 
with a steady stream of residen-
tial customers since 1986, and 
he knows that keeping an open 

David Pitchford 

line of communi-
cation with cus-
tomers at all times 
is crucial to picking 
up extra sales. 

"Take advan-
tage of whatever 
opportunity there 
is to communicate 
with your cus-
tomers, because it always seems 
like we pick up a sale from 
that," Pitchford says. 

At a recent company meet-
ing, Pitchford asked his team 
why people call his company 
in the first place. The answer? 
Because they have a project 
that they want someone else to 
do to save them from having to 
do it. "So any time we can pro-
vide a service that would be 
valuable to them and save 
them time, whether it be a 
lawn application or mowing 
grass or servicing a sprinkler 

Jeff Haynes 

system, we take advantage of 
that," Pitchford says. 

Pitchford's firm is located in 
Louisiana, not normally known 
for frigid temperatures. But that 
didn't stop him from using a 
recent cold front to sell some 
extra business. He and his sales 
crew called their customers and 
asked if they wanted their irriga-
tion systems winterized. Surprise, 
those calls led to more business. 

"They said, 'Oh yeah, I've 
been meaning to call you be-
cause I need my beds done as 
well,' or whatever," says Pitch-

ford. The lesson? You never 
know what your clients need or 
when they might need it, so 
keeping in regular communica-
tion ensures they'll let you 
know.. .or a random call might 
just jog their memory. 

Sometimes it's tough to keep 
in constant communication 
with clients. When things get 
busy, it's not as easy to see new 
potential sales opportunities. But 
Pitchford says it comes down to 
planning to avoid this pitfall. 

"We talked about our sales 
goals this year, and our ap-
proach was to have people in 
place at the right time of year," 
he says. "You have to plan out 
your production schedule. You 
have to be able to get work 
done in order to sell it." 

Jeff Haynes, Pitchford's 
sales manager, says that it's 
not only about the amount 
of calls you make to cus-



B U S I N E S S I N C R E A S I N G S A L E S 

tomers but how fast you 
return them. 

"Response time is every-
thing/' Haynes says. "We have 
an office manager that answers 
the phone and responds to 
calls. Within three hours of 
someone calling, I'm respond-
ing to their call. Within 24 
hours I'm at their house look-
ing at the proposed project." 

Haynes says there's no proj-
ect too small, either. He returns 
a call no matter what the pro-
posed work is because of the 
results it brings. "I think it does 
get us a lot of business because 
I hear repeatedly from people 
who say, 'You're the first person 
who called me back.'" 

Jim Weidner, owner of Wei-
dner Lawn & Landscape, North 

Ridgeville, OH, agrees that re-
sponding to an inquiry quickly 
is essential to sealing a potential 
sale. He goes so far as to say 
that that action forms the 
beginning of trust between the 
salesperson and the client. 

"When you get back to 
them in a timely manner, they 
have trust right away," Weidner 
says. "If my office manager has 
to call me and I have to return 
the call on my cell phone, I get 
back to them fast and do a 
quick qualification." 

Another surefire way of 
increasing sales? Do quality 
work. "Referrals are huge for 
us," Weidner says. "Make sure 
people are happy about the 
work you did, and they'll refer 
you to friends." 

Jim Weidner Billy Simms 

It pays to be yourself 
Longevity helps, too, when 
you're trying to make a sale, 
Haynes says. Baton Rouge 
Lawn Pro has been around for 
18 years, so potential customers 
know it's going to stay around. 
But even a salesperson for a 
fledgling company can succeed 
on another factor: honesty. 

"Be sincere," Haynes says. 
"Don't pull the wool over your 
customers' eyes or lead them in 
an untrue direction to something 
they don't need. We're all about 
meeting our customers' needs, 
giving them 110%, and doing 

what we said we'll 
da Our competi-
tion is pretty vigor-
ous, and many 
times our cus-

tomers will tell us we're $ 1,000 
more than another guy. But I tell 
them you get what you pay for." 

Billy Simms, the manager 
of Baton Rouge Lawn Pro's 
new Weed Man franchise, 
echoed Haynes' belief that 
being honest and sincere is the 
way to go. The way he accom-
plishes that is by being himself. 
Whereas some salesmen might 
try to be something they're not 
by stretching the truth and 
doing whatever it takes to close 
a deal, Simms finds that being 
true to himself works best. 

continued on page 24 

Dirt disease a i ik BK .ik • A A. Mmmmmmmmmmmmmmmmmmm^^mmmmmmm 

BY JIM PALUCH • Your sales career is 
This is a virus you want to more of a sport than a job 
catch.. .and maybe you al- and you're focused on achiev-
ready have it. Some of the ing your sales goals, 
symptoms are: If you can relate with one 

• You're not able to drive or all of these, don't call a 
past a construction site with- doctor. Pick up the phone 
out stopping to see who the and set your next sales ap-
contractor is. pointment because you have 

• Driving through a resi- the passion needed to suc-
dential development you're ceed in today's market, 
compelled to stop by newly Having both sold landscape 
constructed homes in hopes of services and, for the past 
meeting the owners or builder, decade and half, trained some 

• Your creativity is in over- of the best salespeople in the 
drive and you're able to open landscape industry, I see these 
doors to new potential clients characteristics and more. The 
that want to work with you. best salespeople know they 

• You've inspired other can either settle for being an 
members of your team to "order taker" or be a profes-
seek out opportunities that sional that seeks out opportu-
you can transform into sales. nities to turn into sales. 

The order taker is sitting teamwork within the corn-
back waiting for things to pany and a great lifestyle for 
happen. They'll complain in a themselves and their families, 
slightly "spoiled child" way They're consistently open to 
how unfair everything is: the new ideas and stretching 
market, the competition's low beyond their limits, and they 
prices, the time constraints know that their success is 
they have because of produc- preceded by hard work, 
tion incompetence, and life in The great thing about dirt 
general. Their sales career is a disease is it can be caught by 
roller coaster ride of excuses simply making the decision to 
and near misses that usually catch it. The decision to take 
doesn't change as they move action and make something 
from company to company happen is only an instant 
trying to find the one that will away... CATCH IT! 
"support them." If you think — Jim Paluch is president of 
about it, this is the person that JP Horizons and has been 
needs to see a doctor. helping individuals and 

Opportunity seekers ere- companies excel in the 
ate revenue for their com- Green Industry since 1989. 
pany, a great experience for Visit their Web site at 
their client, an atmosphere of www.jphorizons.com. 

http://www.jphorizons.com


T H E LEADER I N SERVICE SOFTWARE 
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CI TP PunnirrTC cam ufi n vnir «A THE LEADER IN YOUR INDUSTRY 

qCLIP is the result of combining the 
latest technology from QuickBooks™, 
the latest mobile and GPS technology 
along with the years of experience and 
development in CLIP. 

qCLIP further enhances the capabilities of 
your favorite accounting program by adding 
customer management, routing, scheduling 
of jobs, $ per hour tracking, cell phone 
integration, GPS integration and much more. 
If your company is set up in QuickBooks™ 
and you would like to automate some of its 
operations, qCLIP is an ideal companion. All 
of your billing and business (unctions will still 
remain in QuickBooks™. CLIP has its roots in 
the green industry and we understand your 
needs. 

CLIP is a proud Intuit Power Launch Member. 

Service 
Software 

Leading Today's Technology 16 Years and Counting 
Call 800-635-8485 today for a FREE Demo CD. 
WWW.cMp.com designed for 

QuickBooks QuickBooks and the "Designed for QuickBooks" Logo are trademarks and/or registered trademarks of Intuit Inc., 
displayed with permission. The use by Sensible Software, Inc. of the Logo does not signify certification or 
endorsement of Sensible Software, Inc.'s software by Intuit, and Sensible Software. Inc. is solely responsible * 
for its software and the support and maintenance of the software. See system requirements tor version information 

http://WWW.cMp.com


The following is an example of what it 
means for a salesperson to seek opportuni-
ties and think of creative ways to make a 
sale. At last year's ALCA Sales & Marketing 
Symposium, Joe Skelton, former owner and 
president of Lifescapes, Inc. and current 
landscape industry consultant, stressed the 
importance of selling "extras," or services provided that 
aren't in the base contract and therefore are an additional 
charge to the customer. "It's possible to sell as much as 50% 
of your base maintenance contracts in 'extra services' (not 
including color)/' Skelton said. Enhancements are a win-win 
for you and your customer when: 

• they're perceived as a "value-added" service 
• they improve the property's marketability (help 

increase occupancy) 
• they're proposed "pro-actively" — not as a result of a 

complaint 
• they're presented as creative ways to lower long-term 

maintenance expense 
• the client is able to plan them into their budget. 
Skelton suggested taking pictures of various spots on a 

site that can be improved and putting those pictures in a 
simple album with brief descriptions of the enhancement 
suggested. Then, show the album to the property manager 
for an effective presentation. But first, follow these steps for 
a proactive site analysis program: 

• Determine when each property manager must submit 
their budgets for the coming year 

• Schedule a meeting with the property manager (well in 
advance) to discuss his goals and objectives/likes and dislikes 

• Conduct a thorough site inspection, paying particular at-
tention to problem areas and opportunities for improvement 

• Prepare a professional presentation book with photos 
and descriptions of each area to be improved 

• Describe the problem, the solution, potential savings, 
and the budget for each area 

• Presentation should offer recommendations in a pick-
and-choose approach 

If this isn't getting off your duff and creating your own 
destiny, then we should all just quit sales and join the circus. 

— JS 

B U S I N E S S INCREASING SALES 

continued from page 22 

"I don't change from the 
time I get out of my truck to the 
time I go to the door to the time 
I come back to do a lawn appli-
cation," Simms says. "I'm person-
able, honest and straightforward, 
and I answer my phone all the 
time. And when I ask people 
how they're doing, I really want 
to know and I really care." 

This may sound 
like touchy-feely 
nonsense to some 
salespeople, but 
Simms claims it's 
an essential step to 
building trust with 
a client. He admits 
there are some cus-
tomers who put up 
a wall and resist his 
relationship-building efforts, but 
for those who welcome it, it's a 
win-win situation. 

"I tell them that they're my 
eyes and we're a team and I 
need your feedback," Simms 
says. "I give them my card and 
tell them to call me to send 
complaints or compliments. 
Sometimes they call me just to 
chat like friends. And when you 
become their friend, it's pretty 
hard for them to fire you." 

Adhere to systems 
The bigger your company is, the 
more systems you have to put in 
place. Just ask Todd Wither-
spoon, Vice President of Sales for 
Countryside Landscaping, a 150-
employee, $10 million company 
based in Charlotte, NC. 

"We are very system and pro-
cedure oriented here, and those 
systems ensure that proper exe-
cution exists and accountability 

exists," Witherspoon says. "The 
same thing is expected from 
both operations and sales — 
executing and being accountable 
and how to do a job from a 
technical standpoint." 

Those systems exist for good 
reason. Salespeople in general, 
Witherspoon believes, are "big 
picture" people and don't al-
ways want to follow through on 

details following a 
sale. Having sys-
tems ensures that 
they do. "And we 
hold each other 
accountable here," 
Witherspoon says. 

One thing With-
erspoon has learned 
is that salespeople 
must not be discour-

aged by the word "no." "If you're 
in sales and can't handle rejection, 
then you're in trouble," he says 
He likens salespeople to comer-
backs in the NFL. A comerback is 
going to get burned by a receiver 
every so often, but to be effective 
the next play he has to forget 
about it A salesperson must also 
have a short memory when it 
comes to failing to seal a deal. 

Witherspoon also says that 
"order takers" described in Jim 
Paluch's sidebar located on page 
22 won't survive in his company 
or even the landscaping business 
in general because "we're not 
selling gadgets, we're selling a 
service." As such, following up 
with customers is essential to 
building relationships with them. 

"The opportunities will be 
there if you're out there and 
find yourself in the right place 
at the right time," Witherspoon 
says. "And a lot of it has to do 

with how excited you act about 
your company." 

Witherspoon also believes in 
making it work no matter what. 
Whereas some people might 
turn work away because they're 
concerned they can't do it, he 
chooses to take it on aggressively. 

"I want to seize the oppor-
tunity and bid the work, and 
operationally we'll figure it 
out and make sure everyone is 
on the exact same page," he 
says. "The idea is to create 
capacity with systems and 
procedures." LM 

Todd Witherspoon 



Think Of It As 
An Insurance Policy 

For Irrigation Systems. 

Replaceable acetal 
cartridge with integral 
stainless steel strainer. 

The Model BR4 Pressure Regulator... 
Performance, Protection and Water Conservation. 
Too much water pressure in a sprinkler system can cause all kinds of problems. 

Water pressure above 60 to 70 psi can waste water by creating misting through the spray 
heads, cause poor application of water resulting in hot spots, dead vegetation and over 
watering. Further damage can be broken heads, fittings and pipe resulting in call-backs and 
product returned as "defective" even though the damage was caused by high pressure. 

When you install Wilkins BR4, you'll save time, money and your reputation. 
It's the best insurance you can buy. 

Choose from a wide variety of 
tailpiece kits including NPT, 

Copper Sweat, PEX, CPVC and 
compression fittings. 

WILKINS 
a ZURN company 
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MANAGEMENT STAFFING 

The recruiters 

W h y o n - t h e - g r o w landscape 

c o m p a n i e s seek outs ide 

h e l p to f i n d exper ienced 

m a n a g e r s BY CHRISTINE KRATCOSKI 

Editor's note: The first in a series 
of articles on staffing. How to find 
top managers. Recruiting top per-
formers. Keeping top performers. 
The author, a top recruiter, tells 
how to improve personnel 
management to attract and 
retain more qualified employees. 

In 1999,1 began offering 
management recruiting 
services to the commercial 
landscape industry after 
years in the same capacity 
in Silicon Valley. Unlike my 
experiences in high-tech 

there, I began hearing words like 
loyalty and longevity to profile 
company cultures and candidates 

My first impression was that 
I'd joined a vibrant, expanding 
industry where employee loy-
alty is rewarded with employer 
loyalty. That initial impression 
was refreshingly correct. 

Goal: hire key managers 
I recently met with the owners 
of a successful California land-
scape construction and mainte-
nance company. Two years ago, 
the owners employed my com-
pany to help them find and hire 
key managers. The company bills 
more than $50 million annually 
and it's still growing. 

During the meeting, the 
senior manager informed me 
that out of the 22 people 
placed through my company, 
15 continued to be employed 
for more than a year. 

The senior manager thought 
this was unsatisfactory. Based on 
current trends, I thought that this 
was an average ratio of retention. 
I asked if he knew the percent-
age of new employees his com-
pany retained for more than a 
year. He didn't. Why were our 
viewpoints so different? 

From my perspective of 
having worked with many 
landscape companies, I had seen 
the pool of qualified manage-
ment personnel shrink. Simulta-
neously, the number of jobs 
requiring management and/or 
leadership skills continues to 
grow. It has become an employ-
ees' market. This happens when 
an industry grows in quantum 
leaps. This is what I witnessed in 
Silicon Valley in the early '90s. 

My client, like many other 
companies, is accustomed to an 
employers' market, with abun-
dant hiring choices This is when 
employee loyalty thrives — 
fewer jobs, fewer choices 

Another multi-million-dol-
lar landscape company recendy 
hired a top-notch manager for 
one of its high profile divisions. 
The company was sure it had 
secured an excellent manager. 

Less than six months 
later, the manager gave 

notice and moved on to a com-
peting company. 

Of course, this turnover is 
damaging to employee moral, 
client relationships and bottom-
line revenue. The senior man-
agers re-examined their hiring 
practices.. .but is it possible to 
screen out everyone who might 
consider better opportunities in 
a booming industry? 

Why did the new-hire leave? 
The position he left was an excel-
lent match with growth poten-
tial. Was his primary motivation 
more money? A better benefits 
package? Is that greed, or is that 
what the market will bear? 

No guarantees 
My company, Landscape Career 
Search (a division of Career-

continued on page 28 



"Pushover" 
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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. 



B U S I N E S S MANAGEMENT STAFFING 
What all employees desire 

continued from page 26 

Climbers), was employed to 
search for other candidates One 
of my clients said he was ready 
to make a career change I intro-
duced the candidate to the com-
pany. The senior managers put 
him through a rigorous interview 
and screening process. At the end 
of the process, the candidate was 
still breathing, received an offer 
and accepted i t 

Can I guarantee that he'll 
stay? In today's work environ-
ment, there are no guarantees. 
Even so, most managers that 
I've worked with in this indus-
try reward loyalty with loyalty. 

The commercial landscape 
industry is an exciting frontier 

whose growth has caused an 
explosion of open positions to 
fill. It's time to think out of the 
box, seek long-term solutions 
and be creative and competi-
tive to attract and retain all lev-
els of management candidates. 

There are plenty of guys with 
shovels and lawnmowers in land-
scaping, but the bar has been 
raised for what's required of man-
agers or supervisors, indeed for a 
commercial landscape profession-
als, in general — college degree in 
related field, profit and loss re-
sponsibility, articulate bilingual 
professionals with field and per-
sonnel management experience 
who can drive the business up-
ward, who can run systems 

These basic needs are consis-
tent with all employees at all 
levels that I have worked 
with the past 15 years, across 
the board in all industries, in 
all economic climates. 

Fair compensation with 
timely reviews 

Timely opportunities to 
promote 

Respect on the job 

In a matter of six or seven 
years that I've recruited in the 
commercial landscape industry 
I've seen it becoming as sophis-
ticated and cutting-edge as Sili-
con Valley was in the '90s. 
Companies that frowned upon 
using outside recruiters are 
finding the need outweighs 

Clear communication 
Appropriate materials 

and manpower to do the job 
professionally 

Reasonably stable work 
environments 

Challenges appropriate to 
the employee's skill level 

A sense of achievement 
A healthy work 

environment 
— CK 

their ability to procure the right 
people for every open position 
they must fill, LM 

— The author specializes in 
recruiting and career counseling 

for the landscape industry. 
Contact her at 

Christine@Landscape 
CareerSearch.com 

ZERO-TURN STAND-ON SPRAY SYSTEMS 
• Hydraulic hopper drive system • All stainless steel construction 

ID-ON ZERO-TURN TURF RENOVATOR 
Additional attachments available 

.2040 for more information 

Patents Pending 

Circle 115 

The Hustler 
All-Terrain "Z" Rider 

Mowing Where No Z Has Gone Before... 
All the benefits of the most productive Z-rider on the market. Now, with no 
fear of heights. The ATZ™ is first, last, and always a Hustler. And so, while its 
slope performance represents a 60% improvement over typical Zs, the ATZ,M 

will deliver all the quality of cut, all the finished appearance for which 
Hustler Zs are rightly known. 

• Wider stance, higher torque wheel motors, and strategically placed added 
weight means a 60% improvement over ordinary Z-Riders on slopes. 

• Certified ROPS with roll cage for added operator safety and security. 

HUSTLER 
Turf Equipment 1 - 8 0 0 - 3 9 5 - 4 7 5 7 
W W W . H U S T L E R T U R F E C J U I P M E N T . C O M 

http://WWW.HUSTLERTURFECJUIPMENT.COM


What does MESA look like? If you've used it 

you know MESA slow release nitrogen 

provides brilliant green color, fast response, 

and lasts longer than SCU. But now 

something's different. Rip open a bag that 

contains MESA It will be easy to spot, just 

look for the dark blue granules. That's right, 

MESA is now dark blue! MESA is another 

Practical Innovation available only from 

LebanonTurf. Each dark blue granule 

combines ammonium sulfate for fast 

Extended-release MESA greens faster and lasts longer than SCU. 

response and great color, with our MethEx 

methylene urea. MethEx methylene urea is 

released by soil microbes and provides 

reliable long feeding. Patented MESA is the 

only slow release nitrogen technology to com-

bine the benefits of ammonium sulfate and 

methylene urea in a single slow release 

homogeneous granule. So, if it's not blue it's 

not MESA To learn more, and get a free 40 

page Agronomy Manual, visit our web site at 

www.LebanonTurf.com, click on 

promotions and enter coupon 

code LM20I5. 

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

http://www.LebanonTurf.com
http://www.LebanonTurf.com


the wage-hour 

Landscape 
contractors ' fai lure 
to comply can be 
C O S t l y BY BARBARA MULHERN 

You're a busy landscape 

contractor who keeps 

written records of the 

hourly wages you pay. 

