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I’m your heavyweight

There's no contest. 'Cause | have

no competition. Best-in-class power.
And towing capability fge=th
to match.
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Start running new GMC* Sierra heavy-duty pickups.
And the last thing you'll ever run into is risky business.

You see, we offer the most powerful trucks in the %-ton
and 1-ton working world. That's power defined as the
very best, in GVWRs' of 8,600 Ibs. through 12,000 Ibs.

It's power that translates into a GCWR' of up to 22,000 Ibs.
That is to say, the absolute best trailer rating. Its new
Vortec™ 8100 delivers more power and torque than
our competitors' V10 gas engines. Basically, Sierra is
hyperpowered to keep your business hypercharged.

For true power mongers,
there's the DURAMAX™
6600 diesel. The most
powerful diesel ever put in
a pickup,” teamed with an
Allison™ transmission to
create the most capable,
work-eating  heavy-duty
pickup ever.

Invest in a sure thing.
The new Sierra 2500HD.

Count on us.
Call GMC at 1-800-GMC-8782.
Or visit www.gmc.com.



http://www.gmc.com
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Meaere-lntusion

Join the growing number of companies who profit from
macro-infusing trees in under 1 hour*.

Call Now For
Location &

Reservations
Elkhorn WI lan 15
Seattle WA Feb 15
Minneapolis MN Feb 19
Milwaukee WI Feb 21
Chicago IL Feb 27
Appleton Wi Mar 6
Detroit Ml Mar 7
Philadelphia PA Mar 12
New York City NY Mar 13
Denver CO Mar 20

Washington DC Mar 21

other locations on-demand
Limited Space
in Some Cities

% ISA CEU's Available

www.rainbowscivance.com

Seminars & D

USE READER SERVICE #11 ©2001 Rainbow Treecare Scientific Advancements

to order Equipment or for Seminar Information, References, Research, and Protocols

call toll-free 1-877-ARBORIS(T) or (952) 922-3810

* When lollowing the protocol, average uptake for 90% of trees is between 30 - 60 minutes. Small and unhealthy trees can take longer


http://www.rainbowscivance.com
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No matter how you break it down, MESA
is superior to SCUs. When you cut a sulfur-coated urea
granule in half, the nitrogen is catastrophically released. This
causes flush growth and loss of nitrogen due to leaching and
volatilization. MESA is methylene urea and sulfate ammonia
combined in a single granule. The result? Astounding rich

green color and response which outlasts the coatings, And

To learn more about slow release

nitrogen and fertilization, simply go
to www.lebturl.com/offers and fill out
the online request form to request a
FREE copy of our agronomy manual
Coupon Code: LLO110

READER SERVICE #12

Lebanon Pro 22-0-6 40% MESA with Dimension is
an excellent way to get great-looking turf. MESA with
Dimension is the ultimate preemergent control with reduced
clippings as compared to urea-based products saving time and
providing cleaner cuts. Don't risk your turf. Use MESA.
For more information, se¢ your Lebanon Distributor or call

1-800-233-0628. Or visit our website at www.lebturf.com

<@ | ebanon

TURF PRODUCTS
Our reputation is growing yours.”

:h“*.!



http://www.lebturf.com
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CONTEINTS

Find this month's features plus exclusive online stories, industry databases and more at www.lawnandlandscape.com

Products, Products, Products!

Are you in the market for a new mower
or piece of power equipment? Are you
up-to-date on the new pesticides

available from top manufacturers?

Check out Lawn & Landscape Online's New Products section and search our database of green

industry-related products, including manufacturer contact information

a3y, ,._.-,.-.- Y Yon o s

e com

account today and create your own personalized page on

Sign up for your My Lawn & Landscape

www lawnandiandscape.com — the green industry's premier
Web site. Create your own article database, develop your own
online address book, join your industry peers on our message
boards and much more

GET THE

Check out these links and discover the tools avallable on Lawn & Landscape
Online to help you stay on top of the latest industry news and grow your business

Daily News and Features - Caich breaking industry news and
daily features. www.lawnandlandscape.com

E-newsletter - Recelve weekly industry news via e-mail
www.lawnandlandscape com/my/customize_newsletter asp

L&L Online LawnStore - Locate the best resources to help your
business grow. www lawnandlandscape.com/store

Message Boards - Discuss key issues with fellow industry
professionals. www.lawnandlandscape com/messageboard
Weekly Poll - Vote on industry-related topics and compare your
answers, www.lawnandlandscape.com

Events Calendar - Locate industry events across the country.
www lawnandlandscape.com/events

Industry Research - Survey data and analysis of the industry as a
whole. www lawnandlandscape.com/research

Magazine Archives - Search through several years of Lawn &
Landscape magazine back issues and articles

www lawnandlandscape.com/magazine

8  January 2002

Calendar
OF EVENTS

Don't just sit around this winter! Get out and network
with other industry leaders at the many events going on
around the country and in your area. Let the extensive
calendar listing available on Lawn &
Landscape Online keep you in
touch with peers and in the loop on

major industry events

oK
Daily Features

Lawn & Landscape Online offers daily features on a variety
of topics. Our current schedule is as follows:

Mon. - Contractor Talk: Industry professionals discuss
common practices.

Tues. - [irigation Issues: Keeps visitors up-to-date on
breaking irrigation news and product updates.

Wed. - Lawn Care Roundup: Lawn care operators and
researchers share industry problems and solutions

Thurs. - Landscape Issues: Contractors reveal information
to bolster design, installation and maintenance skills,

Fri. - Business Management: Industry consultants and

management firms offer business advice

diandscape.com

LAawN & LANDSCAPE
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Why
Weisburger
[nsurance?

Tom Johnson, President
Royal Landscaping, Inc. and
T&T Lawn Care
and Landscaping, Inc,

F or those times when you need to take
advantage of your insurer’s claims service,
responsiveness is key. Business can’t stop while
you take care of details. You've got to be able to
count on your insurance company to quickly — and
expertly — handle your claim. WeisburgerGreen is
such a company. Our agent, David Sirles, really
knows our business and takes care of our needs
immediately. He has worked hard to save us time
and money. Superior service with considerable cost
savings - that’s what WeisburgerGreen is all
about.

WEI RGERGreen
nwdunance

Contact us today for a free
evaluation of vour current coverage.

5 Waller Avenue
White Plains, NY 10601
Tel (914) 428-2929
Fax (914) 428-0943
Toll Free (800) 431-2794
Fax-on-Demand (800) ASK-WEIS
www.weisburger.com

USE READER SERVICE #34
JANUARY 2002
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“When we learn to give thanks,
we are learning to concentrate
not on the bad things, but on
the good things in our lives.”
— Amy Vanderbilt

A New Take

I‘m not even going to bother asking you if you've
made your New Year's resolutions yet. Instead, let’s
talk about what really matters — have you broken

those promises to yourself already?

All of the good, holiday food is gone, so the
leftovers probably aren’t appetizing enough to
threaten that annual weight-loss commitment al-
ready. And the lack of snow this winter has certainly
made it easy for those of you determined to work less
in the new year to spend more time at home. How
about those of you planning on getting in shape in
2002? Have you already decided that working out
involves too much work?

Personally, I'm tired of
breaking these resolutions
each year, so I'm taking a
new approach - I'm resolv-
ing to NOT do certain things.
The more I think about this
the more I think there’s true
wisdom in this approach be-
cause we all know that not
doing something is generally
much easier than actually
doing it, In that theme, here
are some suggested resolu-
tion alternatives for contrac-
tors to avoid in 2002:

* Don’t providea price to
every potential customer
who calls your office. Just
because someone is a poten-
tial customer, they aren’t nec-
essarily a potentially good
customer. Your office personnel need to be able to
screen potential customers over the phone and sepa-
rate the good from the bad.

* Don’t hire a job applicant just because they
apply for the vacancy. Yes, there are immediate
pressures to fill openings, but hiring the wrong
person creates more problems than not having any-
one. Take the extra time and identify the person who
is a long-term solution.

on New Year’s

* Don’t neglect phone calls from customers or
potential customers. I'm amazed by the number of
homeowners I talk to who tell me that they had to call
three landscape contractors before they received a
return call.

* Don't beat up your local dealer to get the very
best price possible unless you don’t have any prob-
lem with customers who price shop various contrac-
tors as well. Dealers deserve to make money in their
businesses just as you do, and if you treat them as
partners who are invaluable to your work then they
just might view you the same way.

* Don'tlet complaints from current customers go
unanswered for more than 24 hours. This is obvi-
ously a service industry so, above all else, your
clients expect you to be customer focused and fix
problems as soon as possible.

* Don’t let spring arrive without trying out at
least one new product that offers technology your
company isn’t currently using. This could be any-
thing from considering buying your first hydrostatic
mower to automating your operations with new
software. Businesses that grow bigger and stronger
do so because they invest in new technology that
makes them more productive and efficient.

* Don't let your employees think you don’t ap-
preciate them. Your company only exists because of
the people youemploy and the work they do for you.
Landscape work can be very rewarding, but it also
presents a host of challenges based on the nature of
the work and being outside all summer long. A
simple thank you goes a long way.

* And, of course, given everything that hap-
pened last year, don’t forget to see the bright side of
things. Hopefully we'll never have to endure an-
other year like 2001, but we should still never let the
problems in life block our view of all of those things
worth celebrating. Happy New Year.

JANUARY 2002
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Bobcat MT50
Mini Track Loader

! | | r
e o ek ek ok

Landscapers...Contractors
here’s the perfect complement
to your loader fleet!

What can it do?
You name it. The MT50 digs, drills, tills, trenches, moves material —
and all kinds of other jobs you'll think of when you're out on the worksite.

Only 36 inches wide!
The MT50 mini track loader lets you work in tight spots, both indoors and
out...slips easily through most doorways and fence gates.

Get versatile! Hook up your MT50 to a wide choice of hard-working
Bobcat attachments, including:
Angle Broom « Auger * Bucket » Landplane * Pallet Fork « Tiller » Trencher
Utility Blade * Utility Fork « Utility Grapple

USE READER SERVICE #13

Call or visit our website for a FREE “Bobcat: One Tough Animal”
Video Catalog and a 2002 Buyer's Guide o cat
Bobcat Company » P.0. Box 6000 « West Fargo, ND 58078 « 701-241-8700 ®

www.hobcat.com/mini One Tough Animal


http://www.bobcat.com/mini

For some reason I can’t convince my employees to be
y employ

responsive to our customers, at least to my level of

expectation. Do you have any ideas that might help?

Your scenario is very common. Many of us who
have been owners or senior managers don’t under-
stand why our associates won’t or can’t deliver the
type of customer service we would. It is good that
you have recognized this problem - now you have
to find out where the “root” of the problem is and
take steps to correct it.

Start with analyzing the tone you have set as a
leader. You must be committed to providing excellent
customer service and this commitment must be com-
municated regularly to your staff. However, giving
lip service to the topic is not enough. You cannot just
mandate that all associates provide excellent service
for their customers and assume it will happen. You
need to be the role model and motivator of your team.
Having a passion for delivering exceptional customer
service is a must and you need to “live” that passion
each day. Start by incorporating this philosophy into
your company mission statement or values state-
ment. If you do not have either, this a great reason to
develop one or both of them.

“Talking itup” regularly is important, but those
words won’t matter if you do not give associates
the training necessary to live your service passion.
I suggest that at the very least you create various
scenarios that happen regularly in your business
and give your associates the information needed to
handle any situation. Role-playing various sce-
narios is very helpful, and this can be a group
learning opportunity. Do not assume that your
staff can properly deal with all possible scenarios.

In addition to serving the Industry as a consultant and
speaker, David Minor Is the William M. Dickey Entrepreneur
i Residence and director of the James A. Ryffel Center for
Entrepreneurial Studies at Texas Christian University in Fort
Worth, Texas. Prior to joining TCU, David was the president

of Minor's Landscape Services, a 300-employee, former INC

500 award-winning company he founded In 1978 and sold to TruGreen-ChemlLawn in

1998, Readers with questions for Minor can fax them to Lawn & Landscape at 216/961+

0364 or e-mall them to bwest@lawnandiandscape.com

|

This just won’t happen. What you may think is a
common sense solution to a basic problem could be
handled incorrectly by someone on your team. Use
role-playing as an opportunity to show your asso-
ciates how you want them to handle situations
they’ll likely encounter.

Lastly, I think it may be appropriate to evaluate
how your associates are being rewarded. Often, pro-
viding excellent customer service gets lostin the equa-
tion. It is common to give incentives based on profits,

Having a passioen for delivering
exceptional customer service is a
must and you need to “live” that
passion each day. Start by
incorporating this philosophy into your
company mission statement or

values statement.

but if you don’t incorporate customer service into
the equation, then you may not get the behavior
you want or, if you do, it will be by accident.
There is an old saying: “What gets rewarded, gets
done.” If exceptional customer service is important to
you, reward associates for providing it. This could
include both financial and non-financial rewards. Try
recognizing your people publicly in company meet-
ings or having an area in the office to post complimen-
tary letters from customers. Next, take this recogni-
tion to the nextlevel and incorporate itasa component
of a team or individual bonus plan. Consider using
customer retention as part of your grading plan or, if
your customers are “one-time” projects, consider a
post-job survey in which you visit with the customer
and ask detailed questions about their experience.
The bottom line is you must communicate your
expectations, live them everyday and reward your
staff for delivering excellent customer service. If
you do those things, you'll see a significant change
in your associates’ attitudes and the end result will
be happy customers.

12
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KEEP UP TO DATE!

SUBSCRIBE TO LAWN & LANDSCAPE TODAY!

