LOOKED LIKE THE

IT TAKES A LOT OF MEN AND EQUIPMENT TO MAKE THINGS LOOK BEAUTIFUL. AND NATURAL.
ON SCHEDULE. WE PLAN CAREFULLY. AND WE WORK WITH THE BUILDERS TO COORDINATE OUR
EFFORTS. BUT OUR BIGGEST ASSET IS OUR IRONCLAD COMMITMENT TO GETTING IT RIGHT.

CLOCKWISE FROM LEFT: SUPER DUTY F-250; SUPER DUTY F-350;
SUPER DUTY F-750; SUPER DUTY F-550 STAKE TRUCK

For more info, call I-800-FORD-II5 or visit www.commtruck.ford.com
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| my way

BY STEVEN GLOVER / GUEST COLUMNIST

if you want your company to emerge from the
crowd of common competitors, YOU must be

prepared to do things differently.

Prepare to be successful

12

) worked for a very successful and wealthy
man from 1978 to 1990, managing a
landscape maintenance company he and a
~  few partners owned. I created a successful

l'n".".ﬁﬁ and profitable operation for them. They

only came around the business once each

2 year to evaluate my performance and re-

ceive their “payouts.”

In 1990, I decided I was crazy. I asked myself, “Why
should I work my tail off for the benefit of others?”
That's the day I decided I was going to own my own
business and put all that money in my own pocket.

I sold that business to the TruGreen companies in
1999 and lived happily ever after. End of story, right?
Not quite. The road I traveled from 1990 to 1999 was
filled with many twists and turns. I learned many valu-
able lessons the hard way during that time.

Luckily, I found a few friends who helped me suc-
ceed by inspiring me to set myself apart from the
crowd of failed companies. I'd like to share what I
learned with those of you who also want to be success-
ful and turn your business into something unique.

Five foundations for success

[ believe the following five things are the foundation

for success. If you want your company to emerge from

the crowd of common competitors, you must be pre-

pared to do things differently.
An emerging company will recognize that:

M education is the foundation of professionalism,

M professionalism is the production of excellence,

M professionalism must be evident in all of your busi-
ness operations and systems,

M being professional has nothing to do with your busi-
ness's size, and

M to become a true professional, you must learn, then
teach.

Education is the foundation of professionalism.
Schooling is important, but so is networking with
other successful entrepreneurs. Sharing insights gained
from experience is the mark of a true professional.

Professionalism is the production of excellence. In
our line of work, there are too many individuals who
work only to produce an income. The success and future
of our industry depends on those who provide quality
services and products that are priced fairly and profitably.

Professionalism must be evident in all your busi-
ness operations and systems. Everything you do must
reflect the best performance you're capable of. Money
doesn't buy professionalism — commitment does.

Professionalism has nothing to do with the size of
your business. The day you open the door, or the day
you decide to stand out from your competitors, is the
day you can be a true professional.

To become a true professional, you must learn,
then teach. If education is the foundation of profes-
sionalism, teaching is the superstructure. As you gain
fresh insights, you're obliged as a true professional to
share this information with others.

If you want to succeed in any venture, you must
commit to being the best. You must train yourself to
seek and deliver excellence. As you do this, you pre-
pare yourself to be successful and create the founda-
tion upon which you can build a secure enterprise.

— The author is past president of ALCA and currently
serves as president and CEO of Symbiot Business Group,

which provides on-line administrative and support ser-

vices for emerging Green Industry businesses. He can be
reached at sglover@symbiotsolutions.com.
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LandscapeManagement.net

OUR NEWLY ENHANCED SITE
ALLOWS YOU TO:

e Find all the latest news and information most
essential to landscapers

¢ Find companies, products and services in the
Interactive e-Green Book Buyer’s Guide

 Note important conferences and meetings on
our updated events calendar

» Search the classified section for
recruitment, products, and services

* Click into our searchable Archives to find
past Landscape Management magazine
articles and issues

www.landscapemanagement.net K ADVANSTAR v
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WHAT, WHEN & WHERE

October 2001

19-21 New Jersey Shade
Tree Federation's Meeting
and Exposition / Cherry Hill,
NJ; 732/246-3210

19-21 Grading and
Drainage - LARE review
course / Davis, CA; 800/752-0881

21-24 SMA Conference and
Trade Show / Fargo, ND;
701/241-1466

22-26 Hawaii Mid-Pacific
Horticultural Expo / Hilo, HI;
808/953-2088; www.hena.org