But one day, an em-

ployee files a complaint 

alleging that he wasn't 

paid all of the wages he was due. Before 

you know it a U.S. Department of Labor 

(DOL) Wage-Hour Division investigator 

is knocking at your door. Much to your 

surprise, the inspector finds that you vio-

lated the federal Fair Labor Standards Act 

(FLSA) by: 

• failing to pay that worker and others 

for the time spent at the start of the day 

loading a company truck with tools, then 

driving it from the dispatch yard to the 

job site 

• failing to pay that worker and others 

for the time spent waiting for the rain to 

stop or a mower to be repaired before re-

suming work 

• requiring that employee have 

certain tools before coming on board 

(where the cost of the tools in effect 

cuts into the employee's minimum 

wages or overtime pay in the first week 

of his or her job) 

• improperly classifying that worker, 

who also fills in as a crew leader, as being 

exempt from overtime pay. 

Add up all of these mistakes, multiply 

them by the number of workers who 

weren't properly paid for all "hours 

worked" over the last three years (the 

length of time you're liable if you're found 

to have "willfully" violated the FLSA), and 

you have an extremely costly problem on 

your hands. 

"If you're sued by a disgruntled em-

ployee, these cases will often be brought as 

a collective (class) action, and other work-

ers have the option of opting in,'" Attorney 

Monte Lake of McGuiness, Norris & 

Williams, LLP in Washington, D.C. says. 

"Class action suits under the FLSA are the 

fastest growing area of federal employ-

ment-based class actions." 

Lake, who serves as a consultant on 

labor and employment issues to the 

continued on page 32 

Wage-hour investigation tips 
Editor's note: This checklist was pre-

pared with the assistance of Attorney 

Chris Robinson of Fisher & Phillips LLP 

in Fort Lauderdale, FL. 

\7\ K n o w that U.S. Department of 
Labor (DOL) wage-hour investigators 
don't have to give you advance notice 
of an audit — and are likely to show up 
during the busiest part of your season. 

[7] Ask the investigator if he or she 
could come back a few days later. State 

that you're willing to cooperate, but 
don't initially give out any information. 
The extra time will give you a chance to 
make sure your records are in order. 

[ y ] Make sure the person really is a DOL 
wage-hour investigator. Ask to see the 
person's photo ID, then call his or her 
office to confirm identity. 

[71 Find out why the investigator is 
there. Ask if it's because of a complaint; 

continued on page 32 



Introducing the Toro Z 5 0 0 Series. Finally, a mower you can fine-tune to 

conquer any condition. Its new TURBO FORCE™ deck features a unique no tools 

adjustable front baffle. Open it wide to conserve power and increase mowing speed. 

Close it down for micro-sized particles and maximum discharge velocity. Or choose the 

perfect in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep, 

high-strength, 7-gauge steel construction top to bottom. Plus the industry's largest 

cast iron spindle assembly with tapered roller bearings. To learn more, contact your 

Ioro landscape contractor equipment dealer or visit toroZ500.com. 
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TORO Count on it. 



B U S I N E S S EMPLOYEE MANAGEMENT 

continued from page 30 

American Nursery & Landscape Associa-
tion, adds that it's not unusual for wage 
settlements alone — not including attor-
neys' fees — in these cases to total "hun-
dreds of thousands, if not in the millions 
of dollars." 

Other wage-hour problems 
There are a number of reasons why land-
scape contractors should pay close atten-
tion to wage-hour law. In addition to po-
tential FLSA violations and resulting 
lawsuits, industries with what DOL calls 
"low wage workers" are "one of our pri-
mary focuses (nationwide)/' John McK-
eon, regional administrator for the South-
eastern Region of DOL's Wage-Hour 
Division, says. 

"It's (landscaping) an industry that hires 
fairly low-wage workers who tend to be 
recent immigrants. These people can be 
taken advantage of. They may not be docu-
mented, and may not understand the laws," 
he says. 

In the Southeastern region of the coun-
try, McKeon says the most common wage-
hour problems DOL is finding among 
landscape contractors are: 

• Requiring workers to report to a 
central location at 7 a.m., load the truck 
with tools, then drive the truck to the job 
site. "The employer is starting the clock 
when they get to the job site. But once 
they're required to be there (at the cen-
tral location), they have to be on the 
clock. It's the same at the end of the day," 
he says. 

• Being "engaged to wait." A mower or 
other machinery breaks down and the 
employee has to wait for it to be re-
paired. The employer doesn't (but must) 
count this time as "hours worked," McK-
eon says. 

• Failing to pay workers for the time 
spent driving from one job site to another 
job site. "Some employers are docking 
them for that half hour of driving time," 

continued from pu, ^ 
if so, get as much information as you 
can about the complaint. Also find out 
which specific statutes are involved. 

[71 Train your employees in advance on 
who to contact should a government 
investigator show up. Be sure they 
know which persons are authorized to 
give out information on behalf of your 
company. 

[71 Know what information you legally 
do and don't have to provide to the 
investigator. Just because an investiga-

he says. 
Some of these cases are resulting in back 

wage payments "in the $80,000 to $90,000 
range," McKeon says. 

Attorney Chris Robinson of Fisher & 
Phillips LLP in Fort Lauderdale, FL, who 
specializes in wage-hour law, says that "the 
biggest focus in the class action litigation 
today is "off the clock" time — employees 
are saying that they worked more hours 
than are on the time sheets." 

"Engaged to wait" time and travel time 
are two of the major problem areas 
Robinson sees among landscape contrac-
tors. A landscape contractor, he says, will 
require workers to ride in company-pro-
vided transportation (rather than take 
their own vehicles to the job site), but will 
fail to pay them for that travel time. "The 
transportation has to be voluntary, or the 
FLSA requires you to pay them for the 
entire travel time," he says. 

Another problem area, Lake says, arises 
when landscaping is only part of your busi-
ness. If you run a nursery operation, for 
example, it's important that you not inter-
mingle your field crews with workers from 
the landscape portion of your business, he 
says. That's because your field crews who 
are doing "agricultural" work (as defined by 
the FLSA) will qualify for the FLSA's agri-
cultural exemption from overtime — but 

tor asks for certain information doesn't 
necessarily mean you're required to 
provide it. 

[7] Be certain that all DOL-required 
posters, including the current Fair Labor 
Standards Act-Federal Minimum Wage 
poster, are posted in a location that's 
readily accessible to employees. 

[71 Contact a professional with expertise 
in this area of the law if you're faced 
with a DOL wage-hour investigation. 

— BM 

your landscaping crews will not. If you're in 
a "crisis" situation, Lake says, you might 
need to shift a few workers from produc-
tion agriculture into landscaping work. If 
you do that, though, it's important to know 
that those shifted workers aren't exempt 
from overtime. 

Robinson and Lake have this advice: 
• Make sure you have certified time 

sheets. "Have your employees sign them at 
the end of every pay period, saying that the 
hours reported are true and complete," 
Robinson suggests. 

• Have a clear, written policy on trans-
portation. If it's voluntary, state that. "Make 
it clear to your supervisors, foremen and 
workers, and be sure it's applied consis-
tently," Lake says. 

• Keep good written documentation. 
"Make sure your written records are clear, 
accurate and consistently done," Lake says. 
At a minimum, records required under the 
FLSA should be kept for three years, both 
Lake and Robinson say. 

• Become familiar with the requirements 
of the FLSA and with your state wage-hour 
laws, which may be stricter than the fed-
eral law. LM 

— The author is ALCA's Safety Specialist 
and a freelance writer who lives in rural 

Belleville, WI. Contact her at 
bamu100@aol.com 

mailto:bamu100@aol.com


Dear Landscape Professional: 

Landscape Management is embarking on a groundbreaking research project to compile the largest body of 

operations knowledge available on landscaping contractor performance and best practices. Key findings from 

this effort — the 2005 Landscape Management Benchmarking Survey — will be reported throughout the year, 

enabling executives and entrepreneurs like you to compare your facilities to industry norms and, ultimately, gain 

a competitive edge. But for Landscape Management to help you, you need to help us. 

Your anonymous participation is critical to the success of the 2005 Landscape Management Benchmarking Survey, 

and we are providing various ways for you to participate by February 15, 2005: 

Complete the survey that is inserted in this months issue, and then return by mail to Landscape Management, 

PO Box 630, Worthington, O H 43085-0630 or fax to 614-802-2309. 

Go to www.landscapemanagementsurvey.com, log in with the password LMBS2005, and take the survey online. 

At the secure survey website you can also print a copy of the survey, fill out by hand, and return by mail or fax. 

Your facility will directly benefit from your participation — in appreciation of your time and effort, Landscape 

Management will send you a complimentary Executive Summary detailing all benchmarking results. Simply 

complete the survey and then, separately, mail a postcard to Landscape Management, Executive Summary, 7500 

Old Oak Blvd., Cleveland, O H 44130-3369; please include your name, title, company, address, and email 

address on the postcard. Or you may request a summary by sending an email to LMSummary@advanstar.com, 

noting your name, title, company, and address. 

Please remember that all responses to the survey are anonymous. When submitting a survey, you are not asked to 

identify your name, company, or facility (information cannot be connected to a specific location) and only 

groupings of data will be reported. To ensure the anonymity of your responses, do not mail the postcard with 

your questionnaire. 

Thank you for participating in the Landscape Management Benchmarking Survey. Should you have any questions, 

please contact me at 440-891-2636. 

Sincerely, 

Ron Hall 

Landscape Management 

Editor-in-Chief 

http://www.landscapemanagementsurvey.com
mailto:LMSummary@advanstar.com




2005 Landscape Management Benchmarking Survey 
Please provide a response to each question based on a s ingle locat ion/ fac i l i ty — answer for the location where you 
work or, if you are a corporate executive , answer for a location that is representative o f your company or encourage all 
o f your locations to complete and return the survey. If you do not know the answer to a question or if a question does 
not apply or is unclear, s imply leave that answer blank. Y o u r r e s po n s e s will r e m a i n a n o n y m o u s . 

PROFILE 

1. Please describe your location as one of the following? (check one) 

Independent company Q Corporate branch location • Franchise location 

2. In which state is your facility located? 2 

3. How many years has your facility been in operation? years 3 

4. What is the approximate annual revenue of your facility? (check one) 
4.0 Less than $50,000 O $50,001 - $100,000 Û $100,001 - $250,000 

$250,001 - $500,000 • $500,001 - $1 million { J $1.1 million - $5 million 
O $5.1 million - $10 million Q $10.1 million - $20 million <• More than $20 million 

5. Please indicate your service volumes as a percentage of: 
% of Revenues % of Profits 

a. Turf maintenance (e.g., mowing, aeration) % 5 % i 2 

b. Chemical application (turf and ornamental) % 6 % n 

c. Design services % 7 % 14 

d. Landscape installation/renovation % a % 1 5 

e. Construction/hardscape % 9 % 1« 

f. Snow and ice management % 10 % 1 7 

g. Other % 11 % 18 

Total of above percentages should = 100% 100% 

HUMAN RESOURCES & SAFETY 

6. How many full-time employees (FTEs)? a. In-Season FTEs ,9 b. Off-Season FTEs » 

7. What percentage of in-season workforce is represented by: (as % of FTEs)? a. Laborers % 21 
b. Applicators % ^ 
c. Crew leaders % 23 
d. Supervisors % 24 
e. Designers % 25 
f. Sales persons % M 

8. What percentage of in-season workforce are considered temporary employees? % 27 

9. What is the facility's annual labor turnover rate for the most recent year? 
(annual voluntary and involuntary separations as a percentage of typical staffing levels) % 28 

10. Please indicate: a. Employment change for calendar year 2004 vs. 2003 (check one in row a) 
b. Anticipated employment change in calendar year 2005 vs. 2004 (check one in row b) 

Decrease 
11% or more 

Decrease 
6-10% 

Decrease 
1 - 5% 0% Increase 

1 - 5% 
Increase 
6-10% 

Increase 
11% or more 

a. 2004 ,-n a O G •n a O 
b. 2005 SMQ a o n a «n a 

11. What is the approximate spending on training as a percentage of the total labor budget? % « 

12. What are the average annual hours of formal training received by each employee? (check one) 
32-Q L e s s t h a n 8 hours 8 - 20 hours Q 21 - 40 hours More than 40 hours 



13. How are employees primarily trained? (as % of training hours) a. Company-offered classroom % M 
b. Off-site classroom % 34 
c. On-the-job training % 35 
d. Web-based training % * 
e. Other % 37 

Total of above percentages should = 100% 

14. What are the approximate average wages (hourly rate without overtime) for: a. Laborer $ as 
b. Foreman $ 39 
c. Field supervisor $ 40 

15. What percentage of training hours are dedicated to safety? 

16. Please indicate the following safety rates for the most recent year: 
a. OSHA-recordable injury and illness cases _ 
b. OSHA-recordable injury and illness cases with days away from work, job transfer or restriction.... 

OPERATIONS 

17. Which of the following practices occur at this location? (check all that apply) 
JO Association membership 4-0 Employee empowerment JO Benchmarking 
4 Q Environmentally sensitive practices JO Tradeshow attendance 4JO Open-book management 

CLP .certification 5 Q CLT certification None of these 

18. How much progress has your facility made toward being a market leader in your area? (check one) 
53-0 No progress JO Some progress JO Significant progress JO Market leader 

19. What are the following financial measures as a percentage of net revenue? (indicate % for each category) 

a. Cost of sales/services (labor, materials, overhead) %54 

b. Sales and marketing expenses %55 
c. General and administrative expenses % * 

20. What are the following costs-of-sales components as a percentage of revenue? (indicate % for each category) 

Note: The sum of 
all percentages to the 

right should be 
approximately equal to 

the percentage 
assigned to 
#19a above. 

21. Do you have a formal budget established for 2005? (check one) m.Q Yes JO No 

22. Please indicate: a. Revenue change in 2004 vs. 2003 (check one in row a) 
b. Anticipated revenue change in 2005 vs. 2004 (check one in row b) 

a. Direct labor %57 
b. Ornamentals, seed, and sod %58 
c. Landscape materials/hardscape %S9 

d. Fertilizers, pesticides, herbicides, etc. %eo 
e. Overhead (e.g., indirect labor, vehicle expenses, utilities) %«, 

Decrease 
11% or more 

Decrease 
6-10% 

Decrease 
1 - 5% 0% Increase 

1 - 5% 
Increase 
6-10% 

Increase 
11% or more 

a. 2004 65- D 0 a a a a 
b. 2005 64-0 O a 0 a a 0 

23. What are the approximate sales per employee for the most recent fiscal year? 
(include all employees, not just direct labor) $ _ , » 0 0 0 per employee 65 

24. How has sales per employee changed in the past year? (check one) 
Decreased more than 10% { J Decreased 6 -10% JO Decreased 1 - 5% Stayed the same 

JO Increased 1 - 5% JO Increased 6 -10% Q Increased more than 10% 

25. Has your facility been negatively impacted by any of the following? (check all that apply) 
6 Q Noise regulations JO Emission regulations JO Water restrictions 

Chemical/pesticide regulations 7 0 Non-point source runoff t C None of these 



26. Please indicate your average measures for the following: 

Measure Current Year 3 Years Ago 
a. Number of accounts covered in a typical day 73 74 

b. Route cycle time (average time spent per account) hrs 75 hrs 76 
c. Time to respond to/return customer calls days 77 days 78 
d. Customer call backs due to customer complaint (as % of total customer visits) %79 % 8 0 

e. On-time service rate (% of accounts serviced according to scheduled) %81 %«2 
f. Customer retention rate (% retained from previous year) % 8 3 % 8 4 

CUSTOMERS 

27. Please select the top three objectives that best describe the focus of your market strategy: (check three) 
Low cost Innovation 8£] Full service 
High quality Service and support Total value 

9Q Customization 9JZ\ Fast delivery/response Specialty expertise 
Technical knowledge None of these 

28. What percentage of sales are accounted for by the following markets? (% of sales volume) 
Residential single homes % 9 8 

Condos, apartments, homeowner associations % 97 

Commercial single-unit establishments (not industrial) % 98 
Commercial complexes, corporate campuses, office parks (not industrial) % 99 

Industrial % 100 
Public sector (e.g., parks, schools, government property) % 101 

Other: % 102 
Total of above percentages should = 100% 

29. What is the hourly rate charged to customers for the following services? 
Current year 
$ per hour 

Previous year 
$ per hour 

a. Turf maintenance (e.g., mowing, aeration) $ /hr m $ /hr io« 
b. Chemical application (turf and ornamental) $ /hr ,06 $ /hr ,06 
c. Design services $ /hr ,07 $ /hr ,oe 
d. Landscape installation/renovation $ /hr ,09 $ /hr ,,o 

e. Construction/hardscape $ /hr ,„ $ /hr „2 

f. Snow and ice management $ /hr „a $ /hr „4 

g. Other $ /hr „ s $ /hr „6 

30. Please: (1) Indicate the percentage of advertising/marketing expenses for each method: (note % for each method) 
(2) Rate the effectiveness of each method: (check one in each row) 

Method 
1 

1 (record % for 
each row) 

2 (check only one in each row) 
Not effective Somewhat effective Highly effective 

a. Newspaper 
% 117 . » a a a 

b. Door hangers/flyers 
% 119 . ¿ i j . a a 

c. Telemarketing % 121 » a a a 
d. Direct mail % 123 ,2 .a a a 
e. Yellow pages 

% 1 2 5 . » o a a 
f. Work-in-process signage %127 « • a a a 
g. Referral discounts 

% 1 2 9 ,3 .a a a 
h. Other: %131 ,32. a a a 

Total of above should = 100% 



PURCHASING & SUPPLIERS 

31. How have the following costs your location is charged changed in the past year? (check one in each row) 
Decreased 

11 % or more 
Decreased 

6-10% 
Decreased 

1 - 5% 0 % 
Increased 

1 - 5% 
Increased 
6-10% 

a. Chemicals o a o 
b. Seed and sod O a 
c. Ornamentals a o G 
d. Hardscape a a 
e. Equipment 'O a o a a 
f. Fuels 1M-0 O o c a 
g. Insurance 

h. Labor 
m D 

. a 

a o 

o 
a 
o 

a 

32. Please indicate your level of capital-equipment spending (as a percentage of sales) for 2004: % 14i 

33. What is the anticipated change in capital-equipment spending for 2005? (check one) 
U2-Q Decrease more than 10% £ ] Decrease 6 -10% Q Decrease 1 - 5% Stay the same 

• Increase 1 - 5% Increase 6 -10% Q Increase more than 10% 

34. Through which channels do you primarily purchase capital equipment? (check all that apply) 
Manufacturers direct 1 4 d Manufacturer reps 14fH Distributors 14<0 Used-equipment markets 

h O Dealers 1 4 0 Home center/big box retailers 1 4C Online None of these 

35. Does your company rent or lease any of the following equipment? (check all that apply) 
1SQ Excavators/backhoes Haul trucks ,s£H Pickups/SUVs 15Q Loaders 
ihQ Stump removers Tampers « O Chippers 15£H Trenchers 

Dump trucks , « • Skid steers ,«,• Bulldozers None of these 

36. Please indicate the level of computer/technology spending (as a percentage of sales) for 2004: % 

37. What is the anticipated change in computer/technology spending for 2005? (check one) 
164-Q Decrease more than 10% £H Decrease 6 -10% Q Decrease 1 - 5% JO Stay the same 

Increase 1 - 5% Increase 6 -10% • Increase more than 10% 

38. To what degree has the use of each technology below improved your profitability? (check one in each row) 

Technology Not in use Plan to use In use and no 
improvement 

In use and 
some 

improvement 

In use and 
major 

improvement 
a. Design software mQ o o a a 
b. Global positioning system (GPS) 166-lD o a a a 
c. Wireless communications 167-0 o a o o 
d. Contact/sales-automation software 168-d a a a o 
e. Inventory/parts management software 169-0 n a a o 
f. Website 170-lD a a o o 
g. Email communications m.Q a a o a 

BUSINESS ENVIRONMENT 

39. What factors below are most likely to hamper your profitability in the coming year? (check all that apply) 
izO Ability to find labor Ability to develop leaders 17Q Retaining employees 17¡CD Insurance costs 
17<n Government regulations 177D Maintaining adequate cash flow 17Q Increased competition 17iO Fuel costs 

State of the economy ,«,• Keeping competitive pricing 18£D Unmanaged growth 18£] None of these 

Thank you for completing the survey. Please return your anonymous survey by Feb. 15, 2005. Mail your completed survey to 
Landscape Management Survey, PO Box 630, Worthington, OH 43085-0630 or fax to 614-802-2309. 



B U S I N E S S PERSONAL ITY PROFILE 

Tom Conway, Jr. 
* Smithfield Gardens, Inc. 