This section must be completed to process your subscription

management
magazine
serving the
professional
landscape
contracting
marketplace.
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BUSINESS

Business... for
landscape
professionals.
Brought to
you by

Lawn &
Landscape.

Free subscription to qualified contractors. U.S. subscriptions only.

(dves [ No 1 would like to receive (continue to receive) a
subscription to Lawn & Landscape.

Date

State Zip
Fax

E-mail Address

(J Canada, Mexico* 1 Year $35.00

(J South America, Europe* 1 Year $98.00

(J Other International* 1 Year $218.00

“Payment must be in U.S. currency and drawn on a U.S. bank

QACheck Enclosed
QMCNISA [ Amex

(2 Novus/Discover

1. What is your primary business
at this location? chzu only one)
|. CONTRACTOR or SERVICES

Exp. Signature

(prepayment required)

3. What services does your business
offer? (please check all that apply)

Londscape Installation

1
Q 1. Llandscape Contractor T 2. londscape Maintenance
Emmnlononcl & installation) — 3. londscope Renovation
Q 2. Chemical Lawn Care Company 4. Mowing ond related maintenance
Selcludm mowing mainfenance service) — 5. lrigation Installation
Q 3. lown E«ommnunce Contractor 6. lrrigation Maintenance
Q 4. Ornamental Shrub & Tree Service — 7. Turt pesticide application
Q 5. Irrigation Contractor — 8. Omomental/iree pesticide application
Q 6. Londscape Architect 9. Turf fertilization
Q 7. Other Contract Services [please ~— 10. Ornamentol/ires ferfilization
describe) 57 " 11. Tree Pruning
~ 12. Snow Removal
Il. INHOUSE LAWN/CARE —_ 13, Interiorscape
MAINTENANCE T 14, Other
Q 8. InHouse Maintenance including
Educational Facilities, Health Care 4. How many full-time (year-round)
Facilities, Government Grounds, Parks employees do you employ?
& Military Installations, Condominium
Complexes, Housing Developments R  | H A RE
Private Estates, Commercial &
Industrial Parks 5. What year was your business
founded?
. DISTRIBUTOR/MANUFACTURER e
Q 9. Dealer ShenR
Q 10. Distributor
Q 11, Fennulator What were your company’s
3 12. Maaufacturer gross revenues for ngl
IV. OTHERS ALLIED TO THE FIELD g v
9
Q 13. Extension Agent (Federal, State, — g :?300%0»:5?::300
County, City, Regulatory Agency) —
2 14. School, College, Universiy 4. $200,000 ko $299,999
Q 15. Trode Association, Library — 5. $300,000 10 $499,999
Q Others [please describe]__ T 6. $500,000 o $699,999
— 7. $700,000 to $999,999
. . 8. $1,000,000 to $1,999,999
2. What best describes your title? —_
2 Owner, Pres., Vice Pres Yc°;p Officer — 9. $2,000,000 1o $3,999,999
Q Manager, Director, Supt., Foreman — 10. $4,000,000 10 $6,999,999
Q Agronomist, Horticulturist 11. $7,000,000 or more
Q Entomologist, Plant Pathologist Fied
Q Serviceman, Technician, Crew member 7.  Please indicate your
Q Scientist, Researcher approximate business mix:
Q Company, Library copy only 1. Residential %
3 Oher flease spacify. - 2 Conniniel —— %
TR 3. Other % Specily types
Total 100%
1/02
GIXLL

YOUR BUSINESS MANAGEMENT

SUBSCRIBE T0
INTERIOR BUSINESS
TODAY!

| would like to receive (continue to receive) a subscription

to Interior Business. Yes No

State Zip

E-mail Address

JU.S., Canada, Mexico, 1 Year $15.00

(3 South America, Europe* 1 Year $35.00

(J Other International* 1 Year $100.00

*Payment must be in U.S. currency and drawn on a U.S. bank
QACheck Enclosed

QMCNISA QO Amex [ Novus/Discover

Exp. Signature
(prepayment required)

at this location? (choose one)

|.CONTRACTOR SERVICES

1. Interior Landscape Contractor
(maintenance & installation)

Q2. Interior Landscape Contractor
(installation only)

3. Interior Landscape Contractor
(maintenance only)

4. Interior Landscape Design

5. In-house Interior Contractor

Q6. Grower

Q7.0ther Contract Services

(please describe)

IIL.DISTRIBUTOR/
MANUFACTURER
Q8. Dealer

210. Formulator

9. Distributor
Q3 11. Manufacturer

This section must be completed to process your subscription
1.Wlutlsmprlmbud IV.OTHERS ALLIED

TO THE FIELD:

3 12. School, College, University
3 13. Trade Association, Library
3 14. Others (please describe)

2. Wnat best describes
your title?

Q2 0wner, Pres., Vice Pres.,
Corp. Officer

Q) Manager, Director,
Supervisor

O Horticulturist/Educator

3 Sales Rep/Designer

Q Service Personnel,
Technician, Crew member

(J Scientist, Researcher

Q1 Company, Library copy only

QOther (please specify)
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It’s up to you - your company’s future growth and success
are directly proportionate to your ability to hire talented,
productive employees. Attracting quality people requires
proactive and continued measures. This means, to the
extent possible, you must anticipate and prepare for per-
sonnel changes before they occur. Hiring after a long va-
cancy usually results in compromised decisions made out

of desperation, which are exactly what you want to avoid.

There are hundreds of ways to recruit people and what
works for one company will not necessarily work for
another. Company culture, unique characteristics of the
position, market complexities and competitive pressures
all must be considered before deciding which recruiting
method to use. Keep in mind, however, that even the best
recruiting methods can’t make up for what’s lacking inter-
nally. If the boss is a dictator or the workplace is filled with
backstabbing, unhappy slackers, the best recruiting tactics
are for naught.

The author is president of Seawright & Associates, Inc., a
consulting firm located in Winter Park, Fla. She can be reached via
e-mail at jpileggi@seawright.com or at 407/645-2433.

Today, talented candidates have higher expecta-
tions that you must be willing to meet. Noncompeti-
tive wages, inflexible work environments and poor man-
agement are just a few of the catalysts to turnover. Before
investing in competitive recruiting methods, take an hon-
est look at your business and be sure you are doing every-
thing possible to maintain an environment where people
want to work.

RECRUITING IDEAS. As employers face increasingly
difficult labor conditions, we've seen an outpouring of
creative and costly recruiting tactics, including:

* Offering a bonus to current employees for referrals
that resultin successful hires. Continually remind employ-
ees about the bonus. Use flyers. Increase the bonus amount

(continued on page 18)
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Short on Labor?
Let S.I.L.C. take care of the Labor part for you

After we looked at all the H2B Providers, we were thrilled to find
SILC (C. Scott, Inc.). You explained the process clearly & put
everything in writing, and then you delivered on time. We are
doing twice the work with our Mexican workers. We put our trust
in the right H2B provider & highly recommend SILC (C. Scott,
Inc.)” -Tim Clark, Executive Lawn & Landscape

America’s leading H2B provider
currently serving 212 GREEN INDUSTRY

companies in 38 states

» Green Industry Specific. Our president has 20 years experience
as a landscape and irrigation contractor

« Still 100% success rate

* Totally bilingual staff of 5 certified H2B case managers.

* One point accountability for total certification through receiving
your workers.

* SILC Lite for smaller companies (6 workers or less)

« Offices in Bay City, Texas & Monterey, Mexico

Please Call Us at 979-245-7577 to receive
your no obligation information packet.
www.SILC-H2B.com
Member National H2B Users Association
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SIMPLY

Be a Winner with Ramrod Equipment

Competition
Expenses
Deadlines

Need an edge?
Call us about how
to do more Right
Here, Right Now:

Move dirt, build
fences, dig holes,
dig trenches,
install irrigation,
rake, level, mulch,
landscape, move
materials and just

Do More! Work
smarter with 40+
attachments that

will give you the
edlg‘:ee you need to
more profits
with America's
Favorite Mini-Skid
Power Unit.

"50 years of Material Handling Excellence"
www.ramrodequip.com

Ramrod Equipment
1.800.667.1581

USE READER SERVICE #37
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~— CHROME-PLATED CYLINDER

- TWO-RING PISTON

ALL BALL AND CAGED
NEEDLE BEARINGS

~—— LARGE FLYWHEEL COOLING FINS

- TWO-BEARING CLUTCH DRUM

S\ SPLINED, SOLID STEEL MAINSHAFT

Landscaping isn't always pretty. In fact. being downright
destructive is half the attraction. That's why you
want a beefy Shindaiwa trimmer. not some wimpy

toy built for suburban housewives.

To that end. we equip every Shindaiwa with
a high performance engine packed with more
punch than anything else in its class. And
with Shindaiwa. that power doesn't come
at the expense of weight, durability.

or emission standards

Check out the new Shindaiwas today.
They're stocked with heavy-duty clutches,
more-responsive throttles. and other
features to help you kick some serious
tail. Go to shindaiwa.com or call

(800) 521-7733. The power awaits.

L iaan .
o 8
o 8
s "8

shindaiwa

FIRST TO START. LAST TO QUIT.

USE READER SERVICE #14




(continued from page 15)
for difficult-to-fill positions. Hiring bonuses
in the $250 to $1,000 range aren’t uncommon.

* Providing a compensation incentive for
newly hired employees such as an acceler-
ated performance review after six months,
with potential for an increase.

* Participation in a drive-through job
fair. Your company’s recruiting brochure,
application or other information goes into a
bag with other companies’ documents. Can-
didates drive through aline and grab abag of
documents. They contact you if they are in-
terested in applying.

* Staying in touch with former (produc-
tive) employees (called “boomerangs”) who
have resigned with proper notice. Invite them
back whenever possible.

* Creating aresumebank and referring to
it when there is a vacancy. Contact qualified
candidates who may be working now.

* Advertising via newspaper, Internet,
radio, your Web page, community papers,
church bulletins and other sources. Ensure
all ads are well written and attractive. De

velop a recruiting brochure or flyer.

¢ Hiring interns or student workers. Re-
member, part-time work does not necessar-
ily equate to part-time effort. A student
worker can be converted into a full-time,
trained employee eventually.

¢ Attending job fairs.

¢ Contacting school or military out-place-
ment firms.

¢ Watching the newspaper for compa-
nies experiencing a layoff or merger. Con-
tact their HR departments to find outhow to
get in touch with displaced employees.

¢ Networking within the community.

¢ Offering an open house. Advertise the
event and serve beverages and food. Invite
families and candidates. Some are even host-
ing “Pink Slip Parties” where those out of
work can mix with company officials.

¢ Contacting trade and professional in-
dustry associations for referrals.

* Setting up booths at community events.

* Asking for referrals. It's never too
early to ask for referrals. Ask new hires for

names while information about former col
leagues is fresh in their minds.

Classified advertising still remains a vi-
able source for talent. However, the ad must
be attractive and interesting.

If recruiting is marketing in today’s mar-
ket, then retaining employees is akin to re-
selling a customer. How do you keep your
customers? Determine and meet their needs.
Offer new services at a fair price. Treat them
with respect. Customers and employees want
to be associated with businesses that are for-
ward-thinking and that listen to them. Put as
much effort into finding and keeping em-
ployees as you do finding and keeping cus-
tomers - it will pay off.

lawnandlandscape.com %
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CDS-
JOHN BLUE

For the ultimate spray pump for your lawn, turf
and ornamental needs, contact CDS-John Blue
Company. With pressures available up to 725 psi
and flow rates from 4.3 to 67 gpm, these are
some of the most versatile diaphragm pumps on
the market today. We are the only company that

offers a complete line of polypropylene and 316 stainless

steel pumps for highly corrosive materials.

When the time comes to buy a diaphragm spray
pump call on CDS-John Blue Company, for the
best-built, competitive-priced pump. We are
your pump experts. Or visit our web site at

www.cds-johnblue.com.

CDS-John Blue Company
Division of Advanced Systems Technology
PO Box 1607, Huntsville, AL, 35807,
Tel: (256) 721-9090, FAX: (256) 721-9091
1-800-253-2583
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SNOWPLOW OWNERS
FREE PARTS CATALOG!

Discounted parts for all major brands
of Snowplows and Salt Spreaders

CENTRAL PARTS WARENOUSE

nowplow Parts Specialist

New Plows Starting @ $2100.00
V-Box Spreaders $2895.00
"Mini" Salt Spreaders $795.00
Low Profile Headlight Kit $98.50
Pro-Wing Kits $169.50

CALL NOW to Reserve your FREE
copy of our 01/02 Parts Catalog

Central Parts Warehouse

1-800-761-1700

USE READER SERVICE #49
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EQUIPMENT www.gosng.com

- Great on hll!s E

: - Fits through a 42 inch gate
- 180 Ib hopper throws 4ftto 25ft wide  § 40 hop%er throws 4?t to 25ft wide
- 50 Gallon tank 100k sqft

- 30 gallon tank sprays 60k sqft
- Sprays 4ft 8ft, 12ft,16ft

- Sprays 4ft 8ft, 12ft passes
- Speedometer to track ground speed

- Speedometer to track ground speed
- Rhino Lining coat on frame and castersfj - Rhino Lining coat on frame and casters

=]
- Fits through a 36 inch gate
- 180 Ib hopper throws 4ft to 25ft wide
- 18 gallon tank
- Sprays up to 8ft passes
- Excellent on hills
- Great for residential and commercial use

Spreads 4ft to 25ft passes - 180Ib capacity - Most durable spreader on the market

0O S S S S A e R
300 Gallon Multi-use Tank Low profile tank allows more

visibility to the rear

j |
el .
I
i
J!
-
s
{
Rt o~ I

Curve Bottom |
Tank for More
Agitation '

\)ptional pump &
& {L one or two hose

A —— Pump motor and hose ee
divect mounting to the tank
allowes 50% of your bed for
storage

USE READER SERVICE #15

400 Gallon Pick-up Tank
o
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SAVE YOUR PENNIES

Insurance Costs
Expected to Rise

The Sept. 11 terrorist attacks and a soft
stock market have triggered steep in-
creases in insurance prices across the na-
tion, raising costs for small businesses as

well as large corporations.