24-27 Southwest Turfgrass
Conference / Ruidoso, NM;
505/275-2576

25 Southeast Texas
Grounds Maintenance
Conference / Conroe, TX;
936/539-7822

29-30 Compass System
training session / New Castle,
DE; 800/635-8485

31-1 Turfgrass, Landscape
and Equipment Expo /
Pomona, CA; 800/500-7282

November

1-3 TCI EXPO 2001 /
Columbus, OH; 800/733-2622

4-6 Mississippi Turfgrass
Association Conference &
Trade Show / Hattiesburg, MS;
888/268-9888

14

4-6 International Irrigation
Show / San Antonio, TX;
703/536-7080;

www.irrigation.org

7-9 Desert Green
Conference / Las Vegas, NV;
702/454-3057

9-13 Green Industry Expo
& Conference (PLCAA,
PGMS, ALCA) / Tampa Bay, FL;
800/458-3466

13-15 NYSTA Turf &
Grounds Exposition & Trade
Show / Syracuse, NY;
www.nysta.org

13-15 VA Turfgrass and
Landscape Conference and
Show / Virginia Beach; 540/942-
8873; www.thevtc.org

30-1 First Great Southern
Tree Conference / Gainesville,
FL; 800/375-3642

December

36 Ohio Turfgrass
Conference and Show /
Columbus; 888/683-3445;
www.ohioturfgrass.org

11-13 NJ Turf and
Landscape Expo / Atlantic City;
732/821-7134;
www.njturfgrass.org.

12 Turfgrass and Landscape
Institute and Trade Show /
Buena Park, CA; 800/500-7282
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NEWS YOU CAN USE

Simplot buys Eco
Soil products

SAN DIEGO, CA — Simplot Part-
ners acquired more than 40 prod-
ucts from troubled Eco Soil Sys-
tems Inc. with the purchase of Eco
Soil's Specialty Products line.

Bensumec
recalled

KANSAS CTY, MO — PBI/Gordon
Corporation has recalled Ben-
sumec 4LF preemergent herbicide
from distributors, dealers and end
users. One lot of the herbicide was
found to be contaminated with
small amounts of phenoxy and
dicamba herbicides. For more in-
formation, call 800/236-5411.

Deere to sell
Homelite

MOLINE, IL — Deere & Company
will sell its Homelite consumer prod-
ucts business and restructure its
Construction and Forestry Division
to improve financial and operating
performance. The company’s line of
professional handheld and portable
power equipment for commercial
users will still be available.

NTEP spared brunt
of tormado’s wrath
BELTSVILLE, MD — The tornado
that killed two University of Mary-
land students in nearby College
Park, MD, Sept. 24, also caused an
estimated $41 million damage to
the government’s largest agricul-
tural research facility here. The Na-
tional Turfgrass Evaluation Pro-
gram is headquartered at the
station, but escaped damage.

SONIdAJITD

Landscape pros reassess
business after attack

BY JASON STAHL &
SUSAN G. PORTER

t was only this summer that landscape

professionals reported 10% to 30% growth

to Landscape Management and a contin-
ued surge of business that had most of them
backlogged.

Last month’s attack on America no
doubt forced them to reassess their business
prospects. The effects of a sagging economy
they said would take awhile to reach them
might reach them more quickly.

“I find myself being more guarded with
spending and projections,” says Bruce Allen-
tuck, owner, Allentuck Landscaping,
Gaithersburg, MD. “We were considering
buying a property but now I'm not going to
doit.”

Allentuck says his company may not be
hired to do as many big projects as before,
but insists his customers will not start mow-
ing their own lawns. “And since most people
will be canceling their vacations, maybe
they’ll put that money toward landscaping.”

STRONG WORDS

“We're still shell shocked,” says Bill
Hoopes, director of training and develop-
ment at Scotts Lawn Service, Marysville,
OH. “While we've moved from ‘exuber-
ance’ to ‘cautious optimism,’ we're still grow-
ing strongly.” However, he said, “It makes
sense to have contingency plans in place.”

continued on page 16

“The work we do and spaces we create are so very versatile. They function in

times of joy and in times of sorrow. They allow us to come together in extremely

emotional times. They allow us to connect with nature and feel that we are

connected to a greater spirit beyond. | feel so very proud of what we do. The

examples of our work are serving to help in the recovery and healing process

this past week. It is a reaffirmation of how important a role landscape architec-

ture plays in creating a sense of community and in strengthening society.”