/ JASON STAHL / Managing Editor 

torn Conway, Jr. owns Smithfield 
Gardens, Inc., a $3.1 million retail 
nursery and landscape design/build 
company located in Suffolk, VA, that 
has been in business for 32 years. 
About 45% of the company's rev-
enues come from the retail nursery, 
while 55% come from residential 
design/build. The company, which 
has 65 employees, also does a little 
pruning and mulching for select 
Jesign/ build customers. Sales are 
projected to be $3.3 million in 2005. 

30 what's a science guy doing in 
landscaping? 
It's a long story. I earned a Bachelor of Sci-
ence in physics and chemistry in college 
and had been working at Smithfield Gar-
dens since high school to make extra 
money. I didn't think of horticulture as a 
way to make a living, but then again I 
didn't realize how big the industry was. 
After I graduated from college, I moved 
back to the area and Smithfield asked me 
to work for them. I was ready to take a job 
,ut of state, but they really wanted me. 
"Tiey asked me if I had ever considered 
working in this field, and I said yes but I 

st went to school for six years. 

you pulled a Donald Trump on them? 
3ld them there had to be a future for me 
Smithfield, so we sat down and devel-
xl a sketch of the potential the com-

pany had for me. I saw a lot of things that 
needed to be improved, like the fact that 

there was no budget. After 
two years, I accomplished 
some goals and learned a lot 
about business, particularly 
retail. At the time, the retail 
nursery was doing $350,000, 
I felt we could do $700,000.1 
told the owners that if we reached 
that goal, we would need to talk 
about me owning a piece of 
the company and how I could 
affect the future of this busi-
ness. So we developed a 5-year 
plan that detailed how I would 
own all or part of the business within two 
to three years. 

How does your science background help 
you in landscaping? 
It helps most when I talk with clients. 
When people talk about landscaping, they 
don't think about soil and hardscaping. 
They think you just put plants in the 
ground. But you have to make sure every-
thing is correct so the plants do fantastic. 
Since I have a science background, I'm able 
to talk about soil structure or drainage and 
also share that with the installation crews 
so it helps raise their level of awareness. 

Are you more environmentally sensitive 
because of your science background? 
Definitely. We're located in coastal Virginia, 
so we specialize in a lot of projects that are 
in the Chesapeake Bay watershed. In our 
process of site evaluation and installation, 
we consider runoff and what kind of plants 
we're putting in and whether or not they're 
sustainable. If clients ask for particular 

plants, we tell them our ex-
\ perience with those vari-
Rv eties and let them make 

the decision. We want 
* to build a relationship 
I that lasts more than a 
" generation. 

How big do you want your 
company to grow? 
I really feel the growth 

| potential is in our retail 
I nursery. Everything in our 

area is building toward 
us, so we feel we 

can grow it to 
$2 million 
within five 

years and grow 
design/build to $3 

million. We feel it'll be 
tough, but if we work our plan and the 
economy stays good, we're confident that 
we can hit it. Everything comes down to 
the budget — can you physically produce 
"x" amount with your current resources? 

What one thing guides you in running 
your business every day? 
I tell people that when they're in any situa-
tion, use your instincts. I feel that people 
are inherendy good and they're giving you 
the proper information, so go on that pre-
sumption. You're not going to feel that 
you're being take advantage of in that situa-
tion. If a family loses the roof over their 
head, that's a problem. If they lose a tree, 
big deal. It's not rocket science. So do what-
ever it takes to make what we're doing me-
thodical, and we know that we can make it 
work for them and for us. 

— Smithfield Gardens, Inc. participates in 
JP Horizons' People Solutions programs. 

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

http://www.jphorizons.com


B U S I N E S S ADVICE YOU CAN USE 

we need passion for our business, 
but passion isn't enough. We also need 

applied knowledge. 

Attention! Time for war 
BY ED LAFLAMME 

Isee many landscape business owners doing 
things the same old way, putting up with 
the same old frustrations, working hard and 
not thinking about tomorrow. Their only 
concern is to get through another day. 

Is this you? If you don't love what you 
do, maybe it's time for a change. But, if you 

love what you do, whether you've been in business for 
two years or 20, it's time to declare war. Make your 
declaration and begin putting together your battle plan. 
Choosing your weapons 
The "war" idea came from a friend, Mark Stevens, 
who's writing a book with the title, "Declare War on 
Your Business," soon to be released. He founded MSCO, 
a prominent marketing company in New York that 
helps both national and international companies 
to more effectively market, sell and deliver their prod-
ucts and services. 

He wants his clients' marketing dollars to count, 
their revenues to grow and their margins to increase. 
What a concept! I can hardly wait for this book to be 
released. (If you're interested, visit www.msco.com for 
further information.) 

What comes to your mind when you read the words, 
"declare war on your company"? For me, it stirs passion 
for improving. The words are a call to action. But, as we 
all discover, passion isn't enough to build and sustain a 
successful company. We also need applied knowledge. 
Like soldiers, landscape company owners must couple 
their passion with their experience and knowledge and 
use this mixture in a logical, directed strategy. 

But there's a catch. Most landscape company own-
ers are their businesses. What that means is that they 
have to get out of the proverbial "box" and become 
aware of what other successful companies are doing in 
their market area and also around the country. 

Here is a 10-point battle plan that will lead to 
victory in the war to building a successful company. 

1, Join and participate in associations. Start at your 
local or regional level but also join The Associated 
Landscape Contractors of America (www.alca.org). 

2, Subscribe and read the trade and business 
magazines. They offer a wealth of business-building 
information and news. 

3, Pay an annual visit to at least one successful 
operation that's similar to or larger than yours. 

4, Partner with a respected consultant. He or she 
will assist you in reaching your goals, and shorten the 
time that it takes to achieve them. 

5, Become certified. It's a great learning experience, 
and it demonstrates your proficiencies to others. 

Network with other non-competing companies. 
Share what you've learned with others. 

7 Hire a personal business coach. 
8 Find a mentor who's older and wiser to share 

their wisdom with you. 
9 Mentor others. By teaching you'll be taught. 
10. And, for heaven's sake, learn and understand 

your financials. 
These steps will take time to accomplish, so tackle 

them one at a time. And remember to check out the 
book, "Declare War on Your Business," by Mark Stevens. 

— The author is a consultant, speaker, author and 
president of Grass Roots Consulting. He can be reached 

at ed@grassrootsconsulting.com or 203/225-0807. 

http://www.msco.com
http://www.alca.org
mailto:ed@grassrootsconsulting.com


IRRIGATION ZONE 

Innovations keep 
landscape drip contractors 
in the green. 

By SheriLynne Hansen 

Anything that can 
help save t i m e , 
conserve water, trim 
costs and increase 
reliability is bound to 
make landscape drip 
contractors sit up and 
take notice. 

Rain Bird* has turned more heads than 
any other landscape drip equipment 
manufacturer, continuing the company's 
time-honored tradition of producing product 
innovations that make a contractor's job 
easier and more profitable, while using 
water intelligentiy. In the spring of 2004, 
Rain Bird introduced Easy Fit Compression 
Fittings (coupling, elbow, tee, adapters and 
a flush cap) that produce over 160 different 
configurations and are compatible with 
any manufacturer's 1/2" tubing (16-18mm 
outside diameter). 

Just a few months after the industry 
welcomed the Easy Fit Compression 
Fittings, Rain Bird presented another 
innovation: Low Flow Control Zone Kits, 
designed specifically to work in low-
volume applications. The kits feature 
Rain Bird's new Low Flow Valve, the only 
valve that always seals water-tight, 
despite particles that clog other valves. 
The Low Flow Valve not only prevents 
water waste that comes from weeping 
valves but also the loss of valuable time 
for contactors. 

Mike Scheck of Naturalistic Gardens in 
Alpharetta, Ga, was immediately interested in 
the new Rain Bird Low Flow Control Zone 
Kits when he first heard of them. "I'm definitely 
one of the first to try a new Rain Bird 
product," he said. "I think they have the best 
quality products on the market." 

Mike understands that the patent-pending 
double-knife diaphragm is the key to the 
Low Flow Valve. It lifts higher to let more 
debris through at lower flows, plus the 
diaphragm will seal completely, even if a 

particle is present. Tests show the PGV and 
2500 TF valves will both clog when the 
water isn't filtered, while Rain Bird's Low 
Flow Valve seals firmly every time under the 
same circumstances. This gives Mike extra 
confidence on the job. 

With the Low Flow Valve, it's proven you 
no longer need to filter the water before it 
enters the valve. You can put the filter 
downstream of the valve and no ball valve 
is needed. Mike sees this as a significant 
advantage, both in time and cost savings. 

The other advantages to these Low Flow 
Control Zone Kits are their reliability, 
simplicity and convenience. Citing the 
complex installations that he handles on 
a daily basis, Mike said, "I think this is 
something that can suit every need." 

The revolutionary Low Flow Valves are 
matched with Rain Bird filters and pressure 

Install Confidence: Install Rain Bird Low Flow Valves. 
Now Rain Bird Control Zone Kits are available with a new Low Flow Valve 
designed specifically for landscape drip installations. With an innovative 
double-knife diaphragm, this valve handles flow rates down to 0.2 GPM 
without filtration. Compared to the PGV and 2500 TF, only Rain Bird's 
new Low Flow Valve always seals completely, despite particles in the 
water. It won't waste water, and it won't waste your time. 

R a i n ^ B I R D 

regulators that contractors already use and 
trust for optimum reliability. For added 
convenience, Rain Bird offers four different 
Low Flow Control Zone Kits, so there's one 
that is just right for any given installation. 

"I'm very particular about the products I 
install, and Rain Bird is fantastic," Mike 
concluded. "If it wasn't, we wouldn't be 
using it." 

M 



BUSINESS BUILDING TRUST 

I found out that listening to Others and 
acting upon ideas and recommendations 
was, by far, the most important thing to do 

to keep employee morale up. 

How to keep the best ones 
BY ERNIE PYLE 

mployee morale is a concern to any 
company hoping to retain its most 
valuable resource — its employees. 
Most of us have lost valuable employ-
ees or, at the very least, sensed that 
our companies weren't operating at 
the level we desired due to low em-

ployee job satisfaction. 

As an account manager for Heaviland Enterprises, 

Tips to make employee morale soar 
• Offer base wages and benefits that 
match or exceed competitors'. 
• Greet associates each morning with 
a smile if not a warm handshake. 
• Give pats on the back at the end of 
the day for jobs well done. 
• Treat the crew to lunch occasionally. 
• Surprise associates at the end of a 
tough day with cold drinks, ice cream. 
• Have an end-of-week barbecue. 
• Train crew leaders to be able to 
develop their own schedule of 
daily tasks. 
• Recognize outstanding employees 
or outstanding efforts in your com-
pany newsletter. 
• Provide associates with resources or 
locations of resources to help im-
prove their lives. 

• Put on some lively cultural music 
when the crews arrive for work. 
• Provide incentive pay for special 
projects. 
• Write a short handwritten thank you 
and mail it to the associate's home. 
• Recognize associates' birthdays and 
work anniversaries. 
• How about a company picnic? 
• Organize a company soccer game. 
• Develop a company emergency 
loan program. 
• Buy a gift card for anyone going 
above and beyond the call of duty. 
• Send a welcome package to the 
home of an associate celebrating the 
arrival of a newborn. 
• Maintain an anonymous suggestion 
box for associate recommendations. 

Inc., Vista, CA, I'm constantly challenged to keep em-
ployee morale up and associates satisfied. I first had to 
examine my own personality to see if there was a way 
to adapt it to the personality and culture of our associ-
ates. In the process, I discovered that listening to em-
ployees and acting upon their ideas and recommenda-
tions was extremely valuable. 

A good way to start this process is to send out an 
anonymous survey to all associates to help determine the 
level of employee morale. Keep it simple. Ask open-ended 
questions Post the results afterwards and act upon what it 

reveals, especially any shortcomings. If you don't 
act, you may do more harm than good because the 
employees will see you weren't serious. 

Create one-on-ones with key personnel. Meet 
in a comfortable setting and show a genuine 
interest in their families and hobbies. Let them 
talk. Most will speak honestly and frankly about 
the efficiencies and inefficiencies of field person-
nel and what they like and don't like. You want 
to build a trusting relationship, one that gives 
employees a desire to keep developing. 

Spend time training your associates through 
field seminars, technical classes, English classes 
and safety demonstrations. You will soon identify 
associates willing to take the next step. They're 
your future leaders. 

In today's competitive environment, it's vital 
to maintain a stable, well-trained and satisfied 
work force. Coming in to work each day should 
be rewarding, even if it's not always fun. 

— The author is an account manager for Heavi-
land Enterprises, Vista, CA. He can be 

reached at epyle@heaviland.net 

mailto:epyle@heaviland.net


How To Stay 
Ahead Of The 
Competition. SYMBIOT 

"Joining the Symbiot team 
during the infancy stage 
was a tough decision. The 
proven track record of the 
management group 
convinced us. After three 
years, BIO has seen a very 
real reduction in operating 
costs due to the vendor 
alliances (P3's), huge 
opportunities in national 
sales contracts, and great 
networking advantages with 
top tier companies. We see 
the potential for a ten-fold 
return on our investment!" 

Robert Taylor 
Owner, BIO Landscape & Maintenance 

SLN Sales Partner 

Companies like BIO Landscape & Maintenance, an $11 million company 
ranked in the top 100 landscape firms in the nation, know that a Symbiot 
partnership can help your company stay ahead of the competition. Gain that 
extra edge and become a partner in the Symbiot Landscape Network. SYMBIOT 

LANDSCAPE NETWORK 

Become a Partner Today! 
www.symbiot.biz/sln • 888.233.5518 xlOIQ 

Circle 120 

http://www.symbiot.biz/sln


Innovations 
HOT N E W PRODUCTS 

1Quite a load 

Ingersoll-Rand offers a 
powerful series of backhoe loaders 
featuring upgrades to its existing 
backhoe loader line. The BL-275 
side-shift, BL-370 center-mount, 
and BL-570 center-mount B-Series 
are all equipped with the standard 
Bob-Tach attachment mounting 
system and standard auxiliary 
hydraulics with two-way flow for 
both the loader and backhoe. Iner-
tia-welded cylinders that offer a 
smoother operating experience are 
standard throughout the backhoe 
loaders, as are JIC fittings on tube 
lines and hoses and standard-sized 
skid-steer loader tires. All also fea-
ture Kubota engines: 32 hp for the 
BL-275,46 hp for the BL-370 and 
56 hp for the BL-570. 
For more information contact 
Ingersoll-Rand at 877/472-7263 or 
WWy&LrC&CQm / circle no. 289 

2 Let it rain 

The new rotary nozzle from 
Rain Bird allows irrigation profes-
sionals to more easily achieve 
higher efficient water distribution 
from 13 to 24 ft. The rotary noz-
zles have multiple rotating 
streams that uniformly distribute 
water throughout the radius 
range. They have a low precipita-
tion rate of 0.60 inThr., are de-
signed to fit on Rain Bird spray 
heads and offer design flexibility 
since they can be zoned with Rain 
Bird 5000/5000 Plus MPR rotor 
nozzles. Rotary nozzles are avail-
able in 13- to 18-ft. and 17- to 
24-ft. fixed-arc models at quarter, 
third, half, two-thirds, three-quar-
ter and full circle patterns. 
For more information contact 
circle no. 290 

3 Ride on 

Turfco Direct's new TurnAer 
26 Chariot ride-on aerator system 
takes aeration to a new level of 
ease and productivity. Designed 
for commercial use by lawn care 
professionals, the Chariot features 
a heavy-duty, low-profile steel 
frame with wide-set pneumatic 
tires for a smooth, stable ride. The 
Chariot can be easily disconnected 
from the TurnAer 26, allowing it 
to function as a walk-behind for 
better maneuverability in tight 
spaces. Additional features include 
weighted transport drums, folding 
multi-height handle, 2.75-in. cor-
ing depth, 4-hp Honda engine, 
sealed self-aligning bearings, 359 
ft. per minute transport speed and 
spring-assist lift. 
For more information contact 
Turfco Direct at 800/679-8201 or 
WWW,turftQ,COm / circle no. 291 

4 A slim fit 

Bobcat's new MT55 mini 
track loader can go just about any-
where at 41.5 in. wide (less 
bucket), but its wider tracks lower 
the machine's ground pressure to 
4.1 psi. The MT55 also features a 
turf-friendly lug track that distrib-
utes the operating weight of the 
2,679-lb. loader over a larger area, 
reducing ground pressure and 
minimizing damage to landscapes. 
The MT55 has a 550-lb. rated 
operating capacity, and the rub-
ber-track undercarriage also pro-
vides improved traction and better 
flotation. Other features include a 
23.5-hp liquid-cooled Kubota 
diesel engine and 18 different 
attachments operated easily with 
12 gpm of auxiliary hydraulic flow 
and 2,900 psi hydraulic system. 
For more information contact 
Bobcat at 866/823-7898 or 

! no. 292 



As the Green Guardians began to infiltrate 
the secret testing grounds of EverRide on 
Tuesday, one Guardian met with unexpected 
resistance. 

"One of our Amazon warrior heroines 
was briefly detained today by security forces 
as she penetrated the perimeter of the 
EverRide compound," a government blade 
told members of the press corps. 

Met with gasps of horror, he assured the 
press that things were still going as planned. 
"It was only a minor setback, and Bahia is 
fine. She wrestled with the death machine 
for a few moments, subdued it with a choke 
hold to its roll bar, engaged its integrated 
parking brake and slipped into the shadows 
of the^ treeline before it could engage its 
sinister cutting blades," he said. 

The Guardians, who work for the fed-
eration for Overthrowing EverRide (F.O.E.), 
are on a mission to destroy the world s 
most efficient turf machines - preferably 
without breaking a nail in the process. 

® i e © a i l a jfcscuc 
BY THE G R A S S , F O R T H E GRASS 

k 

Download Green Guardian 
and EverRide screensaver« 
at EverRide.com 



T E C H N O L O G Y HIRING A PRO 

COMMERCIAL POWER 

Engine maintenance is key to prolonging 
the life of your engine. To keep your 
engine in peak condition, follow these top 
10 service points: 

1. Engine Oil - Check engine oil with each use, 
and change oil after every 25 hours of engine use, or 
every 50 hours if the engine has an oil filter (replace 
filter also). 

2. Air Cleaner - Air cleaners should be checked 
after each use,and serviced (or replaced, depending 
on type) every 25 hours. 

3. Cooling Fins -The engines on the majority of 
outdoor power equipment are air cooled, meaning 
that cool air must pass over the fin of the engine 
block to cool the engine. Compressed air is the best 
way to remove debris from the cooling system. Be 
sure to wear eye protection while doing this part of 
the maintenance. 

4. Spark Plug(s) - Inspect and/or replace after 
100 hours of use. 

5. Engine Speed - Check and reset engine top no 
load speed at least once per season. Consult equip-
ment manuals or contact your supplier to verify what 
the correct speed should be. 

6. Fuel/Fuel System - Inspect fuel after each use 
to verify that the proper fuel has been used in the en-
gine and that it is fresh. Replace the fuel filter annually. 

7. Clean the Engine/Equipment - Clean dirt and 
debris from the engine and equipment after each use. 

8. Starting System - After each use, inspect the 
manual starter, including the rope, grip and starter 
operation. On electric start engines, check the battery 
(for charge and/or leaks), battery/cable connections 
and interlock switches (for proper operation). 

9. Valve Adjustments - Check annually, or every 
300 hours, whichever comes first. 

K>. Exhaust System - After each use, visually 
inspect the muffler body, deflector and spark arrestor 
(if equipped) for damage, proper fit and/or leaks. 

By Mark Nelson, 

Product Service Trainer, 

Briggs & Stratton Commercial Power 

As the equipment we use to 
meet our customers' demands gets 

more sophisticated, we 
need better trained technicians. 

Some good tipofffs 
BY HARRY SMITH 

What does a good 
technician look 
like? That's usually 
the second ques-
tion I get from 
prospective em-
ployers. The first is, 

"Where can I find a technician?" (I'll address 
that in a subsequent article). Sometimes this 
second question isn't asked directly, but I 
hear its echo in the laments about the last 
few alleged equipment techs that went 
through the owner's or manager's shop. 

Eager to keep learning 
As the equipment we use to meet our cus-
tomers' demands gets more sophisticated, 
our need for better trained technicians 
increases. The primary prerequisite for the 
job is the ability to leam. Just as you can't 
learn it all in this field, you can't leam it all 
today and coast through tomorrow The 
best technicians are ready to leam or, better 
yet, eager to leam. 