“Experts are calling the World Trade
Center disaster the most significant event
in the history of the insurance industry,”
said Michael Weisburger, president, B. &
D.A. Weisburger Insurance, White Plains,
N.Y. “Until now, Hurricane Andrew in
1992 was the most expensive U.S. insur-
ance event at $16 billion. But estimates of
World Trade Center losses have ranged
from early forecasts of $10 billion to more
recent predictions of $72 billion.”

And, it’s not over yet. According to an
article in the New York Times, higher insur-
ance prices are taking effectimmediately for
many commercial customers as clients re-
new services for 2002. Increases, far from
uniform, are extreme in many cases. Cus-
tomers who are most likely to file claims -
based more on their records and their
perceived riskiness than on the terrorism

threat - face the highest increases.
(continuied on page 35)
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Commercial Inter-

mediate Walk-hehinds 48,088 47,677

48,780

Commercial

Riding Mowers 114,284 112,508 116,475

Source: Outdoor Power Equipment Institute

ALEXANDRIA, Va. - Shipments of 2001 model year power equipment are declining as
a result of the current economic recession, but relief could come early next year accord-
ing to The Outdoor Power Equipment Institute (OPEI). OPEI's economic forecast for
commercial turf products shows that commercial intermediate walk-behind shipments
dropped .1 percent and commercial riding mower shipments increased 5 percent, con-
siderably less than the 24-percent increase in 2000 and the 35-percent increase in 1999.

However, the organization predicts that this recession will be short, with national recov-
ery beginning early this year and the industry seeing signs of improvement by fall.

BUSINESS PARTNERSHIPS

Contractors Have a
New Competitor: Home Depot

ATLANTA - ServiceMaster President and CEO Jonathan Ward announced that
the parent company of lawn care giant TruGreen-ChemLawn brought in a new
marketing team that was determined to find new ways to bring in customers.
“Their initial perspective is that we’ve been buy-
ing nontargeted and nonqualified lists regardless
of phone numbers and zip codes,” he acknowl-
edged. “Essentially we’ve been buying every
phone number and dialing for dollars.”

Ward also said the company was exploring
retail distribution opportunities, which resulted
in a significant announcement — consumers now
will be able to purchase TruGreen-ChemLawn
services from Home Depot.

The two companies plan to “test a range of residential maintenance and
repair services such as landscaping,” according to a Home Depot announce-
ment. The services will be co-branded and offered through 30 Home Depot
stores located in Sacramento, Calif., Memphis, Tenn., and Orlando, Fla. These
markets were chosen due to their geographic diversity and the presence of
TruGreen-ChemLawn’ lawn care and residential mowing services there.

The program will launch Feb. 15 and be promoted through kiosks, signage,
promotional activities and direct marketing to Home Depot customers. “We
were looking for a number of years for new way to go to market,” noted Don
Karnes, president, TruGreen Group. “If you look at telemarketing and bro-
chures, you have to ask yourself how else can we get to these customers and
where else do they meet? You won't find my places where more customers
meet than a Home Depot. The number of potential customers who go through
there is just unbelievable. ”

(continued on page 22)
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SOME 4 Aingf New,
Room For The Whole Crew,

/,‘7’(/24/ Truck /pmzx/// announces the [7’/?7’!‘ ﬁaér@{y':‘%u//f . low cab

éwwwf/ crew cab availeble in the USH. Think % it ro0m por

seven, /c/us; /.—,’uéul; un»;a.{pa-;;ac/ V/.-;/!u//./y, Manew.‘zm;}///é/, and
/

ﬂ/m/?/ea/ a/e/péna/aé///f/. You asked pr itt and /éuf;/,u Truck /J{p&na@d{
The WPR HV and fhe WER Crew Cabs come in two wheel bases 50 you can

have the truck you need fo do fhe job and the room fo Carry the whole crew.

call (FOOD 7855445 ext 2550 Or visit us af www. i-fuvymr_ com. Go farther.

USE READER SERVICE #120

Go farther is a trademark of American Isuzu Motors Inc



(continued from page 20)

For the first nine months of 2001, the com-
bination of TruGreen-ChemLawn and
TruGreen LandCare landscape maintenance
work grew about 1 percent to $1.1 billion with
an operating income of $126 million - 14
percent off last year’s mark.

Now the company will focus on “grow-
ing margins in the maintenance business
through the implementation of plant and
material purchasing programs, improved
labor productivity and more effective lever-
aging of overheads,” according to a release.

ON THE [AWNFRONT
Taking the
‘P’ Out of NPK

ST. PAUL, Minn. - Plans are underway for
the city council to vote on an ordinance ban-

ning the use of phosphorusinlawn fertilizer.
The ordinance, already passed in September
2001 by the Minneapolis city council, identi-
fies phosphorus as a leading cause of water

(continued on page 24)

The Metro Atlanta Landscape and Turf Association named its execu-
tive board of directors. They are Scott Chatham, president; Kevin Caldwell, vice presi-
dent; Matt Hoydar, treasurer; Ray Wiedman, secretary; and Becki McMinn, past president.

The Associated Landscape Contractors of America now offers
“Straight Talk on Careers in the Landscape Industry,” a career brochure that offers in-
sights into the types of professional careers available in the industry, the advantages of
college training for a career in the industry and information on internships and scholar-
ships. To order copies, call 800/395-2522.

The Southern Nurserymen’s Association clected its new officers. They
are Frank Collier, president; James Guy, vice president; Wayne Sawyer, director chapter
1; Daniel Baston, director chapter 4; William Boyd, director chapter 3; and Wilfred
Robbins, immediate past president.

The Interior Industry Growth Initiative Oversight Committee an-
nounced three distinguished media spokespersons for the Plants at Work campaign. The
Initiative Oversight Committee named Barbara Helfman, David Liu and Gary Mangum as
the spokesperson team.

The New York State Turfgrass Association contributed $2,000 in sup-
port of reference materials for students of Delhi College’s golf, turf management and land-
scape programs.

ARE YOU READY TO GROW
YOUR BUSINESS?

Join forces with the best known name in lawn care.

¢ Exclusive territories
¢ Financing available

* Effective sales/marketing pmgmms ms
® Complete training and support

@Lawn&'ewice

For a FREE OPPORTUNITY KIT call...
937/644-7297

Scotts LawnService
14111 Scotts Lawn Road  Marysville, OH 43041
www.scotislawnservice.com

———

Smooth Curb,
VStampod Curb,

¢ -.‘ .v:w‘

oy,

LIL BUBBA CURB MACHINE
by The Concrete Edge Co.
(800) 314-9984 (407) 658-2788 www.lilbubba.com

S @i’
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A glimpse into the future of landscaping.

7480 Introducing the revolutionary Stihl 4-MIX™ engine low-emission engine burns cleaner than conventional
_&_i”; technology, soon to be featured in the FS 110 2-stroke trimmer engines, while remaining lighter and
Trimmer. It's the first 4-stroke trimmer engine that more powerful than a conventional 4-stroke. The future
self-lubricates with premixed fuel. Our patented, is here. Are you ready for a Stihi?

A Available in California, Spring 2002
“‘

STIHL
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_ Market Trends

(continued from page 22)

pollution in the Twin City metro area be-
cause the ingredient causes algae growth.
Thus far, this regulation has faced both sup-
port and opposition throughout the region
and the industry.

Alison Fong, environmental inspector
for the city of Minneapolis, explained that
the regulation initially came about in an
attempt to be proactive and stress indus-
try-wide education. “Water quality is a
very important issue here in the city, and
the futureis in the chain of lakes,” she said.
“They are directly affected by what hap-
pens in the land around them and, in many
lakes, phosphorus is the limiting nutrient.
It's certainly easier to prevent the problem
than react to it.”

However, while phosphorus does exac-
erbate water pollution, fertilizer application
may not be solely responsible for the phos-
phorus runoff, said Bob Fitch, executive di-
rector of the Minnesota Nursery & Land-
scape Association in St. Paul. “We have con-

(continued on page 27)

\/ _l
Mike Ponder retumed to Roberts Supply as a sales representative for
north and central Georgia

Environmental Industries named Andrew Mandell senior vice
president and chief financial officer

Greg Freyermuth will serve as Turf-Seed’s new southeast
southeast sales representative

Contra Costa Landscaping, a subsidiary of the RBI Companies, ap-
pointed Bill Horn to area manager of its northern California operations.

RedMax promoted David Viek to general manager, sales and mar-
keting, and Diana Mates to marketing manager

The J.R. Simplot Co.'s Turf & Horticulture group named Steve
Franzen western region director of sales for their fertilizer division

John Mowder, president, Dixon Industries, was elected chairman
of the Outdoor Power Equipment Institute. In addition, William
Docherty was elected vice-chairman and L.E. Scheltx was elected secretary/trea
surer Michael Ariens Stephen Bly John Jenkins James Martinco,
Kendrick Melrose Fred Whyte James Wier and David Zerfoss will also
serve on the board of directors.

The Irvine/Lake Forest location of Miramar Wholesale Nurseries appointed Mitch Farr
as the new commercial landscape center manager. Former manager Sam Banuelos is
now outside salesman for Riverside and San Bernardino counties,

Mandell (top)
Farr (bottom)

Staffing Solutions

with our

International Workers

Sound familiar?

* We have RELIABLE, EXPERIENCED PERSONNEL

» Specializing in Recruitment & Placement of H2B Visa foreign workers
* Marcus Drake Consultants handles the entire procedure

* We deliver selected personnel to your company

Marcus Drake

Consultants

Park Ridge, New Jersey
Call 888-544-9122
Fax 201-930-0629
E-mail marcusdrake2b@yahoo.com

24 JANUARY 2002
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LM 2002 Office

LM 2002 Visual Office'™ is the

industry's leading suite of Q“i'CkBmkslM

productivity software. The (3]

Office seamlessly integrates e

LM’s Desktop software with 7 3‘2
independent modules - L6 §_:i
networking, Palm OS , mapping, ey
estimating, QuickBooks'™ link, LM Data Collector™

emailer, and bar coding. You
save 31% by purchasing the
office package.

LMSZOOZ“"“ xact

5%
LM - QB Link™

(2]

(’73
el P

Network Pack

LM Ernailér™

:

© v 2002 scheduling, invoicing, job costing, accounting, contact © Exact Estimator™ uses historic job cost data to provide estimates that
management and document generation capabilities empower companies are within pennies of the actual costs. Estimating has never been this
to achieve maximum profitability. exact.

@ LM Networking extends LM's power throughout your organization. Each 6] LM - QB Link™ provides an accurate, seamiess, link to QuickBooks™.
network pack allows three additional computers to access LM The link is especially powerful, relative to similar links, due to its ability to
simultaneously. pass invoice and receivable information to QuickBooks™ on a per client

basis.

©® LM Data Collector™ enabes crews to download their route list, client st
and client job history to a Paim© or Handspring© PDA. Throughout the Q LM emailer™ offers a time-saving, cost-effective alternative to traditional
day, the LMDC tracks each employee, the jobs they worked on and the invoicing. Rather than printing invoices, stuffing envelopes and paying
equipment that they used. At the end of the day, upioad all of the job cost postage, the LM emailer™ makes it possible to E-mail invoices.
information into LM 2002 instantly.

@ Bar coding invoices and route sheets means you can scan the document

O v Mapping™ links with Microsoft© MapPoint™ to automatically sort and have the appropriate information highlighted in LM. Bar coding
route lists to minimize driving distance/cost. LM Mapping™ also provides improves data entry accuracy and decreases data entry time.
detailed maps and written driving directions fo each job site.

¥ For more information visit www.alocet.com/Im2002 or call |.877.529.6659. A ocet
USE READER SERVICE #95
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A.M. Leonard

. Work Gloves for
= first-time catalog or
e Internet buyers!

Our brand works the

hardest to help you get the job
done! So, get the latest from
AM. Leonard - your one-stop
source for horticultural tools
& supplies for over 116 years.
And now - for a limited time,
get a FREE pair of knit cotton
latex palm gloves with your
first order!

800-543-8950

Or log on at
www.amleo.com

(A.M.Veonard

{TOOLS § THAT WORK!

Offer expires one month after publication date.  LLD02

TO
ENSURE
that your
meeting
date is
published,
send an
announce-
ment at
least 12
weeks in
advance to

Lawn &

Landscape

Calendar,
4012 Bridge
Ave.,
Cleveland,

OH 44113.

r' J‘—\JJ _I J_err'I r_[j_J

JAN. 18 lllinois Landsc ntractors ciation fied Land
scape Technician T: ining uni Testing in Iu::' Sensitivity, Chicago, Ill
Contact: 630/472-2851

JAN. 18-19 Plant Biology Workshop 2002, Frogmore, S.C. Contact
§88/290-2640

JAN. 19-21 Tenness

convention and trade show, Chattanooga, Tenn. Contact: 931/473-3951
JAN. 21-24 72" Annual Michigan Turfgrass Conference, Lansing,
Mich. Contact; 517/321-1660

JAN. 22-23 Missouri Landscape and Nurs

Eml!., Employee Short Course, St. Louis and Kansas City, Mo. Contact

e Nursery & Landscape Association 25th annual

ation Nuts and

816/233-1481
JAN 22-23, 29-30 Comell Organic Turfgrass Management Short
Course, Long Island, N.Y. Contact. 607/255-1792.