— Len Hopper /| ASLA president, quoted from a letter he sent to ASLA members

after witnessing in person the attack on the World Trade Center
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“When the attack happened, we were in the middle of
our budgeting process. Everyone’s taking a new look
now and toning down their goals, and rightfully so.”

continued from page 15

middle of our budgeting process.  tionary the service, the earlier it president of Bozzuto Landscape,

“The economy was already Everyone's taking a new look will be affected. These effects will ~ Laurel, MD. “But we are always
under lots of pressure before the  now and toning down their be felt similarly across both com-  looking for new opportunities
attack, but we thought it was goals, and rightfully so.” mercial and residential markets.” and just acquired a pressure
okay because it wasn't affecting While some locations may washing company as an add-on
our markets,” says Rick Randall, ~ New market pressures feel more effects than others, service line. It's two months old
president of RBI Companies, “All segments of our industry will  the general unease in the mar- and doing very well.”
Littleton, CO. “But with this dis-  be affected, but not equally,” pre-  ketplace has savvy landscape Ed McGuire, president of The
aster we're really taking another  dicts George Gaumer, vice presi-  professionals planning new Lawn Co., S. Dennis, MA, has
look. We're increasing our mar-  dent of commerdial grounds strategies for 2002, and even the  seen past downturns in the Green
keting because we think they’ll management, The Davey Tree end of 2001. Industry and adds, “History tells
be less work out there for the Expert Co., Kent, OH. “I expect “Our market (DC-area) has me the residential customer base
same amount of contractors.” construction-related segmentsto  not experienced the slowdown will be stable while the commer-

Randall adds, “When the at-
tack happened, we were in the

be affect the earliest and most no-
ticeably. Second, the more discre-

other parts of the country have
experienced,” says Tom Davis,

cial business is less stable.”
continued on page 19
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SIGN UP BEFORE FALL 2001 FOR
APPROVAL BY SPRING 2002#*

Call now for information packet and a quote.

CSfoley Enterprises

Toll Free (888) 623 7285

*Duration of permits is based on eligibility and subject to governmental processing delays

Austin (572) 282 3237
faz (512) 282 0958

Circle 110
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Our fertilizer
comes with
a built-in
insurance policy.

B e e

Net Weight 50 Lbs (22.7 kg)
it

UHS Signature Brand Fertilizers with Prospect Plus
not only provide quality nutrients, they also work to:

* Help turf establish or withstand

environmental stresses

* Develop a more fibrous, extensive

root system

* Build greater shoot mass

* Increase uptake of soil nutrients
and moisture

* Increase photosynthesis

* Enhance early plant growth and vigor

UHS Signature Brand Fertilizers with Prospect” Plus have been impregnated with a proprietary nutrient solution that has
shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented additive in
Prospect* Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field studies in the U.S.

and several other countries.

Those studies have consistently shown a
positive effect on early plant growth and
development and with mature plants under
stress. Sod farms results show that turf can be
harvested earlier due to increased root mass and
quicker establishment from seed or sprigs.
Mature turf has greater root mass with a noted
"tighter" visual appearance and less
susceptibility to stress.

The same benefits can be found in Prospect;
a liquid micronutrient for foliar application or for
use in fertigation systems.

Effect of Fertilizer with Prospect Plus on
Creeping Bentgrass Density
Ohio Turfgrass Foundation Research and Educational Center - 2000
% Turf

Treatment Rate Density
Check 60.00
Fertilizer (46-0-0) 0.014 Lb. N/1000 sq. ft. 72.00
Fertilizer (46-0-0) + Prospect Plus 0.014 Lb. N/1000 sq. ft. + 48 oz./acre 77.00

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 Lbs. per 1000 sq. ft.
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment)

Study Results: “.. a significant increase in creeping bentgrass establishment two months

after seeding with the application of fertilizer and Prospect Plus compared to the untreated
control.” A 22% improvement over check and more than a 12% increase over fertilizer
alone!

For more information, contact your local UHS representative

www.uhsonline.com

Circle No. 111 on Reader Inquiry Card
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Balanced Chain
Methylene Urea
is a top fertilizer

performer

(the key is in the balance)

BCMU™ helps plant tissues come. as close as passible to storing the optimum level of nitrogen. With enough nutrient uptake to
maintain adequate growth, proper root and shoot development produces turf that is much better able to resist.environmental stresses.

The longer chains in BCMU™ slow dewn the growth enough to avoid unwanted surges or flushes plus reduces clippings or the need
to mow constantly. This reduced maintenance requirement translates into.labor and equipment savings for the turf manager.