Another critical skill that's frequendy 
overlooked is the ability to organize. Many 
mechanically adept individuals continually 
lose valuable time searching for misplaced 
tools, parts and service manuals. I've taught 
several hundred technicians over the last 
13 years. The outstanding technicians with 
the most efficient and productive shops 

keep their work areas clean and organized. 
They pay attention to workflow and always 
seek ways to save steps and time. They al-
ways want to know how the latest technol-
ogy works, what's likely to break, and how 
to troubleshoot and repair quickly. 

Why organization matters 
So how do you hire this kind of technician? 
There are several ways to test for the apti-
tude you need. I learned early in my career as 
a shop owner to look at a prospective techni-
cian's toolbox. Look not only at what's in the 
toolbox but how it's organized. A neat, well 
organized tool box is a good sign. I once 
hired a guy who had little more than three 
air wrenches and several pairs of lock grip pli-
ers in his toolbox. Thankfully, he quit my 
company and later became a successful sales 
representative for a fastener company. 

Tour the shop with your prospect and 
ask for suggestions about organization. 
What does the prospect see and suggest? A 
good candidate will have good ideas about 
improving shop efficiency. Be sure to ask 
questions about the technician's previous 
shop layout and efficiency. Experience still 
counts, but organization and learning abil-
ity are more important than ever. Interview 
carefully 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 

mailto:smithh@lakecitycc.edu


Introducing a powerful addition to the industry-leading laier I lineup with 

This monster is not for the meek. With a 31-hp Air-Cooled BIG BLOCK V-Twin 
at its heart, you'll notice a difference from the moment you turn the ignition. Drive it off the trailer. 
Engage the deck. Large capacity pumps, high-torque wheel motors and the 60- or 72-inch UltraCut™ 
deck work together to power this beast through anything you put in front of it. And left behind, you'll 
see the precise quality of cut only Exmark can deliver. Yes, we've created a monster—the Lazer Z® XS. 
Experience its power firsthand. For a fHff DVD and the name of the fxmark Dealer nearest you, contact us today. 

h W I H W I I I H U J J 

/-fff-f/rAMfJr/ * WWW.BXH9rk.CiK 
Web site also available in Spanish. 
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TECHNOLOGY USING COMPUTERIZED SYSTEMS 

The landscape/lawn service industry, in general, 
has a lot of catching up to do; it's not as 

computer savvy as it should be. 

It's time we caught up to IT 
BY TYLER WHITAKER 

Irecently worked with a company that 
needed to distribute a database of new 
customer leads to its account managers. 
They were using printed leads to record 
their notes. A staff person, earning $20,000 
annually, then entered the data into the 
database for reporting purposes. The sys-

tem worked, but it wasn't efficient or cost effective. 
By spending $5,000 on computers and software to 

distribute the leads and collect the sales notes, the 
company began saving $15,000 a year in staffing costs 
alone. This is just one example of what today's tech-
nology can mean to your business, specifically in 
terms of time and labor, our two most vital variables. 

Don't get scared 
Don't let the words Information Technology (IT) scare 
you. In spite of computer viruses, spam e-mail and con-
sultants that seem to speak another language, IT helps 
our operations be more efficient, deliver products and 
services faster, and provide better visibility into our daily 
operations. We will realize these benefits without sacrific-
ing the bottom line. We just need to acquire a better 
knowledge of technology and begin to use it effectively. 
It's all a matter of sophistication. 

A friend recently described sophistication to me as 
"drawing a bright line between what you know and 
what you don't know." Achieving a higher level of 
sophistication starts by identifying the gaps in your 
knowledge and skills and then finding smart people to 
help you fill those gaps. Only then do we start to get a 
better understanding of possibilities. 

Let's catch up 
Some of you are still wondering about or, perhaps, 
struggling with some of the technologies available to 
help run your systems. The landscape/lawn service 
industry, in general, has some serious catching up to do; 
it's not as computer savvy as it should be. 

This doesn't appear to be from lack of desire. 
Our failure to incorporate this technology into our 
operations and to use it effectively is a by-product 
of: 1. not understanding what's possible, and 2. the 
addiction to urgency that leaves many landscape 
business owners and managers too little time to be-
come educated on the technology advantages. 

Too often, many of us in the Green Industry throw 
man-hours at problems instead of solving them with 
the right technology. Or, we fall into the trap of tech-
nology deployed for technology's sake. These "latest 
and greatest" solutions take precious time and resources 
to roll out. Equally frustrating, we find that they solve 
only part of the problem and often create others. 

Today's technology is a tool; it can be a great tool. 
But like any tool, we have to find and apply the right 
technology to the tasks that it's meant to perform. It's 
my job to help you do this. 

Technology enables us to take our businesses to the 
next level. Each month in this column, I'll help de-
scribe what we can expect from the technology that's 
available to us today and its importance to the success 
of our businesses. 

Stay tuned, keep reading and welcome to the tech-
nology of the 21st century. 

— Tyler Whitaker is the Chief Technology Officer for 
Symbiot Business Group (www.symbiot.biz). 

Contact him at twhitaker^symbiotbiz 

http://www.symbiot.biz


Introducing Futerra® F4 NETLESS 
...LESS ENVIRONMENTAL RISK ...LESS DOWNTIME ...LESS MESS. 

Introducing Futerra® F4 Netless""... 
a revolutionary new way to look 
at blankets. Compared to netted 
blankets, it's lighter yet it provides 

Fujerraj the 

F4D5ETTLESS 2E5 
slope protection and vegetative 
establishment for fine turf and 
environmentally sensitive 
applications. 

F4 Netless™ is the industry's first blanket without 
threads or netting. No netting means no unsightly 
debris to clutter the site, no more endangerment 
to wildlife and no mowing downtime due to 

netting entanglement. F4 Netless™ 
excels at vegetation establishment, 
providing the most effective 
erosion control on slopes of any 
blanket in its class. And since it 
weighs less than straw and 
excelsior blankets and requires 
fewer staples, F4 Netless™ installs 
quickly—with less man-hours per 
square yard. Join the blanket 
revolution with Futerra 
F4 Netless™-only from Profile. 

Call 1-800-508-8681 today for a free 
sample or go to www.netlessblanket.com 
for more details. 

Your Trusted Partner In Soll Solution* J 
www.profileproducts.com 

Profile Products LLC • 750 Lake Cook Road, Suite 440 • Buffalo Grove, IL 60089 • 800-508-8681 • Fax 847-215-0577 • ©2004 PROFILE Products LLC., all rights reserved. 

Patent #*s 5,484,501; 5,330,828; and Patent Pending 

http://www.netlessblanket.com
http://www.profileproducts.com




The end is near for grubs, chinch bugs, sod webworms, billbugs and more than 70 
other turf-eating pests. Nothing on the market gives you better control of surface and 
subsurface insects. Allectus™ is a revolutionary new product that provides deadly broad-
spectrum control that's both preventive and curative with a long residual effect. For insects, 
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 
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Learning Center 
w w w . g r e e n i n d u s t r y h u b . c o m 

What's new this month at the Online Learning Center: 
First Aid & Safety Course 

o online to www.greenindustryhub.com 
and get free access as a regular 
subscriber to this online community 

focused on education, information sharing and 
professionalism. Or, join the Hub as a Premium 
Subscriber and get immediate access to more 
than 44 online courses on business 
management personal development and 
workplace compliance issues. Here's what the 
Green Industry Hub has to offer: 

Green Industry University - 5 free courses 
for all registrants; Premium Subscribers can 
access more than 44 courses on industry, 
business and management topics. Industry-
specific courses are based on ALCA's 
acclaimed Certification program study 
curriculum. 

Course of the Month - All registrants access 
this month's Course of the Month for 30 days 
- then it enters the library available for 
Premium Subscribers. 

w w w . g r e e n i n d u n t r y h u h . c o m 

Resource Center - Green Industry topic 
discussion forums, industry calendar, news 
and more are available here. 

Compete & Win Game - You and your 
employees can compete to win serious 
industry prizes in this learning game. 

Share & Compare - Check your operations 
with the industry's best practices. You can 
connect with other non-competitors in 
ongoing networking groups as a Premium 
Subscriber. 

Skills Assessment - Measure your strengths 
and weaknesses, as well as your employees' 
skills with this useful management tool. 
Premium Subscribers can match skills 
assessments to job searches and resumes. 

The Green Industry Hub also offers job and 
resume postings, an online store to purchase 
ALCA and related products, and a Trophy 
Case where you and your employees can 
show off your educational achievements. 

Green Industry Hub is sponsored by: (*4ER) Bayer Hnvironmental Science & L c U l d S C c i p C 
M A N A G E M E N f X 

and powered by: | ^ mdStGr.COm 

http://www.greenindustryhub.com
http://www.greenindustryhub.com
http://www.greeninduntryhuh.com


New this month: 

First Aid & Safety 
A key cost for many Green Industry 
managers is the cost of safety, especially 
when those costs are reflected in higher 
insurance and workers' compensation pre-
miums, time lost off the job when a 
worker is injured, training and learning-
curve costs as replacement workers fill 
that void, and many other related costs. 

This new one-hour course will help 
landscape owners, managers and employ-
ees prevent medical emergencies. This 
interactive, online course helps prepare 
green industry professionals by teaching 
strategies for dealing appropriately with 
medical emergencies on the job, before 
medical help arrives. This is must-know 
safety material, based on the ALCA Certifi-
cation program training materials. Anyone 
who must be prepared on the job to assist 
in an emergency can benefit from this 
course. Anyone preparing for the ALCA 
Certification examinations can use this 
course as a study material. 

In addition to comprehensive coverage 
of first aid basics. This course overviews 
the three key elements needed for safety 
in landscape and green industry work: 
• Prevention 
• Preparation 
• Response 

The coverage focuses on ways to be 
prepared in the event of an emergency, 
characteristics of common emergency situ-
ations and actions that could be taken in 
the event of any of the common emergen-
cies. Safety concerns such as using equip-
ment, proper safety gear, lifting techniques 
and more are covered. 

Throughout the one-hour course, users 
can benefit from audio and visual ele-
ments, as well as short review quizzes of 
the material to reinforce the presentation. 
Owners and managers can use this course 
as a basic introduction to specific methods 
and training materials they introduce in 
the field. 

Also Debuting 
in January: 
• Turf Chemical Applications 

• Plant Selection and 

Planting Techniques 

This month's Compete & Win 

Game prizes provided by: 

s t i h i : 

For a free or Premium 

subscription to the Green 

Industry Hub, visit 

www. greenindustrvhub. com or 

call toll-free 877/745-2745. 

Large group discounts are 

available by calling 800/745-

7219x147. 

For more information on 

sponsoring Green Industry-

specific courses on the Hub, 

contact Kevin Stoltman at 

800/225-4569 x2772 or email: 

kstoltman@advanstar. com 



T E C H N O L O G Y TURF WEED CONTROL 

A preemergence 
control primer 

any aspects of turf-
grass management 
have changed over 
the years. However, 
despite the avail-
ability of effective 
herbicides for 

nearly 40 years, crabgrass (Digitaria spp.) 
and other annual grasses continue to be 
successful weeds of turfgrass areas. 

Most of the blame for this can be 
placed on the weeds themselves. Several 
annual weeds of turfgrass have extended 
germination windows, making it difficult 
to effectively control them with a pre-
emergence herbicide. And it has only been 
in the last 10 to 15 years that reliable post-
emergence materials have been available 
for these weeds. By following a few simple 
steps, you can maximize your chances of 
success against annual grassy and broadleaf 
weed problems. 

Start with good turf 
The best defense against weeds, especially 
annual grasses and broadleaf weeds, is a 
dense turfgrass stand promoted by proper 
management. Choose the most appropri-
ate species and cultivars for your site and 
management situation. Then, practice good 
mowing, fertilization and irrigation man-
agement supplemented with cultural prac-
tices, disease and insect management as 

Simple yet effective strategies to contro l 
a n n u a l grassy a n d b r o a d l e a f p r o b l e m s 

BY DAVID GARDNER 

necessary. In doing so, you can increase the 
turfgrass plant's ability to out-compete ger-
minating potential weeds for light, water 
and nutrients. 

Despite your best efforts to manage 
your turf, you may have some areas that are 
prone to annual grass and broadleaf infesta-
tion. While weed seeds may be 
dispersed over considerable 
distances by a variety of 
means, a good percentage of 
them will fall in the immediate 
vicinity of the mother plant. 
Recognizing these areas and map-
ping them will allow you to concen-
trate your weed control efforts. This 
can be helpful if you're attempting to re-
duce your use of herbicides due to budget 
and/or labor limitations. 

ample, smooth crabgrass (Digitarla ischae-
mum) will begin to germinate when soil 
temperatures are in the upper 50s for a 
few consecutive nights. In contrast, many 
other grassy weeds, such as goosegrass 
(Eleusine indica), germinate later in the 
season when soil temperatures are in the 
upper 60s to low 70s. 

Failure to properly identify your target 
weed may result in applications too 

early or too late to be effective. 
continued on page 54 

Pigweed is common in 
new turfgrass. 

I.D. the weed target 
When determining the areas that require 
treatment, also identify the weeds you're 
attempting to control. The timing 
of your herbicide application 
may vary, due to the weed ^ H 
species you target. For ex- j ^ È 



Join the aeration revolution. 

drives li 

30% more productive 

First, we introduced the 
award-winning TurnAer 26-
an entirely new way to aerate lawns. Now, with the TurnAer 20, 

you can put this product iv i ty -boost ing technology to work in 

tight areas and smaller lawns. Both operate like a mid-s ize mower. 

Their revolutionary DiffDrive™ with dual-brake action lets you turn 

with the tines in the ground without tearing turf. And for the first 

time ever, you can ride behind an 

aerator with the new TurnAer 26 

Chariot. Aeration no longer has 

to be hard work. Join the aeration 

revolution with TurnAer products 

from TURFCO - t he Direct answer 

to your renovation needs. 

-size mower 

TURNAER 26 

TURNAER 26 CHARIOT 
Enhance your TurnAer 26 
by adding the Chariot for 
larger lawns. 
• Maximize productivity 
• No more walking 

NEW for'05 
TURNAER20 
Has all the features of the 
TurnAer 26, plus: 
• Fits through a 28" gate 
•The ultimate aerator for 

smaller lawns 
• Drives like a mid-size 

mower 

TURFCO 
d i r e c t 

Request a free video and 2005 catalog 

Call Toll Free 800-679-8201 
Visit us on the web at www.turfcodirect.com 
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TECHNOLOGY TURF WEED CONTROL 

continued from page 52 

If you apply too early, the herbicide may 
dissipate before the end of the weed's ger-
mination window. If you apply too late, you 
won't, in most cases, effectively control 
already emerged weeds. If your primary 
weed problem includes summer annual 
broadleaf weeds and you're attempting to 
control with pre-emergence herbicides, 
timing may also become an issue. 

Choose the product 
After a flurry of new product releases in the 
late 1980s and early '90s, development of 
new pre-emergence herbicide chemistries 
has been relatively slow. While there are 
some promising herbicides in development, 
most of them are post-emergence materials. 
There are nine herbicides and one natural 
product labeled for pre-emergence weed 
control in northern turfgrass. 

Benefin and bensulide are two of the 
industry standards. Each material has been 
labeled for more than 30 years. They're 
both generally less expensive than newer 
chemistries. However, their soil residual 
activity may be shorter, resulting in an 
increased chance for late-season break-
through. Control of crabgrass with these 
materials is generally good; goosegrass con-
trol is fair. Bensulide is important for golf 
turf. It's one of the few materials labeled for 
use on putting-green-height bentgrass. 

Oxadiazon may be your best option if 
goosegrass is more of a problem on your 

sites than crabgrass. It provides good con-
trol of crabgrass, but even better control of 
goosegrass. It has a longer soil residual and 
is more selective for this weed. Oxadiazon 
is also labeled for control of oxalis, spurge 
and purslane, three late-germinating sum-
mer annual broadleaf weeds. 

Pendimethalin, prodiamine and 
dithiopyr are three materials that became 
available for turfgrass in the late 1980s to 
early 1990s. Each of these materials pro-
vides excellent control of crabgrass and 
good to excellent control of goosegrass. In 
university trials conducted throughout the 
1990s, these materials generally traded off 
as the top performer, and all provide 
greater than 90% control of crabgrass in 
most situations. They have longer residual 
activity than benefin or bensulide, decreas-
ing the risk of late-season breakthrough. 
Like benefin, pendimethalin and prodi-
amine are dinitroaniline herbicides. 

These materials can be easily identified 
due to their bright yellow or orange color. 
While highly effective, staining of hard sur-
faces with these herbicides can be a concern. 

Another dinitroanaline material used in 
turf is trifluralin. It's marketed in a combi-
nation product with benefin that's safe for 
use on cool-season turf. Note that straight 
trifluralin products aren't safe for use on 
cool-season turfgrass. 

Dithiopyr is labeled for use on greens-
height bentgrass. It's also unique in that 
it affords some early post-emergence 

Oxalis, which reproduces by seed, can be found 
in most of the eastern, central United States. 

control, as well as being effective as a 
pre-emergence material. This makes 
dithiopyr an excellent choice for those 
areas where some crabgrass has already 
begun to germinate. 

Another advantage of pendimethalin, 
prodiamine and dithiopyr is that they're 
each effective on a wide range of annual 
broadleaf weeds. In addition to oxalis, 
spurge and purslane, these herbicides are 
effective against knotweed. Prodiamine and 
dithiopyr will also control pigweed, and 
dithiopyr will control black medic. Timing 
becomes an issue, though. If these materials 
are applied early enough to control knot-
weed, they may only be marginally effec-
tive against late-germinating grassy and 
broadleaf weeds. 

While the aforementioned herbicides 
also control some broadleaf weeds, there's 
one product, isoxaben, which is labeled 
solely for the control of annual broadleaf 
weeds. In fact, 40 species are listed as con-
trolled on the label. Most uses of this prod-
uct are as an over-the-top material for land-
scape beds. However, the product is 
registered for use in turfgrass. If annual 
broadleaf weeds are your biggest problem, 
this may be a product worth investigating. 

While we recommend that cool-season 
grasses be established from seed in the fall, 
invariably some spring seeding is required. 
This can be difficult due to, among other 
things, competition from annual broadleaf 

continued on page 56 Purslane (Portulaca oleracea L.) can be bothersome in thin or newly seeded turfgrass areas. 



With only five grease points - instead of the 16-30 found 
on most commercial mowers - lubrication is a snap. 
And Grasshoppers can run two to five times longer 
between transmission fluid and filter changes. All this 
"no excuse" serviceability adds up to increased "up time"-
and that keeps you on time! 



TECHNOLOGY TURF WEED CONTROL 

continued from page 54 

and grassy weeds. If you're establishing an 
area from seed, the only appropriate choice 
for pre-emergence control of annual grasses 
is siduron. When used according to label 
directions, siduron will provide some control 

of crabgrass and other annual grasses while 
not harming the establishing turfgrass. 

In some parts of the country, laws or 
ordinances are being passed banning the 
usage of chemical pesticides. In these areas, 
or if you have clientele who are more inter-

Weeds in color 
"Color Atlas of Turfgrass Weeds" is an 
excellent resource for a turfgrass pro. 
This book's colorful pictures of all major 
turf weeds (grassy and broadleaf) and 
authoritative text make weed identifica-
tion a snap. It also offers solid advice on 
weed control. A joint effort by L. B. Mc-
Carty, J. W. Everest, D. W. Hall, T. R. Mur-
phy and F. Yelverton, it's available from 
Wiley Publishers. Visit the Web site 
www.wiley.com, 

ested in natural weed control options, com 
gluten meal is a good option for weed con-
trol. A by-product of the wet milling process 
and an ingredient in animal feeds, its herbici-
dal properties were discovered by accident 
in the late 1980s. 

Com gluten meal contains a higher con-
centration of bioactive dipeptides, such as 
alaninal-alanine, that are thought to affect 
cell division in the root tips of germinating 
plants in a manner similar to some of our 
conventional herbicide chemistries. Com 
gluten meal also contains 10% nitrogen by 
weight. It's available primarily through on-
line and mail order sources. 

Control of weeds with com gluten meals 
during the first year of use tends to range 
40% to 50%. But, in the second and subse-

Survivability 
Biotechnology that's right for your 
specific transplant environment. 

• Increase transplant survival 
• Improve plant health 
• Save on replacement costs 

(800) 342-6173 
www.novozymes.com/roots 

Read and follow all label directions. DryKoots'. M-Roots and Transplant 1 Step1" are trademarks of 
Novozymes Biologteals, Inc. The Novozymes logo is a registered trademark of Novozymes A/S. ©2005 Novozymes Biotogicak, Inc. 