JAN. 22-24

TAGIC 2002 - The Convention, Kansas City, Mo

Contact: B16/561-5323

JAN. 23-25 PLCAA & NPMA Conference, Atlantic City, N.J

Contact; B00/458-3466

JAN. 24 Northeastern PA Turf School & Trade Show, Wilkes-Barre, Pa

Contact: 814/863-1368

JAN. 24-26 The Guif States Horticultural Expo, Mobile, Ala. Contact

334/502-7777

JAN. 27-29 Nebr

Conference & Trade Show, ( \"mnf"[ Contact: 816

JAN. 28-30 lowa Turfgrass Conference & Trade Show De s Moines,

lowa. Contact: 515/232-8222

JAN. 29 12" Annual Reno Nevada Landsc

& Conference, Reno, Nev. Contact: 775/673-0404

JAN. 29-30 Maryland Tmfcuasq 2002 Conference and Trade Show,

Baltimore, Md. Contact: 301/345-4199.

JAN. 29-FEB. 1 Turigr
>onference, Orlando, Fla. Contac

JAN. 30-31 New Jersey Nursery & Iandqcape Association 2002

Trade Show, Somerset, N.J Comdct 800/314-4836

JAN. 30-FEB. 1 [ sca

Convention & Trade Show S W .r.f;l.t 1481

JAN. 30-FEB. 1 ProCreen Ex,)o Dt_nwr Colo Comact 303/756-1079

JAN. 31- FIB.3")'*'A\H ric mr ursery & Lands

Management Clinic, Louisville, Ky. Contact: 202/7¢

FEB. 3-10 Golf Course SUpenmendem s f\%ouauon of America

annual conference and show. Orlando, Fla. Contact: 800/472-7878

FEB. 7-9 New England Grows, Boston, Mass. Contact: 508/663-3009

FEB. 7-10 Associated Landscape Contractors of America Executive

Forum, Cancun, Mexico. Contact: 800/395-ALCA

FEB. 11-12 llinois Landscape Contractors

Seminar, Hoffman Estates, Ill. Contact; 630/472

FEB. 15-16 Jacksonville Horticultural Trade Show, Jacksonville, Fla

Contact: 904/292-1117

FEB. 15-16 PLCAA Management Forum, Charlotte, N.C. Contact

800/458-3466

FEB. 17-19 2002 Lawn & Landscape School of Management,

Charlotte, N.C. Contact: 800/456-0707

ska Nursery & Landscap

ape Association frade show

188 Pr ational Orlando Midwinter

sociation Winter

4001
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EDITOR'S

NOTE: Every
month,
industry
consultant

We're off to another successful year. Here are a few to-dos to focus on and ac-
complish in early 2002:

- Budget the total man-hours of each maintenance account, per function, per
month. You now have the basis to track and monitor the hours for each project,

Jack

Mattingly
will offer
suggestions

on
for

contractors
to focus on.
Here are his
January
thoughts.

each month.
« Review your financials and, particularly, your chart of accounts. Your account-
ing system should represent the method you use to estimate your costs, such as
income, direct costs, indirect costs, equipment and v-hicle expenses, administrative
overhead and profit. Make the adjustments now in your software program.
« Become proficient in the software you are using. The computer can provide an
abundance of information needed to manage operations. Become well trained.
- Eliminate the valueless. Now is the time to cut the paperwork that never leads
to action. Eliminate anything wasteful. This includes trimming people whose
skills or interests will not add value to your company's future. Re-engineer your systems
so that the field operations have the necessary man-hours and material information pro-
vided to them on a frequent basis - preferably weekly - to manage the labor.
» Training and Education. Take advantage of any and all seminars, teachers, programs,
and send your people. It will be the best investment you make this winter.

Involve your people in considering the above and develop a written game plan for ac-
complishment, including dates for completion. You will now be on your way to reaching
your new profit goal.

key tasks

Jack Mattingly is a green industry consultant with Mattingly Consulting. He can be
reached at 770/517-9476 or online at www.mattinglyconsulting.com

(continued from page 24)
sistently been vocal in stating the fact that we
don’tbelieve that phosphorus fertilizer, prop-

tent. Jim Skillen, manager of formulator is-
sues for RISE, identified alternate sources for
erly applied, is contributing significantly to phosphorus runoff, including the leaching
of organic phosphorus from dead vegetation
during the winter and the phosphorus con-
tent in goose excrement.

Skillen stressed that additional research

would reveal that phosphorus has less of an

the greening of the lakes in the area,” he said.
“What's interesting is our lawn care applica-
tors in the Twin Cites are already, almost
without exception, at 0 percent phosphorus.”

The Responsible Industry for a Sound
Environment (RISE), Washington, D.C., also
opposes the restriction on the grounds that
phosphorus contamination stems from a

environmental impact than previously thought
- and that a strict ban may be too hasty of a
decision due to the lack of sound science.

variety of sources other than fertilizer con- (continued on page 30)

Onthe') '/ = 7

www.soundlandscapeservices.com
www.earthapeel.com
www.universalballast.com
www.admservices.com

Sound Landscape Services -
Earth-a-peel Industries -
Universal Lighting Technologies -
ADM Property Services -
Michigan State University
Department of Plant Pathology -  www.plantpathology.msvu.edu/index.htm
U.S. Small Business Administration - www.sba.gov

To announce a new Web site, e-mail nwisniewski@lawnandlandscape.com.

I

A GUT ABOVE

For the finest brush cutters,
point cut pruners, pole pruners and
replacement poles, you can't beat
P-F technology.

Pruner blades are made of tough
forged alloy tool steel
heat-treated for
exceptionally long life
Both blades cut -
for easier operation
and to avoid unneces-
sary damage to bark
and cambium
while promoting
quick healing
Pruner poles
have snug-fitting,
locking sleeves
that won't snag
leaves or branches
P-F tools: a cut
above the rest
Get our catalog
Call 508-835-31766.

®P po

PO Box 158, Wor
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MAKE IT BETTER

BASF
PROFESSIONAL
TURF

w5

Basamid® Image® Drive® Pendulum®

When choosing a professional partner, you should
demand a commitment to success equal to your own—
the kind of commitment you get from BASF. While other
companies were bailing out on the turf industry to chase
profits in pharmaceuticals, BASF was actually divesting
its pharmaceutical holdings to free up resources to serve
you better. That means billions in R&D to add innovative
new products to our already top-performing portfolio.

It means unsurpassed customer service and a long-term
commitment to the future of the turf industry. Most of all, it
means working side by side with you to make it better.

We don't make the turf
o b We make it better.

»
. )
" . l\ »
3
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(continued from page 27)

Nevertheless, Fong admitted that many
lawn care operators have viewed the regula-
tion as a step toward consistency, especially
since many have already limited the use of
phosphorus in fertilizers due to the content
in the soil. Opinions remain mixed, but Fong
cautioned againstinterpreting the ordinance
strictly in either direction. “
the entire problem, butitis a step in the right

It doesn’t solve

direction,” she remarked.

IN THE NEWS

Toro Finishes
2001 Strong

BLOOMINGTON, Minn. - Despite the eco-
nomical and social challenges the 2001 season
presented green industry manufacturers, Toro
Chairman and CEO Ken Melrose told analysts
that the company is pleased with its 2001 per-
formance and cautiously looks forward to a
stronger 2002.

“We're pleased with the record perfor-

(continued on page 35)

DEVELOPING THE LEADER
WITHIN YOU
by Dr. John C. Maxwell
Everything rises and falls on leadership
The key to success in any endeavor is
the ability to lead others successfully. No
one knows that better than Dr. John
Maxwell, America's authority on
leadership. Developing the Leader Within
You is a foundational must read for
anyone in a leadership position. Maxwell
writes, “The effectiveness of your work
will never rise above your ability to lead
others.” Plainly, your level of success
depends on your leadership skills.
Maxwell mentions a quote from the
President of Hyatt Hotels: "Ninety-nine
percent of all employees want to do a

good job. How they perform is simply a
reflection of the one for whom they work.”
For those who feel they need help in this area,
there is hope

By reading this book, you will leamn how to
develop yourself into an effective leader. There
are very few books that deal with leadership
wholly. Developing the Leader Within You is not
a lesson in management, but rather a guide to
help you acquire influence. Effective leadership
motivates people to carry out the vision you cast
Ultimately, you will leam that people do not
want to be managed, they want to be led. Ask
yourself, would you follow your own leadership
or would you jump ship? - Derek Blumberg

Blumberg is president of Quality Seasons in
Savage, Minn. To order Maxwell's book, log
on to www.injoy.com

For Better Business

:

Tomorrows.

weedalert
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>SI0ONALS

Fil=2

i
'JJJ--H'J:«

OTAYEet IONLIol
JPLIONIS

Otgant
mez ::ml Plant Health Care’

* Regional Alerts

* On-line Tech
Advisor

* University Links

Since 1975

FRANCHISE 4
OPPORTUNITY 4

1-800-645-6464 &

USE READER SERVICE #44
LAwN & LLANDSCAPE

brought to you by

| p—y pbi /) sondon
—= | corporstoT

An Employee-Owned Company

weedalert.com is a service mark of PBIGordon Corp. 1-2002/10232

USE READER SERVICE #43
30  JanuarY 2002



http://www.injoy.com

Py ettt

i

How do you get

ore power to
the root of your
weed problem?




The proof is in the leaf.’
Monsanto scientists used scanning-
electron microscopy to photograph
the effects of weeds sprayed with
Roundup PRO and an imitator.
Taken just one hour after
application, these images clearly
show more formulation in the leaf
sprayed with Roundup PRO.

Get Roundup PRO" herbicide with
patented PROformance” technology.

In the first two hours, it delivers three times more power
to the roots than Syngenta’s latest imitator product. Jose

The proof is in the roots.’
Scientists also used autoradiography

to photograph and measure the amount
of herbicide in the roots two hours after
application. Time after time, at least
three times more herbicide showed up
in the weeds sprayed with Roundup PRO.
With the imitator, barely any herbicide
has moved to the roots.




This weed, sprayed with
the imitator, has almost
no droplets in the leaf.

This is a cross-section of a weed
leaf magnified 1000x. The yellow }
droplets mean Roundup PRO is |

already at work inside. ) In the first twohours,

\ \ _almostno imitator
\ 0/ 4 : : 8 herbicide has moved
) v/ ,"Imv"-‘,--j,-;» s ) to the roots.

Scientific photography taken
two hours after application
shows three times more

Roundup PRQ in the ——
roots. More color &7 - O
means more ¥ R \
herbicide. ( B g
_}'—%; o’ d ]

e proof is in your control.

See for yourself the difference Roundup PRO with patented
PROformance technology can make in your weed management.
See your dealer or call 1-800-ROUNDUP for more information.




Free video shows science in action.

See PROformance technology at work in a free,
five-minute video. Scientists Dr. Tracey Reynolds

and Dr. Jimmy Liu demonstrate the autoradiography
and cryo-SEM techniques used to compare Roundup PRO
with an imitator on two identical weeds.

Call 1-800-ROUNDUP and ask for your
free Roundup PRO video today!

W Reg. #10182.449. 1 Tes
oundup PRO and 1o

d-equivalen
santo laboraton
1] 02001 M
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(continued from page 30)

mance in fiscal 2001, particularly in light of
the challenging economic conditions world-
wide,” Melrose said, referring to the
company’s record sales and profits. Toro’s
sales for its fiscal year totaled $1.353 billion,
which represented 1.1 percent growth over
2000. In addition, earnings jumped 11.4 per-
cent to $50.4 million in 2001.

The landscape contracting industry con-
tinues to be a key driver of the company’s
profitability, particularly through its lead-
ing Toro and Exmark brands. The late, cold
spring and resulting economic slowdown
kept professional sales essentially flat this
year at nearly $859 million, however, while
Toro's earnings from these sales climbed 7.2
percent. For 2001, the golf and irrigation
markets presented the biggest challenges
selling to the professional audience.

“Theirrigationindustry was down con-
siderably this year,” remarked Melrose.
“We were down, but everyone else was as
well in terms of our major competitors
going through some contraction. That was

Insurance COostS i fon puge 20

In the landscape industry, health and
liability insurance is expected to increase
another 15 to 20 percent, remarked Richard
Lehr, general counsel forthe Professional Lawn
Care Association of America, Atlanta, “Typi-
cally the past increases have been more in
health areas, but this year all insurance lines
will be affected,” Lehr explained. “Even if a
company has had zero claims over the past
year, it should be prepared for increases.”

To prepare themselves, contractors
should budget for insurance premium in-
creases now, Weisburger advised, and the first
step is insurance company research. “I think
you'd be hard pressed to find an insurance
company thatisn’t affected —-some might well

due more to weather patterns, cold, late
springs, and a very hot, dry summer that
created watering bans. The economy also
played a part, but the lion’s share was due

"

to weather.

go out of business,” he said. “You should
check the A.M. Best rating of your insurance
company, [which reports on the financial
condition of insurance companies.] If it has
an’A’ or lower rating, consider changing to
a company that is financially more sound.”
Lehralso suggested that contractors con-
tact their insurance providers and discuss
how rates will change this year and what
they can do. “Since the deductible a com-
pany has is the primary factor that affects
insurance costs, it might be financially pru-
dent to change the deductible or some of your
coveragestomakeinsurance moreaffordable,”
he said. “Contractors shouldn't be afraid to
take competitive bids at this time either.”

Melrose expects Toro’s irrigation divi-
sion to post stronger performance in 2002
driven by improved products. “Next year,
we're looking at somewhat of a rebound,”
he shared.