BCMU™ provides quick greenup.with enough longevity.to carry the rich, deep green color much longer than polymer coated
fertilizers and lower-end methylene ureas. Visual quality will remain more than acceptable when other fertilizers begin to fade.

The precise and steady release of BCMU™ gives turf managers consistent results with any application rate or interval while
building a solid nitrogen base. Its low salt index and almost non-existent burn potential make it the safe choice as well.

While it may or may not top the charts in any single characteristic, when you add them all together, no other fertilizer compares
to BCMU™ Its unique balance of short, intermediate and long methylene urea chains creates a product that is the best of all worlds
and an outstanding value.

Combine that with the efficiency of Meth-Ex® technology and you have a nitrogen source that stands alone. BCMU with Meth-Ex

s technology has a high nitrogen activity index, which means that more nutrients are
ﬂ y available when the plant requires them while “banking” some for later use.
A A A BCMU™ is found only in UHS Signature Brand Fertilizers and have been
0 brand ferﬁlizer\/ tested and used with outstanding results for years. Find out why the best
fertilization program should be an easy balancing act for the smart turf manager.

a
For more information, contact your local UHS representative

www.uhsonline.com Horticultural Supply

™ BCMU is a trademark of United Horticultural Supply ® Meth-Ex is a registered trademark of Lebanon Seaboard Corporation
Circle No. 112 on Reader Inquiry Card
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4 ways to make
your operation
stronger

“The bad news,” says Don Willig,
president of Consortium Manage-
ment Services, Cincinnati, OH, is that
things will never be the same as the
“good old days.” What does this
mean right now for Green Industry
operations? He says that companies
cannot operate as loosely as they
have in the past, that prices will get
more competitive, that every com-
pany will have to be more efficient
and that labor costs may increase as
a result of both economic pressures
and war efforts. There may also be
fallout with current immigration
programs that will limit available
workers

Willig sees plenty of opportuni-
ties right now, though. “The good
news is that for the few who pre-
pare for the future, they will reap
good benefits for their efforts,” he
says. “They should follow these four
rules:

@ evaluate your business and run
it by the numbers,

@ follow common sense and
don’t wait to act,

© remain active in your commu-
nities, especially now,

O stay the course and continue to

focus on building business.

“Believe and do not fear!” Willig
adds

— Don Willig can be contacted at

800/483-1668 or www.cms-

diw@home.com.

1stry alma

continued from page 16
Run it by the numbers
“Do not take more clients on than you
have the ability to develop relationships
with,” says Troy Hall, owner of Halls Hor-
ticulture Design Inc., Charlotte, NC. “We
have been anticipating the economic
changes for about a year now. We set out
to target the specific clients we work with
and had to trim the fat in the way of excess
labor, vendors, equipment, vehicles, etc.”
McGuire also anticipated a slowdown
and recommends classic strategy for a
downturn: “When the economy is stag-
nant...the biggest challenges anybody in
business has to learn is controlling ex-

penses. We have been in a conservative

mode since spring. Going ahead, we will
be concentrating on gaining and retaining
customers, operating more efficiently and
controlling expenses.”

For Ed Wandtke, though, previous
downturns offer solutions to current prob-
lems. This Columbus, OH-based consul-
tant says there are reasons to be positive on
future business, as long as you're able to
adapt quickly, operate profitably and seek
new opportunities. “Leaders plan and exe-
cute,” he adds, “while employees or weak
owners follow.”

For more reaction to this fall's economic and
national events, and for ideas on how to de-
velop a cautionary business strategy, see

www.landscapemanagement.net.
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WHAT'S NEW ON-LINE

This month at www.LandscapeManagement.net, check out “Surfin’ for deals,” an
exclusive on-line sidebar to this month’s feature on “Win big with used gear.”
You'll find additional live links to all the companies mentioned in the article and
tips on which used equipment Web sites offer the most value for your time.

Keep up with the latest news from all around the Green Industry with our
weekly on-line-only newsletter, “Week in Review” (WiR). WiR captures the essence
of the most important news about business, economic trends, disease/pest reports,
new Web sites, upcoming events and recent products. You can even browse or
search our archive of previous WiRs. If you want to be sure not to miss an issue,
sign up for our free e-mail service, which sends you just the headlines so you can
pick and choose the stories that are important to you.

Other things to do online this month:

* Check out the e-GreenBook searchable product directory.
* Send an “Ask the Expert” question to our panel of web advisors.
» Contact LM'’s editors to propose a story or sound off on industry issues.
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Before you can beat crabgrass you have to think like crabgrass.