CONSTRUCTION, HEAT & DROUGHT 
STRESSED SOIL CONDITIONS 

Plant Care Group 

novozymes** 
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quent years of use, control of crabgrass can 
be as high as 90%, and rival that of pendi-
methalin, prodiamine or dithiopyr. 

Be thorough 
After choosing a herbicide, the next step is 
to apply the material in the most effective 
manner and at the right time of year. Uni-
formity of application is critical. If an area is 
missed, there will be no effective barrier to 
weed seed germination. On the other hand, 
overlap may result in undesirable root 
pruning or even stand thinning depending 
on product used and/or species and cultivar 
of turfgrass. 

Calibrate your sprayer and apply suffi-
cient liquid to ensure adequate coverage. 
Many of these materials are also available as 
a granular. When using these materials, fol-
low label directions as to when and if to 

water in. Generally, these materials require 
water in order to disperse particles over the 
soil surface and establish an effective pre-
emergence barrier. 

Henbit thrives in cool, moist areas 
and can be bothersome in thin turf. 

Note the required period after 
treatment before reentry and any 
site or use restrictions. If you 
have any plans for spring seeding, 
you should be aware of the re-
quired time interval before seed-
ing. Even if you have used the 
product in the past, it's a good 
practice to read the label. Labels 
change periodically, and some 
things on the label may vary 
among formulations of the same 
active ingredient, LM 

— The author is an assistant professor of 
Turfgrass Science at The Ohio State 

University. He can be reached at 614/292-
9002 or gardner.254@osu.edu 

Now, more than ever, your turf spraying applications have to be precise with fertilizers and plant protection 
products going where you need them and staying out of sensitive areas. That's why most applicators choose TeeJet', 
the most respected name in spray nozzles and accessories for over 65 years. 

Tu r f J e t ou r best nozzle for turf sprayers, is a wide-angle, flat fan spray nozzle that you can depend on. 

• Delivers uniform and effective spray distribution and produces very large droplets that resist drifting 
• Available in two tip materials - durable stainless steel and affordable polymer 
• Easy to identify the nozzle flow rate with the TeeJet VisiFlo® color-coding system ! S I S ) I S i t ' — 

For more information check www.tee je t .com • Spraying Sys tems Co.. PO Box 7900. Wheaton . IL USA 60189-7900. 
TeeJet and VisiFlo are registered trademarks of Spraying Systems Co. © 2003 Spraying Systems Co. There 's HO better way to spray. 
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T E C H N O L O G Y p MECHANIZED EFFICIENCY 

Raver work 
for you ? 

This M ich igan contractor 

says you can do it, but why not 

partner with a specialist a n d 

leave the liability to them? 

BY RON HALL / Editor-in-Chief 

att Caruso 
and his team 
looked 
down a mile 
of winding, 
crumbling 

road and considered the chal-
lenges. Then they tore into the 
job. Over a period of about 30 
days this past fall they turned 
that ribbon of disintegrating 
asphalt into what is, in many re-
spects, a community showcase. 
This road-reconstruction, 
known as the Harvard Drive 
project, involved the placement 
of no less than 90,000 sq. ft. of 
pavers; it wasn't the easiest job, 
not by a long shot. 

Hardscaping is hot 
Landscape Management maga-
zine's recent reader surveys 
show that hardscaping is hot. If 
you're a maintenance company 
that does some installation to 
keep customers satisfied, or if 
you're an installation 

company wanting another serv-
ice to increase your revenues, 
hardscapes might be your 
ticket. Be aware, though, that it 
takes talented employees to 
build hardscapes. Also, liability 
is always a concern. 

A good starting point for 
adding hardscapes to your port-
folio of services might be pavers. 
They come in many sizes and 
shapes, and, considered in light 
of other types of construction, 
are relatively easy to incorporate 
into a design and install. So easy, 
in fact, that just about any half-
handy homeowner can build 
their own walkway or patio 
with them, assuming the home-
owner has the time. Therein lies 
the rub. Households with pro-
fessional people never have the 
time for these types of projects. 

Matt Caruso at Decra-
Scapes, Inc., Sterling Heights, 
MI, specializes in hardscapes. 
He's been installing them for 
more than a decade. The work 
looks easier than it is, he says, 
especially big or complicated 
hardscapes. 

His advice: partner with 
someone who's done this work 
before. 

"This is specialized work. 
Any general landscape company 
considering a project like this 

continued on page 60 

YOU don't tackle a big 
brick paver job without 

the right equipment. . 
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YOU MAKE MONEY MOWING, NOT CHANGING BELTS. 
YOU SAVE MONEY RUNNING DIESEL, NOT GAS. 

YOU MAKE MONEY. PERIOD. 

Yes. You/re a ZD owner. 
W e know what professionals really want in a zero-
turn mower. That's w h y w e designed the Kubota 
Z D Pro with our o w n fuel-efficient diesel engine, 
a 7 - g a u g e steel fabricated deck a n d a shaft drive 
deck a n d transmission that's practically 
maintenance free. After al l , it's easier to m a k e 
money w h e n your m o w e r pays you back. 

- 21 HP, 25 HP and 28 HP diesel engines 
- 60" and 72" ZD Pro™ decks 

Kubota. 
EVERYTHING YOU VALUE 

Financing available through Kubota Credit Corporation. 
For product and dealer information, call 1-888-4-KUBOTA. ext. 403 

or click on www.kubotaZD40.com. S FETY 

http://www.kubotaZD40.com


The shifting and unstable 
soil required extra prepping. 
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continued from page 58 

[Harbor Drive) should think 
about establishing a relationship 
with a quality hardscape con-
tractor before they attempt the 
job themselves," says Caruso. "I 
believe their profits, in most 
cases, will be higher and their li-
abilities much less." 

Equipment needs 
Certainly, the Harbor Drive 
project wasn't one that an 
inexperienced contractor or 
one without the proper equip-
ment would want to tackle. 

Harbor Drive is a 15-ft.-
wide road that bends through a 
quiet enclave just north of De-
troit. The road is bordered on 
one side by small homes and a 
canal and on the other side by 
homes and Lake St. Clair. The 
soil beneath the road is shifty 
and unstable. 

You just don't throw hand 
labor at a project like this. You 
bring in equipment, big tough 
equipment, to get the job 

done as efficiently and quickly 
as possible. Time is money. 

Carouso's team (often as 
many as seven workers were on 
the job at a time) used a Probst 
PaverMAX VM 203 and a 
SandMAXX to position and 
seat the approximately 90,000 
sq. ft. of UniLock 8cm Anchor-
block pavers. 

The $300,000 project didn't 
go perfectly, few projects ever 
do. "I'd like to have a process for 
everything we do, but that's dif-
ficult for a custom design/build 
hardscape business, especially 
the design part. You can't spell 
out every little detail for the de-
signs that we do," says Caruso. 
"We have to rely on our team's 
skills to make on-site and on-
the-job adjustments." In this 
case it meant working around 
and directing vehicular traffic. 

"The site is tight with more 
than 80 homes, mostly retirees 
and stay-at-home moms with 
busy schedules, and we had to 
maintain traffic throughout the 

Winter paver do#s and don#ts 
BY TOM COSTELLO 
While pavers admittedly don't get used as much in winter as 
the rest of the year, a lot of customers will want them main-

tained just the same. Snow removal, ice build-
up and staining are all potential headaches 
with your new pavers. Here are some do's and 
don'ts of caring for your brick paver patio, 
driveway or sidewalk. 

Shovel or plow? The surface of pavers can 
be scratched. The material they're made of is 
soft and can't take the harsh steel blades of a 
snowplow. You can shovel your pavers, but use 
a lighter touch. 

How about a snowblower? Use one with 
rubber edges. This will do a good job of re-
moving the snow without scratching the sur-
face of your pavers. 

How do you prevent ice buildup? Keep the 
paver clear of ice and snow and throw down 
calcium chloride. You can apply it prior to a 
snowfall and prevent buildup of up to three 
inches. Reapply if or when it's washed away 

from thawing snow or rain. Calcium chloride is also a good 
choice since it won't kill your grass like salt will. 

De-icing chemicals or salt? Don't use salt. Most pavers are a 
concrete product and salt eats concrete. Use calcium chloride. 

What about sealing a paver patio? Yes, it will enrich the 
color of the bricks, leaving a wet look and increase the life of 
your pavers by offering UV protection. 

How do you prevent your pavers from cracking or pulling 
up? Install them properly in the first place and you have a bet-
ter chance of keeping paver surfaces smooth and even. Water 
from thawing ice or snow that isn't draining properly can seep 
between the pavers, refreeze and expand causing cracks. 

How else to prevent winter paver damage? Install a 
heated driveway or sidewalk element. These strips are 
placed under the sand and pavers during installation and are 
controlled by a thermostat. They keep the driveway and 
sidewalks snow and ice free all winter long. 

— The author is founder and president of Costello 
Productions, Delaware, OH. He can be reached at 
614/798-0711 or www.costelloproductions.com. 

entire project. Because of the put down between 8,000 to 
many bends in the narrow 
road, we were only been able to 
put down about 4,000 square 
feet a day," he explains. "With 
ideal conditions, a skilled opera-
tor should be able to 

10,000 square feet a day." 

Desk jobs don't cut it 
Caruso founded Decra-Scape, 
Inc. in 1993, just a year or so 

continued on page 62 
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SeedfÂm7(T//( >/ W i ^ its patented 

TM 

Moisture Cell Technology, each 

PennMulch pellet expands to four times 

its original size in water. So it accelerates 

germination by retaining moisture right at 

the seed bed level. Plus, PennMulch 

provides the correct amount of fertilizer 

to provide 36% better turf establishment. 

• \ 
M & t j * g i v e , g u s s S & & À A k & U & y s - U t i d t 

PennMu l ch ensures successfu l seed es tab l i shment . 

Which means fewer customer 

complaints and call-backs. You can find 

out more about amazing PennMulch by 

visiting the "Promotions'' section on our 

web site at www.LebanonTurf.com. Enter 

coupon code LMI084, and you'll also 

receive a complete 40-page agronomy 

manual absolutely free! So look for 

PennMulch at your nearby LebanonTurf 

distributor. And make sure your seeds 

succeed. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 
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alter splitting from a friend 
that got him into the landscape 
business in the first place. Ac-
knowledging that his former 
partner did him a great favor 
by luring him away from a 
desk job ("Not my cup of tea") 
at DuPont Automotive, Caruso 
nevertheless says this of busi-
ness partnerships — "It's better 
to date before you get mar-
ried." He's happier running his 
own show. He's a hands-on 
kind of owner. 

"I built picnic tables out of 
my mother's garage for extra 
money when I wasn't playing 
high school sports," he recalls. 
"After three years in the U.S. 
Army with the 82nd Airborne 
Division, I pursued a degree in 
accounting." 

But it wasn't until he got 
into landscaping and started 
growing Decra-Scapes that he 
felt he had found what he re-
ally wanted. 

Almost from the get-go, 
he's concentrated on hard-
scapes. "We're very good at it. 
We're very focused," he says. 
"We have certified installers 
on staff and we're very in-
volved with the Interlocking 
Concrete Pavement Institute 
(ICPI). I sit on the Board of 
Directors on the local level for 
The Great Lakes Regional 
Chapter of the ICPI." 

Caruso points to his em-
ployees as the strength of his 
company, and also as his biggest 
business challenge. 

"As our team members be-
come more seasoned, they get 
better and better. The challenge 
is to get them to that point. 

This is a physically demanding 
business and it takes a certain 
kind of employee to make it 
work," he says. 

"We're building educa-
tional programs to help team 
members advance, to help 
them understand that what 
they're doing can be more 
than just a job — it can be a 
career. We paint the picture, 
but the choice is theirs." 

His company's expertise in 
installing landscapes and fea-

tures such as custom brick 
pavers and retaining walls fuels 
Caruso's ambition to grow his 
company substantially larger. 

"In the next three to five 
years, I want to have five more 
locations in Michigan, each op-
erating at no less than a million 
dollars in sales revenue. Even-
tually from there, I want to 
move out into the region and 
then nationally," he says, realiz-
ing that the cost in terms of his 
personal time will be high. 

"I've been able to get away a 
little more each year as we've 

grown. I spend as much time as 
possible with my family. 
Shannon, my wife, and I have 
three children, Brittney 12, 

Heather 10, and Nicholas, 7. 
They're very active and grow-
ing quickly. I want them to 
know their dad." LM 



For almost 25 years, the Walker Mower has stood apart from the competition 
as a unique option for productive, high quality mowing. So, what makes the 
Walker different? This 3-part ad series takes a detailed look at the finer 
points of the one-of-a-kind Walker Mower. 

I—| 2nd in a Series of 3 

Compact Overall Size 

Sound Engineering 

Unique Steering 
Walker's unique steering configuration results in 
light, precise and nearly effortless control of the 
machine. The proven Forward Speed Control 
(FSC) takes complexity out of handling a ,fZ" 
machine by setting the forward travel and acting 
as a cruise control. Gentle, fingertip pressure 
on the steering levers is all it takes to smoothly 
operate the Walker and achieve precision 
trimming and manuevering, detail mowing and 
beautiful mowing patterns-this is a marked 
difference from the operation of other zero-turn 
mowers. Dual hydrostatic transmissions 
matched with Walker-designed gear axles are at 
the heart of this unmatched design. In addition, 
Walker's steering configuration in tandem with a 
comfortable operator's position give the opera-
tor the "best seat in the house". When it comes 
to precise steering control and ease of 
operation, the Walker Mower is categorically 
one of a kind. 

I | Grass Handling System 

[ | High Quality Mowing/ 
Outfront Design 

MOWER 
WALKER MANUFACTURING COMPANY 

5925 E. HARMONY ROAD • FORT COLLINS, CO 80528 • (970) 221-5614 • www.walkermowers.com 
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T E C H N O L O G Y COMMERCIAL CUTTING 

What to expect 
Z e r o - t u r n m o w e r eng ineers focus o n 

speed, maneuve rab i l i t y a n d at tachments 

to keep sales hot B Y C U R T H A R L E R 

aneuverability is 
the name of the 
game with 
zero-turn 
mowers. 
Speed is a 
close sec-

ond. Functionality rounds out the big three 
advances landscapes can expect in future 
models. In addition to a trend toward 
smaller, more compact zeros, look for units 
that leave a lawn that says the homeowner 
and landscaper care about aesthetics. 

Streaking and scalping are definitely 
out, while ability to handle more tasks is in. 

Need for speed 
"The industry is going to high-speed mow-
ing with a high quality cut," says James 
Bumside, Product Manager/Turf for Kubota. 

He says landscapes should be on the 
prowl for mowers that will travel at 8 mph 
and still leave a manicured look. That might 
be a couple of years off At the moment, 
manufacturers have machines that move at 
5-6 mph with a fine cut. "Our next step is 7 
mph and a great cut," Bumside says. 

Companies like Exmark, the market 
leader in commercial zero-turn sales, will 
steer a landscaper who wants to cover big 
acreage at high speed to their 7-acre-per-
hour LazerZ. 

Dixie Chopper promotes its Xtreme 
Mowchine with capability to mow grass at 

15 mph. Some skeptics question the qual-
ity of its cut. However, it's more intended 
for mowing large areas than making a lawn 
look like the outfield at Fenway Park. 

For landscapes in the home and estate 
business, the Fenway look is the one home-
owners want for their patch of yard. To get 
that manicured look, landscapes also need 
units that can maneuver through yard gates 
and close to flower beds without creating a 
puree of daffodils and begonias. 

More power, innovation 
"With horsepower in the mid-30s, tremen-
dous maneuverability, and a platform that's 
as close to a tool carrier as you'll find, zeros 
are going to add a whole range of features," 
says Dennis Schwieger, Executive Vice Presi-
dent of Business Development for Jacobsen. 

Schwieger says that there's little to 
building a zero beyond a frame to carry an 
engine and hydrostatics — both of which 
are supplied to everyone in the industry by 
a handful of good manufactures. Barries 
to entry are low, and innovative ideas for 

zeros seemingly spring from the turfgrass 
at each industry trade show. 

For several yeas, sales have increased at 
a 20% compounded annual growth rate 
with over 200,000 units sold. And they'll 
continue strong, bolstered by growing 
demand from home and estate ownes. 

"Zeros will eventually displace lawn 
tractos," Schwieger predicts. He sees 
zeros with trailer hitches, light-duty 
blades, snowblowes, leaf brooms, and 

even backhoes. 

Beautiful cut 
But cutting well is the heart and soul of the 
zero. The design trend to get more airflow 
circulation through the blades enables a 
higher quality cut at a faster rate. Kubota, 
for example, likes to talk about its "cut and 
re-cut" system. It's designed to provide 
smaller grass clippings and generates a 
cleaner appearance than the traditional "cut 
and throw" system, its enginees say. 

Husqvarna's Tunnel Ram decks were 
designed along the same lines, with a view 
to dispese clippings during cutting and to 
work better, especially in heavy cutting 
conditions. A high-performance front baffle 
allows a premium-quality cut while reduc-
ing blowout in difficult grass conditions. 

Schwieger warns against buying a low-
end product for anything other than Sun-
day use. Even Bob-Cat's large estate owner 
(LEO) product is being beefed up for 
2005 as the Predator-Pro. "We see more 
utility being built into these zeros," 
Schwieger says, LM 

— The author, a frequent contributor based 
out of Strongsville, OH, can be reached at 

curt@curtharler.com 

mailto:curt@curtharler.com


Y O U R G f l D E m PRODUCT R E S E A R C H 

mowers 
Auburn Consolidated Industries , 
The EverRide Hornet comes with either a 48- or 
52-in. deck. Both the 19-hp and 23-hp units 
have narrower wheel base, smaller deck size 
and weighs less than the EverRide Warrior. 
Contact Auburn at 402/274-8600 or www. 
everridemowers.com / circle no. 260 

Grasshopper 
PowerFold electric height adjustment gives easy 
deck lifting, electric height adjustment on the 
52- and 61-in. 34 Series Grasshopper front-
mount decks. Single-switch controls cut height 
and deck lift. Set infinite range of cutting 
heights from 1-5 in. without leaving operator's 
seat. Deck rotates upright for cleaning, mainte-

nance, blade work. Shorter overall length for 
easy trailering and transport. 
Contact Grasshopper at 620/345-8621 or 
www.grasshoppermower.com I 
circle no. 261 

Bush Hog 
The M2000 series with 55-, 61-, or 73-in. 
decks. Hi Lift blades and high blade tip speed 
assure clean cuts. Open design below seat 
provides driver with easy access to compo-
nents. Choose 23-, 25-, 26- or 27-hp Kohler 
engine. Infinite ground speed to 8 mph. Twin 
fuel tanks with 10-gal. capacity. 
Contact Bush Hog at 334/874-2700 or 
www.bushhog.com I circle no. 262 

• Is it a true zero? Can it turn in its 
own length? 

• Is the fuel tank large enough? 

• Is the deck height adjustable in 
fine increments? 

• Blade tip speed is a good indicator 
of "oomph" 

• Gas or diesel? 

• Check the unit's traction, a key 
point on zeros 

• Anti-scalp rollers are worth the 
added cost 

• Width is important. Compact zeros 
will pass through a 36-in. gate 

• Don't go too wide.. .over 70-in. 
mowers are tough to trailer 

• Can you get a full line of 
attachments? 

• How good is your local dealer's shop? 