HINIKER COMPANY
Airport Road « P.O. Box 3407
Mankato, MN 56002-3407
Phone (507) 625-6621 » Fax (507) 625-5883

www.hiniker.com

less time.

of a button.

plow or loader.

\

The Hiniker C-plow is turning the world

of snow removal upside down!
Get the performance of a conventional plow
and the added versatility of a backdrag
plow in a single unit.

* Compare Speed
and efficiency. The C-Plow
moves more snow in

¢ Convert from
conventional to backdrag
plowing with the touch

* Complete snow removal
without a separate backdrag

The C-Plow from Hiniker—
i Revolutionizing Snow Removal!
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SHECROUT HHIS articleionting:

Spring Forward

Snow may be falling and cold winds blowing, but spring has
already sprung for some plant breeders. One breeder,
Monrovia, Asuza, Calif,, launched anexclusive line of shrubs

and vines for 2002.

Here's the latest on Monrovia's six innovative new shrubs.

SHRUBS. Nuccio’s Bella Rosa Japanese Camellia is an
evergreen that produces 4-inch, fire-engine red flowers. Each
bloom has petals that are symmetrically arranged in layers,
creating a formal look. The Bella Rosa is shade tolerant and
grows well in containers,
reaching 6 to 8 feet tall and
wide. It likes full shade to
morning sun and well-

drained, acidic soil. This shrub pre-
fers U.S. Department of Agriculture
Zones 8 to 10.

El Dorado California Lilac features
glossy, lime-yellow, variegated foliage that offers a striking
contrastagainst the blue cylindrical flowers. Thishardy shrub
is heat tolerant and drought resistant. A slow grower, it
reaches 6 to 10 feet tall and 8 to 10 feet wide. It is suitable for
U.S. Department of Agriculture Cold Zones 7 to 11.

Strawberry
Lemonade
Butterfly Bush
(left)features
fragrant, conical
flowers that
attract butterflies.
Bella Rosa
Japanese
Camellia (below)
produces 4-inch,
bright red flowers
and grows 6 to 8
feet high and
wide. Photos:

Monrovia

Banana Split Variegated Soft Leaf Yucca is ideal as a bold
accent planting or container plant. Its variegated, strap-like
leaves with yellow centers bend backward, giving the plant
a rosette shape. Trunk-like stems grow 4 to 6 feet tall, and
throughout the summer, spikes of white blooms stand 2 to 4
feet high. This drought-tolerant yucca prefers full sun to part
shade and well-drained soil. It is suited for cold zones 7 to 9.

Strawberry Lemonade Butterfly Bush features pink, coni-
cal clusters of fragrant flowers backed by variegated leaves.
The 5- to 10-inch-long flowers attract butterflies, and the
bush reaches 6 to 8 feet tall and 4 to 6 feet wide, making an
effective background, accent or specimen in a butterfly or
fragrance garden. It does best in full sun with average
watering and is suited for cold zones 5 to 9.

Variegated New Zealand Christmas
Tree is an evergreen with crimson stamens
and golden tips. This slow grower reaches
5 to 6 feet tall and wide. The shrub prefers
well-drained neutral to acidic soil, attracts
birds to its blooms in summer and devel-
ops an attractive bark as it ages. It can be
grown in cold zones 9 to 11.

Coral Flower Carpet Groundcover Rose
has 2-inch, pink-coral flowers and dark
green foliage. This hardy groundcover does
well in mass plantings, borders, containers
and hanging baskets. It tolerates a wide
range of soils in full sun to part shade and
is disease resistant. The shrub prefers cold
zones 5 to 11. - Ali Cybulski LL

The author is Contributing Editor to Lawn & Land-
scape magazine, and she can be reached at

acybulski@gie.net.
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NEXT FUEL
70 MILES

You'll need to refill before it does. Honda 4-stroke trimmers use less than half the fuel of
comparable 2-stroke trimmers, run on straight gas, don’t whine, and are virtually smoke-free. The
same is true about our new 4-stroke Stick Edger. So take a look at both of them. Each will give you
an edge. For more information, call 1-800-426-7701 or visit www.honda.com.

-/.....a Tuking care of tomorrow's environment today

©2001 American Honda Motor Co. Ing, For optiowam pertormance and safety, please read the owner's manual before operating your Honda Power Equipmet,
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The Job Checklist was started because The Pattie Included with the job checklist form is a special )
: : . £ g ‘s guide the fore ives the client duri |
Group, Chagrin Falls, Ohio, strives to put clients hor'nu)wncr ; *,”‘” & the foreman:gives the client during
their last meeting.
needs first. “What we do costs significantly more than a vehicle,
“This form was developed about a year ago because ~ an appliance or a television set, and all of those things
we wanted to be sure that all the small details are taken ~ come with an operator’s manual,” Fehrenbach acknowl-
careof whenajobiscomplete,” explained Bill Fehrenbach, ~ edged. “We wanted to give them something to explain l
the company’s president, adding that the company also ~ how they can take care of their investment.”
created similar forms to address irrigation and lighting Once foremen have met with their clients for the final |
issues. “All of the things on the checklist are costly togo  time, a copy of the paperwork is kept on file at the office
back to fix but are ridiculously cheap to take care of in the job folder. Management will review the job folder, |
while we're there.” making sure all paperwork was completed, and espe-
These forms also serve to strengthen the relationship ~  cially that the foreman met with the client for the final |
between the company and its primarily high-end resi-  time to go over the job checklist.
dential customers. “The foreman gets together with the “The paperwork is evidence that the client has been
client and goes over the job checklist with him or her,”  given everything.” — Cheryl Green '
Fehrenbach related. “That face time is used to reinforce
the relationship we’ve built with the customer. Thatlast ~ The Author is the Internet Editor for Lawn & Landscape
interaction provides closure.” Online, and she can be reached at cgreen@gie.net. ,'
Lawn & Landscape
introduces On Paper, v
J b Ch kl . a new department
0 eC ISt highlighting contractors’
business forms. To view
™
Client Name: 3 ~4 additional documents '
Job Number o |
Job Completion Date: l contractors use, visit the
l Business Tools section at :
[ ] 1. All tags are removed from plant materials. www lawnandlandscape.com. ‘
[ ] 2.Check for broken branches, hand prune problem areas, . |
[ 1 3. Mulch has been properly installed: for example, not covering trunks of trees or plant materials If you have a form you i
[ ] 4. Homeowner's Manual must be given to client, handdeliver, if client is not home, drop off - l
. 3 think contractors would :
and make a follow up phone call to go over proper watering and care. Mak sure that all the
client’s questions and concerns are covered benefit from, contact
[ ] 5. Ifurigation has been installed complete irrigation checklist ‘
[ 1 6. If electrical has been installed complete electrical checklist. Cheryl Green at 7
[ 1 7. Site has been checked for all misc. tools and equipment. B oLk
[ ] 8. Walks and drives are properly cleaned. % (i
[ ] 9. Askclient for permission to display Pattie Group sign. or 800/456-0707. ‘
Project Manager Date
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RESEARCH

The smartest way to outwit a weed? One application of easy-to-use

Barricade® each spring. Its season-long control of crabgrass is unparalleled.

Before YOU can beat cra bg rass Plus it also controls spurge, knotweed, purslane, and 26 more weeds.
Making your job a little easier means we get to know problem weeds

you have to think like cra bg rass. like crabgrass inside and out. Perfecting a full ensemble of products to
protect your turf, thats what we're here for. Call 1-800-395-8873 to contact

your local Syngenta sales representative and learn more about Barricade.

¥ Barricade

Herbicide

www.syngentaprofessionalproducts.com

krportant: Aways read and follow Label nstruchions before buying or using thes product. ©2001 Syngenta. Syngenta Professional Products, Greensboro, NC 27419 Barncade® and the Syngenta logo are trademarks of 4 Syngenta Group Company
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Surf's Up

You only get one chance to make a first impression, and
that encounter might not last longer than 15 seconds if it

is on a Web site. “People that surf the web want some-
thing that downloads fast — something that is easy to
navigate,” said Bill Jones, president, Terra Systems,
Charlotte, N.C. So, companies that launch Web pages
don’t have long to keep clients from clicking off the site.

Service offerings, project pictures and company histo-
ries fill some businesses’ sites, along with basics such as
contact information and references, or extras like sea-
sonal tips. Jones says the more information, the better.
“People go to Web sites if they are chock full of informa-
tion,” he pointed out.

Jones hired a professional to make sure
www.terrasyslawns.com runs smoothly, and he invested
$5,000 in the initial Web site launch. Each month, he pro-
vides the fresh content and the computer company handles
“behind the screens” technicalities. “1 would have been
neglecting my business if I spent the time needed to
launch a Web site,” Jones admitted.

But the cost is worth is, he said. “[The site] substan-

ON THE WEB
Web-Building Basics

Joe Palko, vice president of sales and marketing, Alocet, Toronto,
Ontario, suggested some basics for contractors creating company
Web sites:

« Keep the site simple. “A focused message is always better,”
Palko said. “People get annoyed by too many things moving when
they are trying to read - it makes them want to leave the page.”

« Develop a strategy or mission for the site. “Do you want it to
upsell your existing clients? Do you want it to explain or provide
information? Do you want it to attract new clients? Keep a goal in
mind with every page that you put up,” he suggested.

« Keep the site updated. “People use the Intemet quite a bit now, and
if they find out that you have October’s promotions still running in De-
cember, they can't rely on the site.” - Kristen Hampshire

:

ot

tiates what you do,” he noted. “It shows that we’re past
the point where we are jumping on the bandwagon.”

Jones’ site sells itself. During peak season the two-
year-old site attracts up to two dozen requests for the
company’s e-mail newsletter, and each quarter it gener-
ates thousands of hits, he said. Education keeps viewers
coming back, with planting, watering and seasonal tips
posted regularly. Then, Jones nurtures the online rela-
tionship by sending out quarterly newsletters.

A function that al-
lows site visitors
to e-mail the com-
pany enhances the
site’s customer
service value,
Jones added.
Terra Systems fol-
lows up by scheduling these appointments. “One of the
things we want todoisbuild relationships,” he said. “It's
important that your clients feel like they know you.”

And, as clients demand more convenience in the future,
interactive sites might climb in popularity, suggested Joe
Palko, vice presidentof salesand marketing, Alocet, Toronto,
Ontario. “Paying bills online - that might become a trend,”
he predicted. “Also, interactive services, where people can
go online and change their schedule date of the job or
request quotes online, [might become more popular].”

On the other hand, Joe Loyet, president, Loyet Land-
scape Maintenance, St. Louis, Mo, is planning amoresimple
Web strategy. He plans to display photographs of six
“anchor” properties that people recognize and list their
services, history and contact information. ’

“You almost have to have a full-time person updat-
ing the Web site every week,” he noticed. “I'd rather use
that person to market out on the streets.”

Simple or sophistocated, even basic Web presence
will enhance the company image and also turn on poten-
tial customers, Jones stressed. “Informationiskey on the
web. Information for free.” - Kristen Hampshire

-
lawnandlandscape.com %

ANASoMe HAs)|
ONl JONLSItes

The author is Associate Editor of Lawn & Landscape
magazine.
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*Before CLIP *After CLIP

The Sharpest Tool Has The Ed e

There’s a revolution going on in the landscape business. You've got to maximize your use of the latest t
outmaneuver your competition, cut costs, manage your overhead and resources, sell your services, find and keep
good employees and, in the end, build a business you can be proud of! CLIP Software helps you do all of t}usand
more. We are the source for industry knowledge, training, communications and busmess softwane With 12 years
expenence in the industry, CLIP Software has been around and will , 1) i :
~_.continue to be around growing right along with the industry. | 4 Ty ' Ui HF

Get the competitive edge with CLIP Software! CLIP automatically /  COMPASS g ‘5{‘ ,‘ i ‘
handles repetitive scheduling, billing and job costing functions easily, = = “Sﬁw INC. i ‘ |
quickly, and efficiently. CLIP can help you get the edge and keepit! | | | | i Sastorn '

For a free software demo and information on clases conferenqes and | | \ ‘
forums on green industry issues visit our web mte at www cup.nom
“or call 800-635-8485. ‘ ¢

Advanced Software For 'ﬂF' n


http://WWW.clip.COm
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SHAMROCK
IRRIGATION

& LANDSCAPE
HEADQUARTERS: Simi Valley,
Calif.

FOUNDED: October 2000

2001 REVENUE: $620,000
2002 PROJECTED GROWTH:
$1.2 million

SERVICE MIX: 78 percent installo-
tion, 8 percent irrigation, 11 percent
maintenance, 3 percent miscella-
neous

EMPLOYEES: 11 year-round, 4
seasonal

EQUIPMENT: 3 trimmers, 2
blowers, 13 pruners, 2 chain saws,
2 hedge trimmers, 3 maintenance
vehicles and 3 installation vehicles

THE COMPANY
CHALLENGES: Managing cash
flow, refining systems and develop-
ing people.

PRESIDENT: Mike Schmitt
graduated from California Polytech-
nic University San Luis Obispo with
a degree in horticulture. He worked
for Environmental Industries for six
years and served as its chief
technical. He started Shamrock
Irrigation & Landscape in October
2000 and boasts extensive
irrigation knowledge.

VICE PRESIDENT: With 25 years
of experience in the field, Hal Ward
left Environmental Industries, where
he was managing commercial
maintenance for Santa Barbara and
Ventura counties. He and Schmitt
are partners in the business.
INSTALLATION
SUPERINTENDENT: Jorge Utrera
worked his way up from laborer
through field experience, he also left
Environmental Industries fo join

Shamrock in 2000.

Glance

JANUARY 2002

by Kristen Hampshire

Mike Schmitt was more than ready for takeoff when his flight departed
the Atlanta Hartsfield International Airport last September. He called
home around 10 p.m. - a habit after spending 16 nights that month in

stagnant hotel rooms.

“I'had just gotten off of the phone saying good night to my wife and
daughter, and I said, ‘You know what? I'm done. It's time to go,”” he
recalled, a hint of laughter revealing disbelief in just how quickly he
changed his destination.

He didn’t expect to reroute his career during the five-hour flight
back to California, and he didn’t expect to hatch plans for a million-
dollar fledgling operation before landing. He didnt expect the bedtime
phone call before his departure to bump his aspirations to a different
level - one that melded his personal and professional lives.

“I had 85,000 frequent flier miles that year,” said Schmitt, who was
Environmental Industry’s (EIl) chief technical officer at the time. “I was
spending more time on the road and I had a two-year-old at home. It's
hard to build a family if you're telling your kid good night from
whatever airport you're in that night. If you're going to be Dad, you
have to be around.”

Needless to say, he didn’t expect that within one month he would
steer his own company in Simi Valley, Calif. ~ Shamrock Irrigation &
Landscape: an air-born operation headed for high altitudes.

A GRAND SCHEME. Schmitt doesn’t always make decisions on the
fly. He's well-grounded, really, and a careful plan and the right people
preceded the company’s October incorporation date.

“I've been a guy that always had a business plan in hand,” he
explained. “There was always something I was kicking around or
working on, and when I was in college I figured at some point I would
go into business. It just happened a little earlier than I expected.”

Schmitt’s archive of grand plans includes a draft of how to run and
acquire a beer distributorship - the research he acquired while working

(continued on page 46)
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Shamrock Irrigation
: & Landscape

2922 Corpus Christi St.
Simi Valley, Calif. 91360
PH: 818/5619-5700

FX: 805/581-2990
schmittmj@earthlink.net

From EII to
independent, Mike
Schmitt and the
Shamrock team
realize the sky is
the limit and the
goals they set their
first year are just a
few of the
destinations on

their journey.

Owners Mike Schmitt (right) and Hal Ward (left) say the

f\ ——I secret to successful business is the people who share their
\ " | vision — the people on “team Shamrock.”

Photo: Tory Avram
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Funny, it doesn’t look like an obstacle course.

For every possible weed, insect, and disease obstacle you face,
ChIpCO' offers a wide range of responsible and effective control products to help.

Of course, we offer you more than just products. We give you expert guidance, which includes outstanding
sales, support, and technical teams that work with you to develop programs for your customers’ unique turf
and ornamental needs. |

Replacing organophosphates

We've developed an insect management program that helps you more easily cross over from organophos-
phates. Called OPtions, it offers one-on-one guidance and a full line of fine products: DeltaGard® provides
quick knockdown and broad spectrum control of more than 50 turf and ornamental pests — all at extremely
low rates. Sevin® gives you versatile and dependable control of more than 130 pests, including chinch bugs
white grubs, billbugs, cutworms, sod webworms, and armyworms

Preventing fire ants

Clearly, Chipco has taken a leadership role in the industry, providing leading-edge solutions that have changed
the way we all solve pest problems. For example, new Chipco TopChoice™ lets you control, then prevent fire
ants for up to a full year with a single low-dose broadcast application.

Aventis Environmental Saence USA LP / Chipco Prolessional Products 7 95 Chestnut Ridge Road / Montvale, N) 07645 / 201-307-9700
Chipco, DeltaGard, Sevin, Ronstar, Acclaim, Finale, Prograss, ProStar, Aliette, and 26GT are registered trademarks and TopChoice and FireStar are trademarks of the Aventis Group
Chipco TopChoice registration s pending in California. * Ronstar is not approved lor use on home lawns. Always remember to read and follow label directions carefully © 2001 Aventis



chipco

Professional Products

Controlling weeds without harming turf and ornamentals

Our superior herbicides perform effectively without compromising plant quality and safety. Ronstar®
preemergent provides up to 120 days of goosegrass and crabgrass control without harmful root pruning of
desirable turf and ornamentals®*. Acclaim® is the leading crabgrass postemergent that controls escapes
(at any stage) without leaving ugly brown patches. Use Finale® for nonselective weed and grass control,
and Prograss®, the only product that offers both pre- and post emergent control of Poa annua.

With fungicides like ProStar®, Aliette®, and 26GT*, we can help you offer disease control as an add-on service
that will improve your bottom line.

So, for innovative, truly effective solutions to all your many control challenges, trust Chipco. For more information,

[

J

l

} Taking the mystery out of disease control

', speak to a Chipco representative or visit www.aventischipco.com.

I The Chipco family of professional lawn & landscape products includes:
Chipoo’ /
0ichoice fire/star ProStar [EECad Sevin
| Acclaim’ Extra Finale® RONSTAR' Prograss' Aliefie %r
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(continued from page 43)

in operations at beer distributorships during

sketched out management structures. Besides ~ $620,000 in revenue its first year.
some budgeting input at EII, he had not de-

businesses before starting Shamrock.

But Ell's work culture served as a busi-
college. While studying horticultureat Califor-  nessboot camp for Schmitt. He considers his
nia PolytechnicState University, heconsidered ~  time there thorough training for building
the nursery side of the green industry and his own effective operation, which pulled in

“My business plan is detailed for 36
vised landscape plans like he did for other ~ monthsand it goes outfor years four through
10,” Schmitt said, adding that the plan in-

Mulch up to 700% faster!

The revolutionary FINN Bark Blower aim-and-shoot
mulching technique pays you back fast

With the FINN Bark Blower a two-man crew can easily apply 15 cu. yd. of
mulch per hour. The powerful FINN Rotary Airlock powers mulch through
300" of 4" flexible hose. Just aim and shoot. Available in trailer and truck
mounted models, the Bark Blower breaks up clumpy mulch, reduces material
cost 20% or more, and creates a finished look customers love. No more slow
downs because of wet weather or tricky terrain. There’s nothing else like it.
Call today for a free brochure and the name of your nearest FINN dealer.

How productiveisa v

ey Bark Blower

ARIAND SO AL LW FREALNG

FiNN

CORPORATION
Innovative equipment
enhancing the world's landscape

1-800-543-7166

9281 LeSaint Drive, Fairfield, OH 45014 » Fax (513) 874- 2914 » Wet site: www.finncorp.com
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cludes monthly sales breakouts detailing
dollars in maintenance and installation, the
costs associated with those sales and over-
head costs. “One of the key things I learned
while working at EIl was how to go through
a project and develop not only the pie in the
sky, but realistic numbers and systems.”

Keep in mind, the size of Schmitt’s 11-
man operation pales in comparison to his
former employer, which could afford to as-
signa25-man crew toasingle project. Schmitt
realizes his big-company ideas are both a
blessing and a curse.

“We have a large mentality,” he noted.
“We have a mentality that we can do just
about anything — that we set big trees, we
work onbig pipes and we work on things that
the average competition hasn’t done.

“This is also somewhat of a hindrance,”
he countered. “To get started, we were going
for clients whose expectations weren’t quite
as high as what we were used to all the time.
We still need to not get too locked in — we
need to deliver what the customer is asking
for, not what we think the customer needs. If
we can raise their expectations and get them
to ask for some additions, then great.”

Valuable employees drive the business and
help it reach clients, all of them new business.
Ask any of the staff the key to its success and
they'll say each other. The people are its life-
blood. “We have different backgrounds,
which makes a really great team,” said Hal
Ward, the company’s vice president.

Meet team Shamrock: Schmitthandles the
numbers — the business brain who synthe-
sizes systems. He'll admit that he’s a “hard
driver,” and his partner, Ward, said “Schmitt
is more the visionary of the two of us, and he
comes up with all of these wonderful ideas.”

Ward has a sharp eye for detail and a
disposition for customer service. He headed
up Ell'shigh-end residential department and
is Shamrock’s key maintenance man. “We
could probably grow faster if  spent more of
my time selling, but everything is reputation,
which is how a lot of the neat things hap-
pened for Shamrock,” Ward pointed out.

Jorge Utrera, Shamrock’s installation
manager, was looking for an adventure.
“There was a little bit of uncertainty when I
joined the company, but that all wentaway in
the first couple of days,” he remembered. “I
realized there was potential for more growth

(continued on page 48)
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©2001 Hortica The Flonsts’ Mutusl insurance Company
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tor 116 2ais, you can outzron anything.
7 ok 4 4

Even Your name.

Floriets' Mutual Insurance 15 vow Hortiza,

Hortica is the insurance solution for the horticultural industry. We offer complete coverages for nurseries,
landscapers, garden centers, greenhouse growers and florists. We've changed our name to reflect that fact.

FMl is now Hortica, working in partnership with businesses throughout the horticultural industry

to successfully manage liability and financial risks. We’d like to do the same for you. ‘.’

W
Call us at 1-800-851-7740 or visit us at www. hortica-insurance.com. By the way, h O r t I C a
would your current insurance company know that trees don’t really grow this way? -
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and that there was a potential for a future.”
Together, they form a close-knit clan. They
area congruent blend of skills, and they treat
Shamrock like their prodigal child. They set
high expectations for its success.

PIE IN THE SKY. Schmitt knew his goals
for Shamrock were hefty ones - “challenges”

might better describe the marks he hoped to
hit after his first year.

“One of the things in goal setting is you
can’t be afraid to really set high goals,”
Schmitt stressed. “Part of goal setting is you
need to go back and adjust them for your
reality,” he added.

Schmitt did just that. With plans to hit

$1.5 million the first year, the team adjusted
this figure to $1 million when they realized
their manpowerand newborn systems would
limit growth. Instead, the company earned
more than $600,000 in revenue its first year -
an aggressive start for a new business. Next
year, Schmitt aims to double this figure. “It
doesn’tfeel like we've maxxed ourselves out,”

he said. “We had a little bit of an attitude
when we came in, and we've been humbled.

We came from the big leagues and now we're
starting anorganization, and though we were
notinvolved directly in running the big show,
we knew we could do this.”

Now, Shamrock’s motto is “scrappy.”
“Scrappy is a dog whojust doesn’t really give
up, who doesn’t really get a real meal, but

If your company

pgrforms

:~
8

when something appears, he makes the most
of it,” Schmitt defined. This describes how
Shamrock rustled up its first clients, starting
with a joint venture in a Christmas lighting
company and a few landscape jobs, and end-
ing up with $300,000 in work six months
later. Schmitt's “scrap” was piling up.

All the while, the young company learned
to balance its time and organize its schedule.
“January was a little light because we didn’t
sell enough,” Schmitt said, setting sales as a
key concentration for the company next year.
February’s rain provided drainage work and
spring unfolded a full installation schedule.
“Now, we're building our maintenance and
we have a full route at this point.”

Ward oversees this portion of the busi-
ness, serving as an on-site quality check-
point. Afterall, quality will drive the mainte-
nance division’s growth, he pointed out.

Meanwhile, Schmitt will continue to fo-
cus on sales development. “I would like ev-
eryone on our team to be looking for oppor-
tunity and feel that they have the authority to
go through and help the client out with their
needs — writing proposals, getting a signa-
ture or collecting a check - so that we are a
sales-based organization,” he said, noting
that this structure grows from the culture.

Schmitt fuels this sales initiative with

in Tree Care 5-part video set offered by

the National Arborist Association (NAA)
was produced to help the company owner or
supervisor meet the challenge of training
employees in the safe performance of quality
tree care work.

The Basic Training for Ground Operations

The vital information contained in the video set
was designed to provide training for newer
employees but also contains information that
will benefit even the experienced tree care
worker. The S videos cover:

Worker Orientation

Vehicle Safety

Job Planning & Preparation
Working Safely & Efficiently
Brush Chipper Operation &
Maintenance

Call for a FREE promotional video & catalog of
many other tree care & safety products

@ mm\ simple tools like invoice books that techni-
o = = AS e e e o cians carry to accounts so they can easily iden-

Phone: 1-800-733-2622 e R A ;

1-603-314-5380 tify “extras” for clients. Supervisors hold unit

Fax: 1-603-314-5386
E-mail: naa@natiarb.com
Web: www.natlarb.com

pricing sheets to help them estimate costson the
job. “Give them the tools so that when they see
the opportunity, they know how to priceitand
they have the confidence that they won't be

(continued on page 50)
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under- or overpricing it,” Schmitt stressed.

Furthermore, communication seals sales
deals, and Schmitt urges the staff to talk to
their clients, whether the conversationisover
the phone or in person. Contacts are re-
corded in phone logs so employees can sum-
marize their discussions and note problems,
actions and ideas. This routine will also build
sales confidence, he pointed out.

Again, people will steer the company to
success. Team Shamrock will continue to pick
its players carefully and train them thoroughly.

“I've built some training methods and
tools — sheets that summarize job descrip-
tions and progression in the company,
Schmitt added.

But Schmitt wants more than basic out-
lines—he wantsto refine human resources with
an employee manual that spells out worker
responsibilities and illustrates their potential
for growth within the organization.

Utrerasees opportunities already. “Stand-
ing still is not an option,” he said simply.

”

SHAPING UP SCRAPPY. Schmittknows
the difference between sharp and shoddy -
between a company that runs like a well-
oiled machine and one that grinds, scrapes
and eventually halts.

“Sharp companies seem to have a couple
things in common,” he noticed while visit-
ing and interviewing dozens of contractors
for an operations study he conducted at EII.

“They have low debt,” he listed. “They
like operating in a controlled environment,
so they are into controlled growth and pay-
ing for things as they go, like the property
where they operate their businesses, most of
their fleet — all of it is paid for.