• Resist the temptation to buy horse-
power — buy utility 

Swisher 
Swisher's zero-turn radius mower is available in 
36-, 42- and 50-in. mowing decks. 350-degree 
turning radius. Three models include 14-hp 
with 36-in. mowing deck; 18.5 hp with 42-in. 
deck; and 22 hp with 50-in. deck. 
Contact Swisher at 800/222-8183 or 
www.swisherinccom I circle no. 263 

Country Clipper 
The Boss with either joystick or traditional 
2-stick operation. Powered by a Kohler 27-hp 
Command Pro engine with a heavy-duty canis-
ter filter, it can cut up to 10 mph. The front of 
the full floating deck mounted to the pivoting 
axle gives the Boss a true articulating deck that 
virtually eliminates gouging, scalping. 
Contact Country Clipper at 800/344-8237 or 
www.countrydipper.com I circle no. 264 

http://www.grasshoppermower.com
http://www.bushhog.com
http://www.swisherinccom
http://www.countrydipper.com


LM Reports 

Cub Cadet Commercial 
The MTD Z-Wing 48 is the first commercial 
zero with a folding deck. Operator drives 
through a 36-in. opening by touching a switch. 
Ten engine choices from 23-33 hp and four 
engines, including Kohler, Kawasaki, Generac 
and Honda. M-60 and M-72 with 5.5 in. wider 
rear wheel base for better hillside handling. 
Contact Cub Cadet at 877/835-7841 or 
www.cubcadetcommercial.com I 
circle no. 265 

Dixon Industries 
The 72-in. commercial SilverTip equipped with 
extra-large hydraulic drive systems features 
Parker pumps and wheel motors along with 
Dixon Blue synthetic oil. Canister-style high 
capacity air filters improve air flow and increase 
hours between filter changes. Heavy duty 11-
gauge 3-blade deck with TunnelForce design 
has a large discharge chute for superb cut and 
distribution of clippings. Fusion high-lift blades 
increase blade life and remain sharp longer. 
Contact Dixon at 800/264-6075 or 
www.dixon-ztr.com I circle no. 266 

Encore 
The Z-60 is powered by a 25-hp Kawasaki that 
produces 8.5 mph ground speed. The Z-60 has 
a 60-in. 10-gauge skirted deck and 19,000 rpm 
blade tip speed. All Z-series mowers available 
with optional collection system, mulcher, 
knobby or bar lug tires. 
Contact Encore at 800/267-4255 or 
www.encoreequipment.com I circle no. 267 

Bad Boy 
Bad Boy Advanced Operator System Series 
6000 and 7200 zeros feature the Vanguard 
31-hp air-cooled B&S Big Block engine. Mow-
ers feature 10-gal. fuel capacity, full-suspen-
sion seat with adjustable control for operator 
weight, as well as an adjustable back which 
can be tilted forward and backwards. "Swing-
away" deck provides access to mower compo-
nents in seconds, simplifying cleanup and 
maintenance, reducing downtime for com-
mercial users. 
Contact Bad Boy at 866/622-3269 or www. 
badboymowers.com I circle no. 270 

Exmark 
The LazerZ SX available with 60- or 72-in. Ultra-
Cut deck options. The 2005 unit relies on the 
Vanguard 31-hp Big Block V-twin engine. Drive 
train features high-capacity, fan-cooled hydraulic 
pumps and large-displacement wheel motors. 
Unit can cut seven acres per hour. Quick-Lift 
deck assist standard on 72-in. model. 
Contact Exmark at 402/223-6300 or 
www.exmark.com I circle no. 271 

Great Dane 
Chariot LX available with 25-, 26-, 27- and 28-
hp engines and choice of a 61- or 72-in. cutter 
deck. Quick 1-5 in. cut height adjustment with-
out tools. Twin lever or optional wrap-around 
transmission controls available. Multi-adjust-
ment suspension seat standard. 
Contact Great Dane at 812/218-7100 or 
www.greatdanemowers.com I circle no. 272 

Self-Guided Systems 
The SGS Hybrid-Z38 is the first zero-turn 
robotic mower for the professional landscaper. 
Powered by a 9-hp Honda engine, it has three 
12.5-in. blades and a mulching deck that can 
cover an acre per hour. The 4.5-gal. tank gives 
12-hour mowing time. Sensors detect obsta-
cles and unit moves around them. It stores that 
part of property in memory so it can avoid 
them the next time. 
Contact Self-Guided Systems at 248/853-1001 
or www.selfguidedsystems.com I 
circle no. 273 

Howard Price Turf Equipment 
Zeros featuring 52-80 in. cut widths and 23-36 
hp engines. The new 360Z features flexible 80-
in. wing cutting unit and mows up to 6.4 acres 
an hour at 8 mph — 34% better than 60-in. 
deck. The 21-in. wing trims under trees, shrubs. 
Contact Howard Price at 636/532-7000 or 
www.howardpriceturf.com I circle no. 274 

continued on page 68 

Dixie Chopper 
Want to mow at 15 mph? Dixie Chopper's 
Xtreme Mowchine is powered by a 32-hp 
(990cc) air-cooled Guardian engine. Riding on 
Turf Boss tires, the 60-in. model does 7.27 
acres per hour, the 72-in. cuts 8.73 acres. Its 
14-gal. fuel capacity keeps it running. 
Contact Dixie Chopper at 765/246-7737 or 
www.dixiechopper.com I circle no. 268 

Yazoo/Kees 
Mega-Max series large-frame, mid-mount 
zeros. Rugged cutter deck constructed with 
7- and 10-gauge steel. Available in either a 61-
in. or 72-in. deck. Advanced spindle assem-
blies, durable casters, handle extension kit, 
unique blade design, integrated drum brake, 
easy- reach controls, premium suspension seat. 
Contact Yazoo/Kees at 877/368-8873 or 
www.yazookees.com I circle no. 269 

http://www.cubcadetcommercial.com
http://www.dixon-ztr.com
http://www.encoreequipment.com
http://www.exmark.com
http://www.greatdanemowers.com
http://www.selfguidedsystems.com
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http://www.dixiechopper.com
http://www.yazookees.com


[mark owners will strongly recommend [mark to YOU. 

Interesting what you find out when you ask your customers. 
Recent surveys* revealed that Exmark owners will 
stake their reputation on our brand. Now that's a 

measure of success. We look well beyond just 
gaining another MPH of transport speed or 

building a deck with a little thicker steel. 
At Exmark, we believe that ultimate product 

performance is simply the baseline from which 
to build success. To us, it's about being your 
absolute best mowing equipment partner— 

it's about the total experience you get from our 
equipment, our programs, our dealers, our resources 

and our own Customer Care Group. 

We're proud to say that mowing equipment is 
our only focus. And listening to our customers 

to continually evolve and innovate 
the Exmark Experience is what 
drives us, day in and day out 

The next time you see a Pro in your city running 
Exmark, we encourage you to stop and ask 

about their Exmark Experience. It's time you 
expect more from your mowing equipment company. 

* Results based on 2004 Wiese Research Associates survey conducted with landscape professionals. 

9 www.exmark.com 

Best-Selling Brand of M o w i n g [ g n i p m e n t f o r t h e l a n d s c a p e P r n f e s s i n n a l 
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LM Reports 

Gizmow Power Lawn Equip. 
Gizmow's Formula is the first and only 
commercial mid-Z mower with front wheel 
steering. The patent pending system links the 
front wheel angle with the independent rear 
wheel power. Delivers unprecedented hillside 
control without crabbing or sliding. Mow closer 
to walls and fences, tighter around trees and 
plantings, and faster over rough and uneven 
terrain. Intuitive control system literally 
eliminates turf tear. 
Contact Gizmow at 866/463-2628 or 
www.gizmow.com I circle no. 282 

Walker 
The Walker Riding Mower is one of the most 
compact zero-turn radius mowers available. 

Size and maneuverability fit the work of 
mid-size walk-behind mowers with the 
increased productivity of a rider. Seven 
tractor models are offered from 13-26 
hp with gas or diesel engines, and 

eleven mower deck sizes range from 36-
74 in. with grass collection, side discharge or 
mulching capability. All decks tilt up to 90 de-
grees for easy maintenance and compact stor-
age. Model MT is powered by a Kohler 26-hp 
electronic fuel injection engine option. 
Contact Walker at 800/279-8537 or 
www.walkermowers.com I circle no. 279 

John Deere 
The 997 Diesel Z-Trak is the newest member of 
the Deere zero family. Designed for heavy-duty 
commercial use. Powered by a 31-hp, 3-cylin-
der, liquid-cooled Yanmar engine. Choose a 60-

continued from page 66 

Gravely 
Gravely's 44Z zero-turn with 44-in. cutting 
width and a 17-hp Kawasaki twin engine. 
Seven gauge cutting deck with quarter-inch 
spindle reinforcement, maintenance free spin-
dles, and Hydrogear commercial pumps and 
wheel motors. Unit covered by two-year manu-
facturer's warranty, operates at 9 mph forward 
speed and has a 7-gal. fuel capacity. 
Contact Gravely at 800/472-8359 or 
www.gravely.com I circle no. 275 

Jungle Jim 
The Spitfire 52 hands-free, foot-controlled zero 
comes with three-bladed decks on 52-in. or 61 -
in. models. Comes with 23- or 25-hp twin Kohler 
or Kawasaki electric-start engines. Dual fuel tanks 
have 14-gal. capacity. Travels 11 mph forward. 
Contact Jungle Jim at 888/844-5467 or 
www.junglejimsap.com I circle no. 276 

Kubota 
The ZD-Pro Deck matches with the ZD21 and 
ZD28 mowers. The 7-gauge steel deck offers 
excellent cutting performance in all grass vari-
eties and conditions. The shaft-driven, low-
noise ZD Pro Deck available in a 60- or 72-in. 
width. Cutting height can be adjusted from 
one to five inches in half-inch increments. 
Contact Kubota at 888/458-2682 or 
www.kubota.com I circle no. 277 

Husqvarna 
Tunnel Ram decks for performance on heavy 
cutting properties. Available for the intermedi-
ate zero-turns, full-frame zero-turns or broad-
area zero-turn riders, they feature triple-rolled 
edges and 7-gauge tunnel/side skirts. 
Contact Husqvarna at 800/487-5962 or 
www.husqvarna.com I circle no. 278 

or 72-in. side-discharge deck or 60-in. rear-dis-
charger. Standard heavy-duty canister air filter 
system, hydraulic PTO clutch, 12-gal. fuel tank. 
Contact John Deere at 800/537-8233 or 
www.johndeere.com I circle no. 280 

B&H Manufacturing 
The Schweiss mid-mount zero-turn comes with 
50-, 60- or 72-in. decks. Units are powered by 
25-hp Kohler Command engine. All decks offer 
high blade clearance, assuring that clippings 
are easily ejected. The 11 -gal. tank keeps 
mower going all day. 
Contact B&H at 800/240-3288 or 
www.bhmfg.com / circle no. 281 

Rich Manufacturing 
Versatile Rich mower converts zero from a rider 
to a walker. With either the 17 V-Twin 
Kawasaki or V-twin Kohler engine with 12-volt 
electric-start. Attachments include snow blade, 
aerator, dethatcher. 
Contact Rich at 765/436-2744 or 
www.convertiblemower.com I circle no. 283 

Woods 
The F-Series Mow'n Machines (F21D, F23, F25, 
F25L) come with a 21 -hp Kubota liquid cooled 
diesel engine, a 23-hp Briggs & Stratton gasoline 
engine, a 25-hp Kohler gasoline engine, or a 25-
hp Kubota liquid cooled gasoline engine. These 
finish mowers have a variety of optional attach-
ments from snow throwers to dozer blades and 
cutting decks in a range of sizes, making them 
ideal all weather, multi-purpose tools. 
Contact Woods at 866/869-6637 or 
www.woodsonline.com I circle no. 284 

continued on page 70 
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60-day 
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guarantee! 

version 

PRO Landscape 
The Standard In Landscape Design Saftware! 

drafix software inc. 
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continued from page 68 
Snapper 
Snapper Pro FastBack product line offers com-
mercial cutters a mid-priced zero-turn. Choose 
among six models — four with twin stick con-
trol and two with joystick control. The twin 
stick FastBack is available with a 19-, 21-, or 
25-hp Kawasaki OHV V-twin engine or a 27-hp 
Kohler OHV V-twin. Joystick model offers either 
a 23- or 25-hp Kohler V-twin OHV engine. 
They come with a 48-, 52- or 61 -in. seven-
gauge steel welded mower deck, steel stabilizer 
bars and anti-scalp rollers. 
Contact Snapper at 888/762-7737 or 
www.snapper.com I circle no. 285 

Hustler 
Hustler Super D Diesel is powered by a Cat 
3013C engine and has the only hydraulic drive 
in its class. Features 60- or 72-in. side-discharge 
decks. Free-floating mower uses 3 blades with 

center blade to the front. Has folding, 2-post 
ROPS and stabilizer rollers at the rear of unit. 
Contact Hustler at 800/395-4757 or 
www.excelhustler.com I circle no. 286 

Scag 
Turf Tiger has low center-of-gravity, maximum 
maneuverability and positive traction on all 
kinds of terrain. Its quick ground speed (10.5 
mph on smaller models, 12 mph on models 
29 hp and larger!) and 10 gal. fuel capacity 
get work done fast. Double tube frame and 
tough drive shaft system ensure reliable serv-
ice. Specially designed 52-, 61- or 72-in. Ad-

vantage deck insures maxi-
mum airflow for a faster cut 
and no double cutting, even 
in tall, tough weeds. Engine 
choices range from 23- to 
35-hp. 
Contact Scag at 920/387-0100 

or www.scag.com I circle no. 287 

Toro 
Z Master Z500 series mid-mounts available 
with engine options including 20-, 23-, 27-, 
28-hp Kohler; 25- and 27-hp liquid-cooled 
Kawasaki. Seven-gauge steel Turbo Force 
decks in 52-, 60- and 72-in. widths. Ad-
justable discharge baffle allows on-site fine 
tuning to match mowing conditions. Rubber 
discharge chute provides exceptional disper-
sion, resists damage. 
Contact Toro at 612/888-8801 or 
www.toro.com I circle no. 288 

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. 

(( 71 /f ixed-nse developments with heavily traveled public spaces would be 
± rl wise to engage an ASIC Professional Member. They make the critical 

difference in developing sustainable and innovative water management solutions. 
I don t know who else could design an environmentally friendly bio-swales 
drainage network for a 1,000-car parking lot like the one we designed for the 
nations second largest train station. " 

ANDY SCOn 
Executive Director • Union Station Assistance Corporation 

111 E.Wacker 18th Floor 
Chicago. IL 60601 

312.372.7090 
Fax: 312.372.6160 

www.ASIC.org 

Smart- ? Mftr.^li 

http://www.snapper.com
http://www.excelhustler.com
http://www.scag.com
http://www.toro.com
http://www.ASIC.org
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Race in to your local dealer and check out 
the turf equipment that blows away the competition! 

HUSTLER 
Turf Equipment 
1 - 8 0 0 - 3 9 5 - 4 7 5 7 

"HETTY 
Official supplier of Grounds Maintenance 

Equipment to Petty Enterprises 

V I C T O R Y 
J U N C T I O N 

G A N G 
Founded for kids in honor of Adam Petty. 

Official Corporate Partner with 
Victor) Junction Gang 

W W W . H U S T L E R T U R F E q i U I P M E N T . C a M 

http://WWW.HUSTLERTURFEqiUIPMENT.CaM


Property at a glance 
Location: Dallas, TX 
Grounds Supervisor: Brian Gerberich 
Category: Urban University Grounds 
Total budget: $83,500 
Year site built: 1924 
Acres of turf: 4.5 
Acres of woody ornamentals: 1.8 
Acres of display beds: .1 
Total paved area: 6 acres 
Total man-hours/week: 120 

Maintenance challenges 
• Urban environment 
• Alkaline Texas clay requires soil 
amendments 
• Working around student 
pedestrian traffic 

Project checklist 
Completed in last two years: 
• Planting of 37 new trees 
• Design and installation of terraced 
bed with two stone walls 
• Design and installation of new 
landscape in front of 90-year-old 
campus building 

Three full-time staff 

Dallas Theological 
Seminary 
2004 PGMS Grand Award Winner for Urban University 

S tealing is wrong no matter where 
it takes place. But the criminals 

I who have made off with more 
than 40 shrubs over the last two 

years at Dallas Theological Seminary must 
have a particularly heavy conscience. After 
all, this is a place that has the mis-
sion of "preparing Godly servant-
leaders." 

Theft is just one challenge 
that Director of Maintenance 
Operations Brian Gerberich and 
his small but resourceful crew 
have to deal with. The highly 
alkaline Texas clay requires the 
addition of soil amendments, and 
working around thousands of students is 
never easy. Events like commencement and 
Spring-Fling that feature a Texas-style bar-
becue, petting zoo and other activities and 
games are fun for the guests, but provide 
additional work by the grounds staff before 
and after. 

Located just 1.5 miles east of down-
town Dallas, the Seminary counters its 
urban environment with 4.5 acres of 

Editors' note: Landscape Management is the exclusive sponsor of the Green Star Profes-
sional Grounds Management Awards for outstanding management of residential, com-
mercial and institutional landscapes. The 2005 winners will be named at the annual 
meeting of the Professional Grounds Management Society in November. For more 
information on the 2004 awards, contact PGMS at: 720 Light St. • Baltimore, MD 21230 

• Phone: 410/223-2861. Web site: 

VQWS 

Brian Gerberich (inset) and his three staff 
members keep 4.5 acres of turf lush and green. 

bermuda and St. Augustine grasses, as well 
as two acres of ornamental and seasonal 
color and half an acre of Asian jasmine, 
mondo grass and liriope groundcover. The 
highlight of the campus is the more than 
325 trees representing 35 different species, 
including 37 specimens planted within the 
last two years by Gerberich and his crew. 

"The trees and the grounds provide an 
important part of the initial impression our 
guests from across the country and around 
the world receive of Dallas Theological 
Seminary," says Gerberich. 



More than 375 trees and 1.8 acres of 
woody ornamentals dot the campus, 
requiring 120 man-hours per week. 

With a budget of $85,500, 
the grounds crew provides 
students of the Dallas Theo-
logical Seminary with beauti-
ful places to study and relax. 



T R A D E 

Spray away 
Hunter Industries introduces Pro-Spray Fixed 

Pattern Nozzles, a new collection of spray nozzles 
available in the most popular arc patterns. These nozzles feature the 

popular female-threaded design for compatibility across most brands. Five different radius 
ranges (8,10,12,15 and 17 ft.) are available, each including a radius adjustment screw for 
fine tuning and Hunter's improved system of color coding for quick and easy radius identifi-
cation. The spray patterns of the nozzles feature precise edges, the result of a consistent 
trajectory from all sides that assures uniform coverage across the entire pattern. 
For more information contact Hunter Industries at 760/744-5240 or 

vw.hunterindust >s com I circle no. 251 

T O O L S OF THE 

Short and sweet 
Shindaiwa's new AHS2510 short-shaft articu-
lated hedge trimmer is equipped with a fuel 
efficient, high-torque 1.1-hp engine and has an 
overall length of 65 in. for trimming low 
hedges, brush and groundcover. It employs an 
articulating gear case that rotates 130 degrees 
and has nine cutting positions. Shindaiwa 
StaySharp chrome-plated blades cut with more 
precision and stay sharp longer. Powered by C4 
Technology, the AHS2510 combines the best of 
both worlds: the lightweight, high-torque, 
multi-position characteristics and great throttle 
response of the 2-cyde, and the low noise, 
improved fuel economy and reduced exhaust 
gas emissions of a 4-cyde. 
For more information contact Shindaiwa at 
800/521-7733 or www.shindaiwa.com I 
circle no. 250 

Like a rock 
Rock Jaw is a steel attachment that allows 
landscape contractors to move and place rocks 
with unparalleled precision. It chains onto any 
heavy equipment with lifting capacity (loader, 

backhoe, tractor) and clamps onto a rock of 
up to 4,500 lbs. Installation usually takes less 
than 20 seconds. It has double rows of ridged 
"teeth" that hold the rock as it's lifted and 

continued on page 77 
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BUSINESS SOFTWARE -

Lawn Care * Landscaping 
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CPIEQUIPMENT.COM 
800.476.9673 
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Scheduling 
Estimating 
Routing 
Contracts 
Invoicing 
Income Reports 
Accounts Receivable 
Chemical Application 
Reports 
Late Statements 
10,000 Customers 
Mailing Labels 
Your Logo on Bills 
Archive & Backup 
Time & Materials 
Track Expenses 

Taxes Collected Report 
Pesticide/Herbicide 
Tracking Reporting 
Expenses/Costs 

...plus much more! 

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


Get Tbgether in the Garden State 
New Jersey 
LANDSCAPE 

'« i 

i , 

NEW JERSEY LANDSCAPE 
CONTRACTORS ASSOCIATION 

Thursday 
March 3, 2005 

8:30 AM -
4:30 PM 

Trade Show 
& Conference 

MEADOWLANDS 
EXPOSITION CENTER 
Se<au<us, NJ 07094 

$20 pre-reg. before Feb. 23 • $30 day of show 

630 Valley Court, Township of Washington, NJ 07676 
RUTGERS 
COOPERATIVE 
EXTENSION 
NEW JERSEY AÊRJCI UXRAL EXPERIMENT STATION 

201-664-6310 • Fax: 201-664-7014 
www.njlca.org NTLCA 

pride in profess ional ism 

http://www.njlca.org


Where Can Landscape Business Owners, 
Managers & Their Employees Find 
Convenient Affordable Training? 

www.greenindustryhub.com! 
5 FREE Courses 
Available Now! 