“They stay close to their communities,”
he continued. “They are well known in their
communities, which helps them to bring in
business, and they are shrewd.” Schmitt not
only identifies these qualities in other com-
panies, he realizes the importance of imple-
menting them in his own.

Watching his cash flow, which was a

lawnandlandscape.com
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challenge for him this year, will allow him to
reduce debt. “It's an important function of
you running the business and not letting the
business run you,” he remarked. This is why
he breaks up jobs into five to 15 critical
elements - from materials deliveries to
plant installations - collecting payment
after each one. This high-maintenance bill-
ing method is a bit timely, but it brings in
dollars, he said.

Maintaining compact service routes will
keep his trucks close to the office and close to
the customers. And, finally, sticking to the
well-founded business plan will supply Sham-

(continued on page 130)

US PATENT NOS. 6,141,903 & 6,065,243

still using old-fashioned Stake & wire

to plant your new trees & shrubs?

Finally, there’s a better way! Introducing

REE OTAPLE..

BELOW-GRADE STABILIZING SYSTEM
FOR NEW TREE & SHRUB PLANTINGS

The revolutionary new stabilizing system that’s

SA F E R because it’s completely below-grade
CH EAPER because it never needs to be adjusted

or removed

EASI E R because one worker, a sledgehammer,

and a few minutes is all it takes to install

CALL (877) TREES-49 TO ORDER

OR VISIT WWW.TREESTAPLEINC.COM FOR MORE INFORMATION

Tree Staple, Inc. = 310 Springfield Ave., Suite 8 = Berkeley Heights, N} 07922
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WE’RE FLATTERED THAT COMPETITORS

KEEP ATTACKING PENDULUM.

THAT’S WHAT HAPPENS WHEN YOU SET

THE INDUSTRY STANDARD

FOR EXCELLENCE.

BASF



DIMENSION® AND BARRICADE'
WITH PENDULUM,

Ny i

:‘#’ﬂf’fm‘“ Pendulum’ herbicide consistently controls crabgrass better than other preemergent herbicides.* What 1
’\ more can we say? How about Pendulum controls costs better, too, to offer you far greater value. It also |
controls a broader specrum of weeds than any other preemergent—more than 40 grassy and broadleaf ’]
weeds, such as oxalis and spurge, in all. Plus, Pendulum comes in granular and liquid formulations, and ‘
BASF pendimethalin is available on ferfilizer from Scotts and Helena, for maximum application flexibility. With Pendulum,

there's just so much more to talk about than crabgrass. !



TALK A LOT ABOUT CRABGRASS.

lT NEVER COMES UP.

S “Q ™ ‘\" .@$ "
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To learn more about why everyone's falking about Pendulum, call
1-800-545-9525 or visit www.turffacts.com.
Always read and follow label directions.

WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

BASF
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Cotleur & Hearing
Landsape Co.

1934 Commerce Lane
Jupiter, Fla. 33458-5559

Phone: 561/747-6336

JANUARY 2002

by Nicole Wisniewski

Similar to the hurricane

that inspired its start,
Cotleur & Hearing Landscape

Co. stirs up a whirlwind

of success in South Florida.

RobCotleur and Don Hearing favored business with more of

the design and less of the build.

But in August 1992, Hurricane Andrew hit their small
town of Jupiter, Fla., and, within a few days, caused an
estimated $25 billion in damage.

Many Florida houses, apartment buildings and office parks
suffered considerable destruction, and the rebuilding process
started immediately. Cotleur and Hearing became involved
when a condominium client of theirs in Key Biscayne asked
them to complete its landscape cleanup and renovation. From
thatjob, Cotleur & Hearing Landscape Co. was born as a separate
entity from Cotleur & Hearing Landscape Architecture.

Today, with a new manager in place to direct and grow
the business, Cotleur & Hearing Landscape Co. is stirring up
its own South Florida whirlwinds.

A TROPICAL CYCLONE. Before a collection
of storms merge to form a hurricane, a warm-
core, low-pressure cyclone develops. Since this
cyclone isn’t a hurricane until winds exceed
74 mph, speed is slow ~ a brewing tempest.

Cotleur & Hearing Landscape Co. started
inasimilar leisurely fashion. High-end land-

www.lawnandlandscape.com

The Cotleur & Hearing Landscape Co. team, including Design Sales

Manager Tony Grimaldi (front left) and Managing Partner Tim

Osborne (front right).

Oorml

scape construction, although profitable, was a difficult
market to penetrate.

Though the company sustained $750,000 in average an-
nual revenue between 1996 and 1999, its focus was unclear.
It took on a variety of work — from commercial to high-end
residential - but lacked specialization.

The company also experienced some managerial turn-
over until 1999, when Cotleur and Hearing hired Tim
Osborne, a University of Florida graduate who had a back-
ground in mechanical engineering before he discovered the
landscape industry. :

STORM ADVISORY. A hurricane builds strength from
other storms in the area that feed it. In business, client
referrals similarly enhance a company and make it stronger.

Cotleur & Hearing Landscape Co. does little marketing -
referrals breed additional business along with leads from its
design counterpart. Since the company is located in a small
town where the median annual income is $1 to $2 million,
and Palm Beach is only 20 minutes south, high-end residen-
tial clients in golf and yacht communities make up the bulk
of the work.

(continued on page 85)
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Cuts More Lawns. Makes More Money.

Introducing the Ferris Compact I1S° 10002

Ride Ferris to more acres per hour. From our introduction of the first hydro walk-behind mowers to developing
independent suspension for the riding mower, Ferris innovation has revolutionized the industry. And we've always built
tough. reliable mowers that run faster and longer so you can make more money. Now with the introduction
of the IST1000Z. we have the most complete line-up of rugged commercial mowers available anywhere.
There’s a Ferris mower to fit any mowing task. big or small. To learn more about how Ferris can help you

make more money on every mowing job, call 1-800-933-6175 or visit www.ferrisindustries.com. We'll

answer your questions, send you the latest product information and match you up with your nearest Ferris

dealer. And we'll show you how vou can Cut More Lawns and Make More Money with Ferris. Number I in Reliability

IS* 1000Z. Two-wheel front Independent Suspension IS* 3000Z. Two-wheel rear Independent Suspension IS* 4000Z. Four wheel Independent Suspension for
for a better ride, smoother cul. 21-HP Kawasaki with for better traction, greater speed and longer mower the ultimate ride, 27 and 31-HP liquid cooled engines
48 inch mower and 23-HP with 52-inch mower life. 23 and 25-HP engines; 61-inch mowing deck 61 and 72-inch mowers.

3-Wheel Riders. Out-front performance with even Fast-Vac System. Mows and vacuums in one guick Walk-Behind Mowers. Dual Drives, Single Drives
weight distribution and a low center of gravity. 20, 23 pass. Unique side-panel air injection design handles Belt Drives... Ferris has them alll 125 to 23-HP
and 25-HP engines with 52, 61 and 72-inch mowe: more leaves and grass without clogging engines with 36 to 61-inch mowing decks

Ferris Industries » 5375 N. Main St. * Munnsville, NY 13409 « www.ferrisindustries.com » 1-800-933-6175
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THE CUTTING EDGE

The mower alone cannot create a flawless lawn. Contractors

can ensure top-notch lawn maintenance with the

proper care and selection of mower blads. .............. AL

CAPTURING QUALITY

While landscape contractors cannot promise perfect

work, striving to hit this mark will deliver

TR BRIV 15 e rns st simine s st stenii s M2

THE BUYERS' GUIDE

A comprehensive listing of mower manufacturers, their

Focus: MOwers

product specifications and contact information. ... Mmis

AD INDEX

WE KEEP YOU CUTTING.

NOT TO MENTION MULCHING,
CHIPPING, LOADING AND HAULING.

If you have a job to do, chances are we have
the machine to do it. From mowers to chippers
to compact loaders, Gravely means reliable
performance. So call 1-800-GRAVELY or visit
www.gravely.com. Find out what keeps
so many landscape professionals
coming back to Gravely.

*Gravety X1, Spincies we
Guarantead not 10 need
ORasing Or replacement
for 2 years. Saves an est
matad 100 hours of main
tonance annually ($40 an
hour average Wbor rate)

USE READER SERVICE #169
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Oh yeah.
We know jack
about jacks.

The JUNGLE JACK is on file with the US. Patent Office (#5678804).
No other jack gives you sufficient clearance to work on the under-
side of any commercial equipment with just one quick pull. With
safety devices that allow movement of the mower in the “up”
position, it is the answer to portable on-site repair and maintenance.

Jungle Jim's Lift yourself above the rest.

JVNGL! JACK Call toll-free for more information.
1-888-844-JIMS
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Fo c us: Mower Blades

The mower
alone cannot
create a

by Kristin Mohn

flawless lawn.
Contractors

can ensure top-

notch lawn
maintenance

with the proper

selection and

care of mower
blades.

M4

JANUARY 2002

Gear-drive, hydrostatic, zero-turn, stand-on, riding, walk-
behind - contractors’ choices when purchasing lawn mowers
have never before been so varied. Whether you're looking for
high speed, comfort or compact size, mower styles offer some-
thing for everyonc.

Ultimately, these options are merely fancy packaging for
what is truly important: the components that will get the job
done. Underneath it all, mower blades determine whether a
machine will be a dream or a dud when cutting the grass.
Choosing the appropriate blade for the application, inspecting
the blades for wear and tear, and following safety precautions
ensure a quality cut. In addition, familiarity with mower blade
types and uses allows contractors to avoid frequent blade

replacement —and thus cut down costs. “The blade is what the

lawn mower is all about,” said Paul Jurgens, director of

customer service, Exmark, Beatrice, Neb. “Consider the blade

a necessary evil to generate revenue with the unit.”

SHOPPING AROUND. Of course, mower type cannot
be ignored when selecting the correct mower blade, suggested
John Kuhn, senior engineer, commercial mower development,
John Deere, Horicon, Wis. “Buy blades that have been de-
signed to perform for the specific mower in question,” Kuhn
said. “A mower blade design that works well on one mower will
not necessarily be optimal for another mower.”

Blades are tested for specific applications, so using them for
alternate uses or equipment other than those suggested may
actually weaken the effectiveness of the blade, Kuhn continued.
Ken Day, president, Frederick Manufacturing, Kansas City,
Mo., also warned against choosing generic blades. “Universal
blades are compromises that a professional should
not choose if specific fit blades are available.”

Next, contractors must decide between the
two main categories of mower blades: side- or rear-
discharging and mulching. Discharge blades offer
notches in the air foil that help chop grass and
leaves into small picces, Jurgens offered. “The
high-lift blade provides for the most efficient means
of discharging grass from the deck,” he said. These
features also help with bagging applications, Kuhn
noted. “Typically a higher airlift will create more
airflow for better dispersion or bagging,” he said.

a used, inefficient blade. Photo: Excel
Left: Mulching blade design helps direct mowed

material back into the ground. Photo: Snapper

LAWN & LANDSCAPE

Above: A new, sharpened blade is compared with
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TURF TOUGH. TURF TENDER.

Kubota gives you a range of affordable compact utility tractors for turf and landscape work.
They are tough and tender at the same time.

Tough: Handle all the different landscaping and grounds maintenance jobs you
need to get done with Kubota's Performance-Matched loaders and backhoes,
plus operate tillers, mowers, sprayers, snow blowers and more.

Tender: You can choose standard turf tires, Galaxy turf special tires for a
light step on the turf or R4 industrial tires for multi-purpose use.

Your Kubota dedler can help you choose the powerful, versatile, affordable
model that's best for your work and your budget.

L4610 M5700

« 40.5 PTO HP, GST model, Glide Shift Transmission « 52 PTO HP E-TVCS Kubota diesel engine

* 39 PTO HP, HST model, Feather Step Hydrostatic * Live, lndegendenl Hydraulic PTO
ansmission 8F/8R

« Bevel geor four-wheel drive + Standard
* Power steering * Hydraulic shuttie opfion
* Deluxe, Integral cab available * Hydrostatic power steering

For more information, call 1-888-4-KUBOTA, Ex!. 404 or write to
J Everything you value. | Kubota ractor Corporation. 3401 Del Amo Boulevard, Dep!. LL, Tomance, CA 90503
Financing available through Kubota Credit Corporation. www.kubota.com
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Focus: Mower Blades

“It is sometimes, but not always, the case that
higher airlift improves cut quality.”

Mulching blades, on the other hand, offer fea-
tures that direct the mowed material back into the
grass. “Mulching blades typically have a downdraft
feature inboard from the airlift that directs cut
material back into the turf,” Kuhn said. Another

type of mulching blade features projections or
YE g

vanes above the cutting edge, Day noted. “After the
grass is cut it flows over the top of the blade and
impacts the vanes,” he described. “This tends ro
pulverize the clippings. The vanes are formed so
they direct this same blade of grass toward the
center of the blade where it falls through and is cut
and pulverized again. The blade results in a reduc-

tion of clipping volume by 30 to 50 percent.”

SHARPEN
YOUR Skills

John Kuhn, senior engineer, commercial
mower development, John Deere

Horicon, Wis., offered the following

mower blade care fips

® Use gloves when handling blades
® Replace blodes when they are bent, if
° the blade thickness hos been sand-
Turn quicker profits. s ol s gl s,
: if sharpening and/or wear have
_— : reduced the width to more than %/,

of an inch

Remember that mower blade
replocement depends on regional
conditions and can be determined

only by regular inspection

Avoid mowing oreas with hidden
obstacles, which can potentially
damage the blades

Keep the factoryinstalled chute guards

intact and in the propet position

materiol as possible

. 3 . ¢ |n dry, sandy conditions, use a lowdift
Any mower will cut grass. But Dixon ZTR® mowers will cut / '

your work load. With three heavy-duty, fan-cooled, hydrostatic-
drive commercial models to choose from, there's a Dixon
ZTR just your size.