Full-Site 
Subscriptions 
at Low Prices! 

GREEN 
INDUSTRY 

HUB 
Powered by 

rez master. com 
Get busy. 

Brought to you by 

Landscape ALCA 
M A N A G E M E N T * Ä S S S S S i X S S . 

Business Management, Personal 
' r F Development & Workplace Compliance 
Courses Available Now to Premium Subscribers 

New Green Industry Courses Debut each month 

Premium 
Subscription 
Category 

Annual 
Subscription 
Price 

Price Per 
User 

Price Per 
Month for 
Each User 

ALCA/PLCAA 
Member -
Single Seat 

$195.00 $195.00 $16 .25 

ALCA/PLCAA 
Member - Block 
of 5 Users 

$545.00 $109.00 $ 9.08 

ALCA/PLCAA Each 
Additional User -
6-24 Users* 

$109.00* $109 .00 $ 9.08* 

Non-ALCA/PLCAA 
Member -
Single Seat 

$295.00 $295 .00 $24.58 

Non-Member 
Block of 5 Users 

$695.00 $139 .00 $11.58 

Non-Member 
Each Additional 
User-
6-24 Users* 

$139.00* $139.00 $11.58* 

Deep discounts for large groups (25+ users) a re avai lable 
by contact ing Miche l le O d d o at 800-745-7219 x147. 

SIGN UP TODAY for Immediate Access at: 
www.greenindustryhub.com or call 877-745-2745! 

http://www.greenindustryhub.com
http://www.greenindustryhub.com
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continued from page 74 
moved, and it opens to a width of 
52 in. Rock Jaw also lets installers 
rotate rocks 360 degrees to pres-
ent their best face. 
For more information contact Rock 
Jaw at 800/314-5582 or www. 
rockjaw.com I circle no. 252 

Wheelin' and dealin' 
Yanmar's model V4A-5 compact 
wheel loader, rated at 7,376 lbs. 
operating weight, offers class 
leading lift capacities of 4,134 lbs. 
(full lift) and 6,945 lbs. (low lift) 
with smooth hydraulic perform-
ance. This versatile unit is pow-
ered by a Yanmar TNV series 
diesel engine rated at 36.5 hp and 
is fully emission compliant. Single 
lever operation features "auto-lev-
eler" which places the bucket 
level on the ground. Two-mode 
control allows the operator to se-
lect fully automatic shifting or a 
fixed speed mode for low travel 
speed operation in restricted 
areas. Rear axle oscillation trav-
erses and delivers smooth power 
over uneven ground while reduc-
ing operator fatigue. 
For more information contact 
Yanmar at 847/541-1900 or 
www.yanmar.com I 
circle no. 253 

Surging ahead 
PBI/Gordon Corp. has received EPA 
acceptance for a new water-based 

broadleaf herbicide formulation 
containing the active ingredient 
sulfentrazone. Called Surge, it will 
be marketed under Gordon's Pro-
Form brand with a new blue 
checked flag label. Visual results 
appear in 24 to 48 hours, and 
dead weeds in about two weeks. 
The company also claims that 
Surge is particularly good in warm 
weather and excels in control of 
summer weeds such as spurge, 
knotweed, oxalis and dandelion. 
The new formulation is designed 
for use on residential and com-
mercial turf. Adding phenoxy 
actives with dicamba broadens 
the weed control spectrum and 

adds systemic activity to the con-
tact activity of sulfentrazone for 
multiple modes of action. 

For more information contact 
PBI/Gordon at 800/821-7925 or 
www.surge.pbigordon.com I 
circle no. 254 

the ultimate Class IVA/ pickup. This 
vehicle has an 8-ft. steel dually 
pickup box and tailgate featuring 
custom composite side panels and 
protective Rhino interior lining. This 
design is also ideal for MTE's Ko-
diak/Tbpkick Extended Cab and 
Crew Cab. What makes this truck 
unique is the combination of the 
powertrain, which consists of a Du-
ramax diesel engine or an optional 
8.1 gas engine with an Allison 
transmission. 
For more information contact 
Monroe Truck Equipment at 
888/878-8777 or www.mon-
roetruck.com I circle no. 256 

Water savings wonder 
Valvette Systems Corp., manufac-
turer of the LittleValve line of 
sprinkler parts and fittings, 
announces that recent testing 
showed water savings of 7% up 
to 47% are achieved when using 
just a 15-ft. nozzle in conjunction 
with LittleValve parts. Because 
LittleValves are immune to high 
pressures, the company can pub-
lish its testing results and precipi-
tation rates at both 30 and 55 psi. 
Because they override pressures 
from 140 psi up to 165 psi, they 
don't need pressure-compensat-
ing screens, PCDs, in-stem pres-

Brush it off 
The Sisis Flexibrush is designed for 
fast, effective brushing on large 
areas of natural or synthetic turf. 
There are six sets of independently 
floating "V" section brushes, 
divided into three sections which 
also float. This allows the brush to 
follow ground contours and 
enables a better dispersal of top-
dressing materials. The two outer 
sections fold for transport and 
storage. Stands are also supplied 
for storage. 
For more information contact Sisis 
at 864/843-5972 or www.sisis. 
com I circle no. 255 

Keep on truckin' • 
Monroe Truck Equipment 
announces the newly created 
Chevrolet Kodiak-GMC Topkick 
pickup truck. To develop this special 
version of the C4500/C5500, MTE 
worked with GM to give customers 

U.S. LAWNS 
* 

NO ONE K N O W S ! « 
LMH0SCAPE MJUñTJHMNCE 

ÜU JTTRY LIKE WE DO. f 

Planning to start « landscape maintenance company? 
Already In ttoe landscape maintenance indostry? 
Then let U.S. Lawn show you how to start or 
convert your business and grow with the leader 
in the commercial landscape maintenance industry. 

Qui* l o r Ideals, Trust Quality Service Value 
along with I "No Job is Too Big OP TOO Small" philosophy, 
make U. S. Lawns a "cut above" the rest. 
• Superior Financial Management 
»Low Capital Investment 
»Financial Assistance 
»Protected Territories 

• Ongoing Support 
» Corporate Purchasing Power 
• Sales & Marketing Guidance 

Ti tied lit nn abut as aid tla ippertnlty I.S. lawns 
en oftar yn, caatact: 
U . S . L a w n s 
4407 Vineland Road • Suite D-15 • Orlando, FL 32811 
Toll Free: 1 -800-USLAWNS • Phone: (407) 246-1630 
Fax: (407) 246-1623 • Email: sales@uslawns.net 
Website: www.uslawns.com US. LAWNS 

Circle 149 

http://www.yanmar.com
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mailto:sales@uslawns.net
http://www.uslawns.com
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sure regulation, or in-line pressure regulators at 
the beginning of the system. The substantial 
savings in water is due to an increase from 
30% to 80% in higher uniformity rates over 
standard nozzles. 
For more information contact 
Valvette Systems at 866/200-8590 
or www.valvettesystems.com I 
circle no. 257 

Root for these rotors • 
Toro introduces the TR Series of 
rotors to give irrigation contractors 
the flexibility and watering preci-
sion for varying landscape applica-
tions. The rotors cover a 25- to 
77-ft. area, include easy adjust-
ment, Smart Arc and slip clutch to 
protect against vandalism and 5-
in. pop-up to clear tall grasses. 

The TR50 easily adjusts from 30 to 360 degrees 
and covers a 30- to 50-ft. radius. In full-circle 
mode, it rotates in only one direction to avoid 
the risk of spray overlap when reversing. The 
TR50XT offers Toro's X-Flow shutoff device and 
TruJectory adjustment, which enables the ad-
justment of spray anywhere from 5 to 25 de-
grees to correct for trees, fight the wind or 
water slopes — without changing out nozzles. 
For more information contact Toro at 800/664-
4740 or www.toro.com I circle no. 258 

Simplified skid-steer 
New Holland introduces two new skid-steer 
loaders, the LS185.B and LS190.B, rated at 
2,500 and 2,800 lbs. operating capacity. The 
new models feature a new, simplified power 
train design, are Tier II certified and incorporate 
features for increased productivity and perform-
ance. At 78 gross hp, the LS185.B represents an 

addition to the line, fitting between the LS180 
and LS190.B. With the vertical lift linkage of 
SuperBoom, the higher the load is lifted, the 
farther forward the load can be placed, provid-
ing excellent reach at maximum dump height. A 
new cab enclosure option with optional air con-
ditioning is available. Additional features include 
spring-applied hydraulic released brakes and a 
new digital overhead instrument panel. 
For more information contact New Holland at 
888/290-7377 or www.newhqlland.com I 
circle no. 259 

Blue Space 
Saver unit 

available from 
Contree Sprayer 

and Equipment Company, LLC 

BLUE SPACE SAVER UNIT SPECIAL FEATURES: 
• 200 Gal Poly Tank w/ Jet Agitation, tank has no fittings or 

holes in the bottom - No chance of leaks or spills (optional 
bottom drain) 

• CDS John Blue Diaphragm Pump, 9.5 gpm max. 580 psi max 
w/ Gear Reduction to mount directly to the engine 

• Cox Hose Reel w/ Hose swivel between handgun and 
handgun hose prevents kinking - Gear Drive (No chain to 
wear out or keep aligned) 

• Suction Strainer w/ 40 Mesh Screen and Clear Bowl 
• 0 to 500 psi Liquid-filled Gauge & pressure control system 
• 300 ft of 3/8 ft Handgun Hose w/ 600 psi working pressure 
• Robin Subaru 6.0 hp engine EX Series, Oil Alert, 

Soft Tone Muffler, Easy Start, Extreme power 
• Spraying systems Lawn Gun w/ 1.5 gpm nozzle 
• 11 gauge Steel Welded Frame w/ built-in Fork Lift Mounts 

for ease of removal from vehicle Special 
Winter Price! Unit tested & ready to be used 

Contree Sprayer 
and Equipment Company, LLC 
W9898 Jackson Rd 
Beaver Dam, Wl 53916 

«2,599 
For orders received by 2-28-05 

800 -433 -3579 • 920 -356 -0121 
Fax: 920-365-0228 Email: contree@powerweb.net 

Custom Units - Many Options - Just Ask! 
Circle 138 

Lely USA, Inc. 
Industrial Broadcast Spreaders 

1-888-245-4684 
website:www.lelyusa.com 

Visit us at the Golf Industry Show 
- Booth #1635 

Circle 105 
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The Turf & Ornamental Communicators Association (TOCA) helps put you in contact 

with those in the industry you need to know. With TOCA, it's about fostering an 

open exchange of information regarding communications issues in our industry. Most 

importantly, it's about building relationships with the leading communicators. Editors, 

writers, publishers, photographers, advertising professionals, industry leaders, and 

others. So that we're all connected. And all in the know. 

For more information about TOCA, contact 

Den Gardner, Executive Director, at 1-952-758-6340 or 

tocaassociation@aol.com 

www.toca.org 

©2004 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. 

mailto:tocaassociation@aol.com
http://www.toca.org


To help landscape foremen, 
supervisors and account 

managers adapt their skills 
and mindset toward shared 

future success with your 
company. These sessions 
transform the "employee 

mentality" into a 
"partnership mentality", 

helping the individual and 
company maximize future 

opportunities! 

Leaders Wil l Receive 
• Career path direction and development 

• Increased ability to communicate as leaders 

• Expanded business knowledge through a 
growing awareness of customers, employees 
and financial 

• The tools needed for a commitment to 
personal growth 

• Regular scheduled teleconferences 

L?] JP Horizons 
W A I N C O R P O R A T E D 

The nation's leading experts in landscape 
professional development. Providing People 
Solutions That drive business performance! 

' PEOPLE > 
, SOLUTIONS y 

byJP Horizons, Inc. 

Sponsored by 

(fijHusqvarna 
Supported by Landscape 

II 

leaders! 
lùiRar.tnersB 
•TUTU rie! 

Companies Wil l Receive 
• Solid vision-oriented leaders that will own their 

own performance 

• Leaders that will coach and help elevate employees 
on your team 

• Increased loyalty, engagement and commitment 

• We're so sure of the loyalty that will 
be created -
ask about our 100% money 
back guarantee. 

Circle 150 

REGISTER TODAY FOR LEADERSHIP JAM 2005! 
Call toll free 877-JPH-JAMS or go to 

www.jphorizons.com 
Phoenix, AZ - January 27-28 • Atlanta, GA - February 24-25 

Boston, MA - February 28 - March l • Columbus, OH - March 10-11 

http://www.jphorizons.com
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Dow Agrosciences I p13,15,17 
800/255-3716 
www.dow.com 

Drafix I p69 
Circle #133 
800/231-8574 
www.drafix.com 

Exmark Mfg I p67 
Circle #132 
402/223-6300 
www.exmark.com 

Ferris Ind Inc I p3, 85 
Circle #147,142 
800/933-6175 
www. ferrisindustries. com 

Frog Lights LLC I p18 
Circle #110 
888/544-9122 

G M C Truck / p7 
800/462-8782 
www.gmc.com 

Grasshopper Co I p55, 78 
Circle # 126,139 
620/345-8621 
www. grasshoppermower. com 

Hustler Turf Equip I p28, 71 
Circle #116,134 
800/395-4757 
www. excel hustler, com 

J R C O Inc I p86 
Circle #146 
800/966-8442 
www.jrcoinc.com 

FYI 
E D I T O R I A L I N D E X 

http://www.asic.org
http://www.adkad.com
http://www.alocet.com
http://www.ariens.com
http://www.bayer.com
http://www.bobcat.com
http://www.clip.com
http://www.dow.com
http://www.drafix.com
http://www.exmark.com
http://www.gmc.com
http://www.jrcoinc.com


J P Horizons / p80 
Circle #150 
440/352-8211 
www.jphorizons. com 

John Deere Const I cv4 
Circle # 103,114 
800/333-7357 
www.deere.com 

John Deere and Co. / p5 
Circle # 104 
309/765-8000 
www.deere.com 

Kubota Tractor Corp I p59 
Circle #129 
888/458-2682 
www.kubota.com 

L T Rich Prod Inc/p28 
Circle #115 
765/482-2040 
www.z-spray.com 

Lebanon Turf Prods I p8, 29, 61 
Circle # 107,117,130 
800/233-0628 
www.lebturf.com 

Lely Corp / p6 
Circle #105 
641/621-7896 
www.lelyusa.com 

Masco Sweepers/ p85 
Circle # 141 
800/345-1246 
www. mascosweepers. com 

New Jersey Landscape I p75 
201/703-3600 
www.njlca.org 

Novozymes Biological I p56 
Circle # 127 
530/757-8100 
www. novozymes. com 

Profile Products/ p47 
Circle #123 
800/366-1180 
www.profileproducts. com 

R N D Signs p85 
Circle # 143 
800/328-4009 
www.rdsigns.co.uk 

Rain Bird Sales Ine I p39 
Circle #119 
520/741-6100 
www.rainbird.com 

Spraying Systems Ine/ p57 
Circle #128 
706/769-0025 
www. maxcharge. com 

Symbiot Business/ p41 
Circle # 120 
866/223-9049 
www.symbiot.biz 

Syngenta TOCA I p79 
800/759-4500 
www.syngenta.com 

Toro Co I p31 
Circle #118 
800/348-2424 
www.toro.com 

Turfco Mfg Ine I p53 
Circle #125 
800/679-8201 
www.turfco.com 

U S Lawns/ p77 
Circle # 149 
407/246-1630 
www.uslawns.com 

Walker I p63 
Circle #131 
800/279-8537 
www. walkermowers. com 

Wilkins Operation Zurn / p25 
Circle #113 
805/238-7100 

ZorockI p86 
Circle #145 
866/496-7625 
www.zorock.biz 

The ad index is provided as an 
additional service. The publisher 
does not assume any liability for 
errors or omissions. 

January 
17-20 Turfgrass Industry Expo I 
Winston-Salem, NC; 910/695-
1333; www.ncturfgrass.org 

19-21 Mid-America 
Horticultural Trade Show I 
Chicago, IL; 847/526-2010; 
www.midam.org 

20-21 WALP Winter Break 
Conference / Redmond, WA; 
www.walp.org 

23-26 U.S. Composting Annual 
Conference & Trade Show I 
San Antonio, TX; 631/737-4931; 
www.compostingcouncil.org 

26-28 WinterGreen 
Horticultural Conference I 
Athens, GA; 888/438-4442; 
www.ggia.org 

27 Northeastern Pennsylvania 
Turf Conference I Wilkes-Barre, 
PA; 814/355-1912 

31 Mid-Atlantic Horticulture 
Short Course I Virginia Beach, 
VA; 757/523-4734 

February 
1 2005 Turfgrass Advocacy — 
NYSTA's Lobby Day I Albany, NY; 
Sponsored by the New York State 
Turfgrass Association; 800/873-
8873 

1-2 Tennessee Grounds 
Management Short Course and 
Trade Show I Knoxville, TN; 
865/215-2340 

9-12 Low Voltage Lighting 
Conference I Scottsdale, AZ; 
888/845-8542; www.lvlia.com 

16 15th Annual Nevada 
Landscape Association 
Trade Show & Conference I 
Reno, NV; 800/645-9794; 
www.nevadanla.com 

16-18 Middle Atlantic 
Hardscaping Trade Show / 
Atlantic City, NJ; 800/444-3679; 
www.ephenry.com 

22-23 Connecticut Grounds 
Keepers Association Turf 
Conference & Trade Show I 
Hartford, CT; 203/699-9912 

22-24 Hardscape Expo 8t 
Conference I St. Charles, IL; 
847/277-0244; www.hard-
scapeexpo.com 

28 Southeast Regional 
Conference I Tarrytown, NY; 
Sponsored by the New York 
State Turfgrass Association; 
800/873-8873 

28-3 Western Pennsylvania 
Turf Conference I Monroeville, 
PA; 814/355-1912 

March 
1-3 Western Pennsylvania 
Turfgrass Conference 8t Trade 
Show I Monroeville, PA; 814/238-
2402; www.paturf.org 

2-3 Michigan Green Industry 
Trade Show I Novi, Ml; 
248/646-4992 

2-5 ANLA 2005 Management 
Clinic I Louisville, KY; 202/789-
2900; www.anla.org 

3 New Jersey Landscape 2005 I 
Secaucus, NJ; 201/664-6310; 
www.njlca.org 

http://www.jphorizons
http://www.deere.com
http://www.deere.com
http://www.kubota.com
http://www.z-spray.com
http://www.lebturf.com
http://www.lelyusa.com
http://www.njlca.org
http://www.profileproducts
http://www.rdsigns.co.uk
http://www.rainbird.com
http://www.symbiot.biz
http://www.syngenta.com
http://www.toro.com
http://www.turfco.com
http://www.uslawns.com
http://www.zorock.biz
http://www.ncturfgrass.org
http://www.midam.org
http://www.walp.org
http://www.compostingcouncil.org
http://www.ggia.org
http://www.lvlia.com
http://www.nevadanla.com
http://www.ephenry.com
http://www.paturf.org
http://www.anla.org
http://www.njlca.org


Ariens 
ST8526 LE 
Deluxe 
Sno-Thro1 

# 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 

Circle 140 

Circle 141 

Smarter By The Yard" 

Let Us Help You 
PROMOTE 

Customized Printing 
Programs 
• Select your photography from our 

image collection 
• Customized text and layouts made 

by our talented graphic designers 
• Use our "sample print collection" 

for layout and promotional ideas 
F T 

We're in your neighborhood 

$100.00 OFF 
Promotional 

Call today for a Signs 
F R E E catalog . Promote with up to 4 colors 
& price sheet! . Variety of sizes available 

• Print one or two sides 
• Two different stakes 

Turf Tech Landscaping 

r B i J 

R.N.D. 

Circle 142 

Signs & Printing 
www.rndsigns.com .800-328-4009 

Circle 143 

http://www.ariens.com
http://www.rndsigns.com


Proven Professionals 
Nail It Down WitKXdgePro®. 

NT NO. D378.857 

After every paver is perfectly placed, depend on 
EdgePro Paver Restraint for the finishing touch. 
EdgePro is heavier and more durable, yet is flex-
ible and easy to use. Our extra-strength rigid 
design is great for long straight edges and our flex-
ible design preserves the curves that you create. 
So, what's holding you back? Contact us now 
for more information on the paver restraint known 
as "The Professional Choice." 

EdgePro is made in the USA. 

MANUFACTURERS OF PROFESSIONAL EDGING PRODUCTS 

ß ! ^ 1 - 8 0 0 - E D G E P R O 

www.edgepro.com (1-800-334-3776) d imex@dimexcorp .com 

Circle 144 

Stone is an innovative 
new product, making residential 
and commercial properties more 
vivid everyday. If you are tired of 
the dull and boring look of 
natural stone, try new 
Zorock Decorative Stone. 

1 -866-4-ZOROCK 
www.getzorock.com 

• > » . ^ j • 

rt\/ S tók 
•. i ^ -vnr 

reat Spring clean-up tool 
• Gives lawn a "hand-raked" 

appearance 
• Flexible tines allow zero 

turning 
• 36,46 and 60-inch widths 
• Fits ZT and walk-behind mowers 

Call for dealer 800.966.8442 Www.] 
Circle 146 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

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 
• Create trade show distribution materials 
• Present information at conferences and seminars 

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

article to post on your website. 

ARTICLES 

NEWS ITEMS 

ADVERTISEMENTS 

-andscape 

Design Build 
ADVANSTAR MARKETING SERVICES 
MARCIE NAGY 
1-800-225-4569 ext. 2744 • 440-891-2744 
Fax: 440-891-2740 
Email: mnagy@advanstar.com 

Circle 145 

http://www.edgepro.com
mailto:dimex@dimexcorp.com
http://www.getzorock.com
mailto:mnagy@advanstar.com


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! 

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 classified 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). 

BUSINESS FOR SALE BUSINESS OPPORTUNITIES (CONT'D) 

F o r S a l e b y O w n e r 
6.5 acre retail nursery and landscape company. 
Located in the Memphis TN area, in a very fast 

growing and high-income community, voted one 
of the top ten places to live in the United States. 
Good location. Established 17 years, excellent 
reputation. Experienced staff. Grossing around 
$2,800,000.00, per year, asking $2,500,000.00 

plus inventory. Good cash flow. 
F a x : 9 0 1 - 8 5 3 - 7 0 9 7 

L A N D S C A P E 
C O N S T R U C T I O N C O M P A N Y 

W e l l K s t a b l i s h e d 
2 0 - y e a r L a n d s c a p e C o m p a n y 
B o s t o n , M a s s a c h u s e t t s A r e a . 

Annual volume S3.5-S4.0 million! 
Company breakdown: 
• 75% Construction 
• 10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized 
operation with a meticulous fleet of over 50 

pieces of equipment. Will sell with or without 
the real estate, which has all the necessary 

provisions for repairs and parking. 
NASH & C O M P A N Y 

Contact Mr. Kurt Lawson: 1-508-428-1201 
Fax: 1-508-428-9586 

18 year o ld Es tab l i shed L a n d s c a p i n g a n d Tree Svc 
b u s i n e s s f o r s a l e . G r e a t L o c a t i o n - L o w e r 
W e s t c h e s t e r N e w Y o r k , 5 0 0 k G r o s s . E q u i p m e n t 
and C o m m e r c i a l bu i ld ing w i t h t w o s to res a n d th ree 
apa r tmen ts o n t o p . W / lot. C o n t a c t : 914 .949 .1214 
www. fe l i x t r ee . com, fe l i x se rv i ce@ho tma i l . com 1 /05 

BUSINESS OPPORTUNITIES 

v :U«ne* % WANT TO BUY OR 
/ h SELL A BUSINESS? 

\ Professional Business 
Mary» t Acquwoco Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity. There 

is no cost for this as Consultant's fee is paid by the 
buyer. This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Lan< ' 
Installation all over the U.S. and Canai 

182 Homestead Avenue, Rehoboth, MA 02769 

7 0 8 - 7 4 4 - 6 7 1 5 • Fax 5 0 8 - 2 5 2 - 4 4 4 7 
E-mail pbcmel lo 1 @aol .com 

LAWN PROFESSIONALS — TAKE NOTICE 
Are you earning what you deserve? 

Manuals Available 
Bidding & Contracts $47.95 
Marketing & Advertising 39.95 
Estimating Guide 34.95 
Contracts & Goals 39.95 
De-icing & Snow Removal 39.95 
Selling & Referrals 44.95 
20 Letters for Success 29.95 
Telephone Techniques 24.95 

Templates on CD's 
Service Agreements & More S34.95 
Sen/ice Agreements 
Snow & Ice Removal Forms 
Sample Flyers & Marketing Info 
Employee Policy & Procedures 
Bid Specification & Cover Letter 

Take advantage of our 24 years experience 
and improve your opportunities for success. 

PROFITS UNLIMITED Since 1979 
Call 800-845-0499 • www.profitsareus.com 

S y n t h e t i c B a c k - Y a r d P u t t i n g G r e e n s 
Syntac tic greens are one of the fastest 
growing segments of the $5« Billion a 
year golf industry.*' 

* Huge Profits - Up to 65°/« 
* Year Ròunil Installations 
* Carry N O Inventory 
* Utilize Existing Equ ipment 

' * Buy Manufacturer Oirect 
* M<uiy Kxtftw Sfli I « "llllllll • 

F R E T - R 0 0 - 1 3 4 - 9 0 0 5 
V Í D E O w w w . a l l p r o g r e e n s . c o m 

mm 
mm 

m J l l i ^ we will TRAIN YOU 
to be SUCCESSFUL in 
the Backyard Putting 

ZJIUJJIW'J Green Business 
The Best in Synthetic Golf Facilities 

Call the Putting Green Pros 
Toll Free 877-881-8477 

www.theputtinggreencompany.com 

HURRY! 
If your ad isn't here, call 

Brian Olesinski 
(800) 2 2 5 - 4 5 6 9 x2694 

bolesinski@advanstar .com 

FOR SALE 

I T U R B O T U R F I 
HYDRO SEEDING SYSTEMS 

Put the Dynamics of Classifieds to Work for You! 
TURBO TECHNOLOGIES, INC 

1500 FIRSr AVE., BiAVER fALLS, PA 15010 
1-800-822-3437 www.turbotur1.com 

COVERiTl 
All Weather Shelters 

Instant G a r a g e s 
Sand/Salt B ins 

W o r k s h o p s 
A l l W e a t h e r She l ters 

E q u i p m e n t S t o r a g e 

S h e l t e r s o f N e w E n g l a n d Inc. 

251 W . Holl is St. • Nashua, NH 03060 
800-663-2701 • 603-886-2701 
w w w . s h e l t e r s o f n e w e n g l a n d . c o m 

. Pfcr-• - l i a 

AUTHORIZED 
DEALER 

mailto:bolesinski@advanstar.com
mailto:felixservice@hotmail.com
http://www.profitsareus.com
http://www.allprogreens.com
http://www.theputtinggreencompany.com
mailto:bolesinski@advanstar.com
http://www.turbotur1.com
http://www.sheltersofnewengland.com


FOR SALE (CONT'D) HELP WANTED (CONT'D) 

NO MORE SPILLS... KEEP CHEMICAL ROOMS CLEAN 

Ir 
fuhr Goat ir oat 

Hand-pressunzed precision pumps that handle anything 

USE WITH 
- Herbicides 
- Nutrients 
- Fertilizers 
- Wetting Agents 
• Pesticides 
- Anything !!! 

1866-NewGoat (639 4628) GoatThroat.com | 

CONVERT YOUR TRUCK 
INTO A 4,000 LB. TRUCK! 

DUMP KIT 
Truck retains 
original appearance 

$901 Fits full size Chevrolet, 
Dodge, & Ford models. 

Installs easily on most tmcks. 

Kit comes complete with 12V hydraulic 
pump & reservoir, hydraulic hose, dash-
mounted toggle switch, electric wiring, 
mounting hardware, 4000 lb. scissor 
lift, cylinder, and easy-to-read instructions. 

^ t i l ( n i ? Since 1976 
ORDER ONLINE: 

www.piercesales.com 
1-800-658-6301 

) US Hwy 287 S. • Henrietta. TX 76365 i 
1(940) 630-5643̂ « Fax (940) 638-4382 i 0 * J 

r 25 /car«. Heritage ha« been the low price leader. Any 
Isize available. Visit u» online or call for a price quote. 

H E R I T A G E B U I L D I N G S Y S T E M S ® 
8 0 0 . 6 4 5 . r> r> r> r> 

w w w . h e r i t a g e h u i I <1 ¡ ng s . c o m 

NDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees 
shrubs, plants & more. 1/8" scale. 
Stamp sizes from 1/4" to 1 3/4". 

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

f VISA, MasterCard, or Money Orders 
'local 916-687-7102 s h i p p e d n e x t d a y FREE BR0CHURE 

I TOLL FREE 877-687-7102 AMERICAN STAMP CO. 
I www.americanstampco.com 12290 Rising Road LM4, Wilton, CA 95693 | 

PHYSAN 2 0 . 
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 

HELP WANTED 

Green Search 
Providins professional executive search, human 
resource consultins and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throushout the United States. 

www.greensearch.com 
E-mail: info@greensearch.com 

Toll free: 1.888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 

5 Concourse Parkway. Suite 3000, Atlanta. GA 30328 

F L O R A P E R S O N N E L , INC. 
In our third decade of performing 

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome, 
confidential and always FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch@aol.com 

w w w . f l o r a p e r s o n n e I . c o m 

Design / Build / Maintain. Company located on the 
Isle of Palms, a barrier island of Charleston, South 
Carolina. Looking for a well educated and 
experienced person to work in the upper 
management with high-end residential clientele. 
Horticultural design degree required. Other duties 
include: meeting w/ customers, up selling existing 
customers, auto cad, problem identification/ 
solving, training, and company development. 
ALCA, NSPI, Geniuses 3, Kinman Assoc., or state 
certification a plus. Fax Resume to 843-886-4918 
or email jparker815@aol.com 1 /05 

50 year-old decorative concrete company seeks 
project managers with crew management 
experience who understand plans and specs and 
are computer literate for multiple national projects. 
Concrete experience preferred. 75% of time will be 
travel. Excellent pay and benefits. Pay DOE. Email 
resume to jobs@coloradohardscapes.com 1/05 

JOBS IN HORTICULTURE, INC. 
www.hortjobs.com 

Phone: 1-800-428-2474 
Fax: 1-800-884-5198 

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 

S A N D I E G O , C A L I F O R N I A 
CAREER OPPORTUNITIES 

IN LANDSCAPE MANAGEMENT 
Commercial Installation & Maintenance 

HIRING 
• Irrigation Technicians • Crew Leaders 
•Supervisors »Account Managers 
• Branch Managers • Project Managers 

CONTACT 
Fax 858-513-7191 
e-mail: craigm@benchmarklandscape.com 
www.benchmarklandscape.com 
I t o H <• H H K i r k 

Landscape. Inc. 
'Setting tA¿ Sbutdand 

G O T H I C L A N D S C A P E , I N C . 
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: estimsonfa gothiclandscape.com 
Ph: 661-257-1266 x204 • Fax: 661-257-7749 

Classified Advertising GETS RESULTS! 
Generate sales leads, maintain market presence, conduct market testing, promote existing lines, introduce new 
products and services, or recruit the best - bottom-line, classifieds offer you an excellent return on investment! 

Call Brian Olesinski today for details: 1-800-225-4569, Ext 2694 • Email: bolesinski@advanstar.com 
mt! 

I 
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HELP WANTED (CONT'D) SOFTWARE (CONT'D) 

-TRUGREEN LandCarcH 
Seeking Highly Qualified Landscape Professionals 

We're Expanding Our Operations in 2005! 
Excellent Management Opportunities 

throughout the East Coast 
REGIONAL MANAGER 

BRANCH MANAGERS (VA, MD, PA, NJ) 
INSTALL/MAI NT MGRS (VA, MD, PA, 

SALES REPRESENTATIVES (MD, VA) 
MANAGER TRAINEES (MD, VA, DE, PA, NJ) 
Excellent compensation, bonuses and incentives, 

company vehicle, complete benefits package 
and much more! 

E-mail Ron Anduray@landcare.com 
Or fax resume to 301-924-7782 

s1** 
H f 

Labor Consultants 
I N T E R N A T I O N A L 

(LCI) 

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 

••• Landscaping ••• 
NISH is a national nonprofit organization that 

assists community-based programs that employ 
people with severe disabilities by helping them 

to obtain government contracts. NISH staff 
members identify federal government 

opportunities and match them with these 
rehabilitation programs. 

Program Manager Grounds 
A Landscape Services 

Responsibilities include technical training, cost 
analysis, marketing, quality assurance, 

managing data, creating a technical library and 
developing program partnerships. 

Requires a Bachelor degree (or the equivalent) 
and 8+ years of grounds and landscaping indus-

try experience—including 5+ years working 
with federal government contracts. A proven 
history of estimating and pricing grounds and 
landscaping contracts, proficiency with MS 

Office and strong communication skills are a must 
We offer an attractive salary and benefits 
package. To apply, submit both a resume 

and a NISH application 
(found at www.nish.org) and email to 

NISH138@nish.org or fax to 703-204-0236. 

Equal Employment Opportunity Employer, M/F/V/D 

WHEAT'S LAWN AND CUSTOM LANDSCAPE. A 
premiere residential landscape firm in Northern 
Virginia since 1978 has positions available for sales 
and managers. Interested candidates should have 
strong leadership skills, industry knowledge and a 
desire to make a difference. Wheat's offers: health 
insurance, advancement opportunities, 401 (k) 
and profit sharing, competitive salary, and a 
great work environment. For consideration, please 
mail, fax or email your resume to: 8620 Park St., 
Vienna, VA 22180 Fax: 703-641-4792. Email: 
wheats@wheats.com www.wheats.com 12/05 

SERVICES 

JOB OPPORTUNITIES: A PRIME OPPORTUNITY 
FOR LANDSCAPE PROFESSIONALS. M&M 
Professional Landscaping is a rapidly growing, full 
service, high-end residential landscaping company 
in Northern Virginia. For over a decade, we have 
been providing superb service and quality 
craftsmanship. We have several positions available 
for Landscape Designers, Sales Consultants and 
Account Managers. Candidates must be highly 
motivated, industry-knowledgeable, and effectively 
manage the client relationship. Responsible for 
expanding our customer base, servicing existing 
customers and ensuring customer satisfaction. If 
you believe that you have the knowledge, 
experience and capabilities to contribute to 
our dynamic team. We offer an unlimited 
performance-based compensation package. 
Please fax your resume to 703-734-1438, or email 
hr@mandmprolandscaping.com. 2/05 

Put the Dynamics of Classifieds to Work for You! 

Vanity "fell Free & S tared Use Numbers 
for Yôur Landscape Business 

Gréa* 
¿ a v e r t i s | 

Easy to 
ember 

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-Telephone (800-678-3537) 
email: 

SearchForNumbers@AdvertiseTollFree.com I 

SOFTWARE 

landscape 
illustrator 
design-estimation software 
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GROUNDSKEEPERPRO 
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Ò U M W A K I 
I n v o i c Ä j 
S c h e d ü l i i M 
R o u t i n g ^ 
E s t i m a t i n g 

W 
www .adkad . com /LM .ht iT i : 1 -800 -586 -4683 

MJÂshX&sC 
The #1 all-in-one management 

software for the green industry 
Scheduling, Routing, Automatic Invoicing, Bill 

Paying, Accounting, Payroll, Marketing and more 

Download a free demo of the software landscaping 
and lawn care professionals are all talking about! 

www.wintac.net 1-800-724-7899 

Make A 

Impression 
With a Full color ad in 

Landscape 
M A N A G E M E N T ! 

For Rates & Schedules, 
call Brian Olesinski 
800-225-4569 x2694 

bolesinski @ advanstar.com 

mailto:Anduray@landcare.com
mailto:info@laborci.com
http://www.laborci.com
http://www.nish.org
mailto:NISH138@nish.org
mailto:wheats@wheats.com
http://www.wheats.com
mailto:hr@mandmprolandscaping.com
http://www.advertisetollfree.com
mailto:SearchForNumbers@AdvertiseTollFree.com
http://www.Lsisoft.com
http://www.adkad.com/LM.htiTi
http://www.wintac.net


I N D U S T R Y T R E N D S B Y THE N U M B E R S 

ILLINOIS GREEN INDUSTRY GROWING 
• 2003 combined product and service sector sales (plant product 
sales, landscape, lawn, arboriculture and interiorscape service 
receipts, and end-user payrolls paid to grounds and maintenance 
employees): $4.7 billion 

• 1999 combined product and service sector sales: S3.9 billion 

• Growth: 20%, or 5% annually over the past four years 

• 1999-2003: Product sector firms decreased by 1% 

• 1999-2003: Service sector firms increased by 13.8% 

WHAT'S IN, WHAT'S OUT FOR 
GARDENING IN 2005 

Do some of it for me. Do it all yourself. 

Environmentally 
sensitive gardening. 

Tropical gardens. 

Romantic. 

Chemically dependent 
gardening. 

Cottage gardens. 

Pedestrian. 
SOURCE: GARDEN MEDIA GROUP 

ONLINE 
ADVERTISING 
PAYS? 
As a landscape company, 
you may scoff at advertising 
your services on the Internet. But the 
good folks at GIYP.com. an online yellow pages directory 
specifically for the Green Industry, says you should think 
twice based on these statistics: 

• 68% of IYP users make or intend to make a purchase, driving 
sales both online and in stores. 

• For every consumer dollar spent directly online, at least $1.70 is 
spent offline after doing online research. 

• Search advertising is the most effective and boasts the strongest 
measurable results. 

• Online advertising is growing faster than any other form of 
advertising (43%), which all are on a downward revenue trend. 

• In a recent consumer search behavior study conducted by 
BizRate.com. 75% of respondents stated that comparing prices 
and/or merchants was their favorite aspect of shopping online. 

• 74% percent of the BizRate.com survey respondents said that 
they perform local searches. 

SOURCE: GARDEN MEDIA GROUP 

10 STATES WITH LARGEST POPULATION INCREASES* 
STATE APRIL 2000 APRIL 1990 # INCREASE % INCREASE 
Arizona 5.13 3.66 1.47 40% 
Colorado 4.30 3.29 1.01 31% 
Georgia 8.19 6.48 1.71 26% 
Texas 20.85 16.99 3.86 23% 
Florida 15.98 12.94 3.04 23% 
North Carolina 8.05 6.63 1.42 21% 
Washington 5.89 4.87 1.02 21% 
California 33.87 29.76 4.11 14% 
Virginia 7.08 6.19 0.89 14% 
New York 18.98 17.99 0.99 6 % 

SOURCE: U.S. BUREAU OF CENSUS. COMPILED BY NAHB ECONOMICS. 
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IT'S BACK AND BETTER THAN EVER. 
"Definitely a benefit. I've only been in business for a year; 
and participating in the seminar gave me a better direction 
for where my business needs to be going ." - DAN T., FLORIDA 

Find out w h y l andscape con t rac to rs f rom coas t to coas t are 
s ing ing the pra ises of th is annual event. Industry consu l tan t Kevin Kehoe and 

Gravely® dea lers wi l l be c o m i n g to help bo ls ter your lawn care bus iness in 
a t o w n near you. For more in format ion on a Gravely on Tour event, 

visit grave ly .com or kehoe.biz. 

This FREE hands-on workshop is designed 
to help you learn how to: 

• Set the right price for your services • Pay yourself the right amount of money 
• Increase your profit margin • Motivate and pay your employees 
• Find and retain the right customers 

Find the Gravely on Tour 2005 date near you! 
1/19/05 Lafayette, La. 
1/20/05 Dallas, Texas 

2/22/05 Lynchburg, Va. 
2/23/05 Gainsville, Fla. 
2/24/05 Fort Meyers, Fla. 

Dates and locations subject to change. 

Circle 102 

3/01/05 Frankenmuth, Mich. 
3/02/05 Quakertown, Penn. 
3/03/05 Pewaukee, Wis. 

www.gravely.com 

Printed in U.S.A. 
©2005 Ariens Company. 
©Registered trademark of Ariens Company. 

WE KEEP YOU CUTTING " 

www.kehoe.biz 

http://www.gravely.com
http://www.kehoe.biz


UPTIME | LOW DAILY OPERATING COSTS JOHN DEERE 
Nothing runs like a Deere*5 

Of course the new 300 Series' turbocharged four- and 
five-cylinder diesels deliver more horsepower and torque. But that's not 
the only reason Deere skid steers outwork the others. Their extra ability 
comes from a unified design that optimizes hydraulics, lift capabilities, and. 
especially, pushing force. Large standard tires, exceptional axle torque, 
weight, and superior balance give them the leverage to dig in when others 
just spin. But that's just the beginning. Ask your dealer for a demo and 
see for yourself all the ways the 300 Series can make you more productive. 
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