Our front-mount 6023 and mid-mount 7523 come with
decks that flip-up for easy servicing. Both feature the beefy
23hp Kohler engine and celebrated Dixon ZTR dexterity.
In tight spots, their pedigree is obvious. But out in the open,
these workhorses become racehorses — whisking you to
the next patch of uncut grass at 8 to 10 mph!

To power its 60" or massive 72" cutting deck, our big new
8025 comes with a choice of 25hp Kohler or optional 26.5hp
Daihatsu diesel. With fully adjustable seat and ingenious big-
rig style seat suspension to smooth out the ride, the 8025
is designed for long hours. And with all-steel construction,
all three models are built for long life.

I
|
|
When sharpening, remove as litfle 1
i
)

blade that minimizes sand pickup and

weat, but siill performs
~ Kristin Mohn

For a free brochure and location of your nearest dealer,
Call 1-800-264-6075.

ZTR. Mowers

The first photo depicts a blade that needs

sharpening, while the second photo
illustrates the correct thickness and
sharpness of an efficient mower blade.

(S (€ MYy ~Lurn ye-e— -

www.dixon-ztr.com

Dixon Industries is o Blount Internationsl, Inc. Co,
@Dixon and ZTR ore registered trodemarks of the Dixoa lodustries, lnc,

Photo: Frederick Manufacturing
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Oscillation

“EXCELLENCE

The Prowler Mid Cut features Encore's exclusive side-to-side Excellent Deck and More -
articulating floating deck - making it the only mid mount in the High horsepower gas and
industry that will maintain front wheel ground contact over all diesel engines, air-cooled or
terrain. The front wheels of other mid mounts always maintain a liquid-cooled « PTO drive shaft
level position - so when the ground is not level, the wheels lift « Blade tip speed approx. 19,000

and bounce and the deck scalps. But each
side of the Prowler Mid Cut deck moves
independently. Both front wheels always
: maintain ground contact. No rough,
bouncy ride. No scalping. Better traction
and stability. Better cut.

fpm - No-slip disc brakes * Low
maintenance blade spindle
assembly + 5 2" deep deck

for better grass handling - ROPS

800-267-4255

7

ENCORE

POWER EQUIPMENT

Find your Encore Dealer at www.encoreequipment.com
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However, when cut quality is the main issue,
high-lift blades offer better results, said Jaret Bishop,
president, Custom Lawn Care & Landscaping,
Washington Court House, Ohio. “High-lift blades
offer better quality, where | haven'r had as good
resules with the mulching blades.” Day continued
that the success of mulching blades depends on

grass conditions like moisture or height.

Mower Blades

Other mower blade considerations include the
length of the sharpened edge and blade thickness.
Jurgens related thart the norm has generally been to
sharpen only the outer 4- or 5-inch portion of the
blade, but fully-sharpened blades may improve cut
quality. In terms of thickness, commercial blades
should be at least %-inch thick, suggested Bill
Wright, president, Wright Manufacturing,

of ‘Bruyggs «

g

N

Tep Ten Lawns

SMratten 40 Annual

“Snapper helped us be named one of the Top Ten Lawns
in America by Briggs and Stratton”,
Hollis Malone, Horticulturist and Manager of Horticulture Opryland Hotel.

Snapper Commercial Equipment is built with the lawn care
professional in mind. Unique features like our loop handle
on walk behinds and joystick steering on riders provide
greater precision and productivity while cutting.
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Frederick, Md. "All else being equal, a thicker blade
will usually last longer and be less prone to bend-
ing,” Kuhn related.

Mower blades generally can be bought in retail
stores for approximately $9 to $20 a picce, depend-
ing on type and manufacturer. Mulching blades
tend to cost more because they require more atten-
tion and take longer to manufacture, offered Mike
Seaford, product development manager, Stens,
Brillion, Wis. Although purchasing mower blades
one by one requires a relatively low investment, it
may be more economical to purchase them in bulk,
Bishop said. This reduces overhead and allows
contractors to always have blades on hand should
one break or bend.

Choosing the correct mower blade also requires
regional knowledge of soil conditions and grass
types. “A solid air foil blade may work better in the
wide blade fescue, bahaia and St. Augustine-type
grasses where a notched air foil blade scems to
perform better in fine blade fescues and bluegrass
lawns,” Jurgens said. Jurgens warned that lower-lift
blades create less turbulence under the deck, which
may reduce blowout in dry areas with little grass.
However, “low-lift blades also tend to pick up less
sand in sandy areas, which can reduce the sand-
blasting effect that can be detrimental to deck and
blade life,” he added.

Kuhn also identified region as a factor in blade
replacement. “In northern parts of the country
where the soils are more of a clay, you are not
picking up as much soil and the blade might last for
the better part of a season,” he said. On the other
hand, in southern regions such as Florida, which
feature sandy conditions and sparse grass, a blade
may need to be replaced after only 30 to 50 hours
of mowing. Yet, Kuhn warned against regional
generalizations, as grass type and condition can

vary f‘h'll) property to property.

BLADE TLC. After finding a mower blade that
fits the application and mower type, contractors
can extend blade life with proper care and safery.
Kuhn identified blade sharpness and damage in-
spection as the two main components of blade care.
“Sharp blades require less power, give a cleaner cut
and do not fray the end of the grass blade, which
results in grass tips browning,” he said.

Since honed blades cut grass more cleanly and
efficiently than dull blades, Jurgens suggested sharp-
ening mower blades frequently. “In many cases it
would be ideal to start cach day with a freshly
sharpened set of blades; it makes it easier and
quicker to sharpen the blades that were removed if

they are not run until they are extremely dull,” he

LAawN & LANDSCAPE
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LOOKING TO

MAXIMIZE

YOUR PRODUCTIVITY?

comes to

zero-turn-radius

mowing productivity,

ZT MAX mowers provide

maximum cutting performance to help you
meet the increasing demands of your customers.

ZT MAX’s power combined with rugged durability
keeps you cutting day after day, year after year.
Designed for maximum performance, productivity,
and comfort, the ZT MAX's high-back, adjustable

seat, and
low center of
gravity allows you
to cruise in comfort.

What more could you ask for —
performance, productivity, durability, and a
comfortable ride!

Find out how to take your mowing productivity to
the max by calling 877-368-TURF or visit our
web site www.yazookees.com.

YAZOOIKEES

POWER EQUIPMENT
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said. “The load on the engine, the belts and the
bearings in the cutting housings is significantly
reduced when the blades are sharp vs. dull.” Day
added that frequently sharpening blades actually
removes less material over time, thus allowing more
efficient mower operation and a better cut.

When sharpening blades, contractors can ex-
pect the best results from a blade grinder, Day
continued. “[Grinders| will pay back quickly in

—— i 2
e 71 - a0 < g T longer blade life, improved lawn cut, and extended
! i 7 AELSIE N ; : engine and mower deck life,” he said. For increased
= = By blade life, remove nicks that lead to cracking and
‘ . K57 balance the blade when finished sharpening, Day
i s - ; ' said. “Inexpensive balance testers are available from
MY . E . 0

most dealers,” he stated. “An out-of-balance blade

- . - .
will result in premature wear of the mower deck.

- Continuously inspecting mowers and blades
for damage also ensures maximum efficiency. Athis
3 company, Bishop insists that a mechanic examine
L all mowers at the end of the day and change out
blades as needed. For damage control, he advises
contractors to do a “trash run” on properties before
starting the mowers. Removing rocks and debris
from the lawn lessens the chance of mower blade

damage — and damage to the operator.

First to Finish ... Built to Last.
When mowers do hit hidden objects, Kuhn

Real control with ComfortRide™ is standard — with no gimmicks that sacrifice suggested examining the mower immediately for

quality of cut — providing a ride so smooth that putting in a day's work is bent blades and other damage. “A quick method for
ke 3 : : checking to sce if the blade is bent is to check all
not much work at all. Real liquid-cooled engines — the kind that include e R R

combinations of tip alignment,” he said. “The tips
three cylinders and solid cast-iron construction — provide maximum power should align within '/, inch. If a blade is bent, it

to mowing decks and implements. DuraMax™ decks let you mulch bag or side should not be straightened, it should be replaced.”
5 On the other hand, Jurgens maintained blades

discharge using the same deck. Grasshopper gives you a quality cut every time. must be checked and changed daily. In dry condi-
tions this frequency may increase to more than once

< u X s " 2 » 4 ed. “Dus 2 1 S » g

Get the real facts on why Grasshopper is “First to Finish ... Built to Last. ety s kb A
casily drawn into the cutting chamber in dry con-

Send for literature, ask your Gl’@SShOpp@f dealer ditions, thus causing increased wear to the blades
and underside of the deck,” he said.

Ultimately, a mower blade can only be main-

or visit our Web site for details.

tained for so long before wearing out its welcome,
Jurgens said. “It should be considered as a normal
wear part that will need to be replaced on an as-

needed basis,” he commented.

The author is Assistant Editor of Lawn & Landscape

magazm(.

lawnandlandscape.com

Giluidyits st ciestals
prlineRoraadinon:ll
mowerbladesianaling,
AN SHIE Y ADYECAUTIDIE)

Company * P.O. Box 637 « Moundridge. KS 67107 USA
» FAX: (620) 345-2301 * E-mail: inf rasshoppermower.com
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More Features. Same Low Price.

Value. Not just hot air. But true value. Now,
that’s something to get excited about. The new
Bob-Cat* walk-behinds are loaded with extra features.
Yet, you can't tell by the price tag. They’re tough,
reliable and have everything your crew needs to
boost productivity. Like improved operator controls

for better comfort, an electric clutch with fewer

moving parts to maintain, and a rugged 7-gauge
steel deck with 6-bolt spindle assemblies for greater
impact resistance. Plus, factor in our all-inclusive
3-2-1 warranty, and vou've really got something to
jump for joy about! For more information or the name
of the dealer near you, call 1-888-922-TURF or visit

us at textronturf.com.

'\‘ TEXTRON

TOUGH. AFFORDABLE.
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F o c us : Quality Control

by Cheryl Green

While no
landscape
contractor can
promise
perfect work
striving to pro-
vide quality will

improve service.

First impressions are priceless. The way an
organization is perceived can very well make
or break a client’s interest in its services. This
is why companies invest money in trucks,
uniforms and equipment — these things help
convey a professional image to prospective
customers. But, after reeling in the client with
an image of quality, the challenge to deliver-
ing services commensurate with the client’s
expectations. Of course, not all companies do
this the same way, but there are a few common
practices that any company can adopt to

improve the quality of its services.

SETTING STANDARDS. Bccause qual-
ity is such a subjective term, employees must
know and understand the company’s defini-
tion of quality. They must be trained on the
proper techniques to use to perform effi-
ciently at a level that is acceptable to both the
owner and the clients.

“When it comes to quality, you can't just
watch a video to learn how to do something,”
asserted Joe Goerz, president, Goetz Landscape & Irrigation, Centerville, Minn. “You have to be out
there doing hands-on work. After you show the crew how to do something, you let them try itand then
you give them feedback on their performance.”

Because Goerz realizes that not every employee hired will have all the knowledge necessary to work
on large accounts, he is starting a new program this spring where each new employee will work with
a training manager.

“This will be more of a one-on-one or one-on-two approach so that the training will be more
individualized,” Goetz explained. “When they've passed the checklist of things thar we'll require them
to know, they will be able to go-out with the crews. We believe that will help quality and efficiency.”

Until the new employees pass that list, they will be assigned to smaller jobs, such as planting trees,
installing rocks and edging. “The emphasis here is more on quality, not on time,” Goetzacknowledged.
“As they get trained, time becomes more important. We're taking this approach to emphasize the
culture of the company and to explain to them what quality means and what it looks like.”

At New Garden Landscape Management Co., Greensboro, N.C., foremen stress horticultural
excellence and expect that from each employee. “Everyone does landscaping differently, bur potential

employees need to want to do it our way,” declared Jon Essick, operations manager, Essick explained

Proper equipment
traming ensures a
high level of
/n'm/m’til'/t_)'.
efficiency and quality
on the job. Photo:

Exmark
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WAIT UNTIL YOU
SEE IT FROM THE

DRIVER'S SEAT.

No matter how you loak at it,

- the brand-new Bunton® BZT ~20000

" Series riders are built to last, from
the tires up. Combined with the ‘
proven performance that you
expect from Bunton, these
ZT riders are loaded with premium

k @ extras. Like more gas and diesel
" 4 \ , engine options, plus extra-tough,
7-gauge steel construction that
stands up to the most challenging

! ‘ o conditions you encounters ﬂgmr

still, features like an electric/aackl

‘ 3-2-1 warranty; so you can rest
assured that you‘ve invested in the *

right mower. Together with our

new walk-behinds, they‘re proof"

. - that there’s never been a better time

- e to start building your busin: : o
&' 1 Bunton. For more details 0!.3 o

near you, call 1—888-922-11)% s ”
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that a lot of emphasis is put on selective pruning at
New Garden because managers want employees to
understand the plants and how they grow. Formal
pruningseminars are held in the spring, butsupple-
mental training continues year-round on the job to
be sure that each plant is being pruned correctly.

At RA.R. Landscaping Co. in Baltimore, Md.,
employeesattend a field-training day before beginning
work. “Field training is held prior to the grass cutting
season,” related Allan Davis, vice president. “We give
theemployeesall the safety equipment they'll need and
set up stations where they can learn to use all the
different types of equipment they'll be using. That
seems to be the most effective jump start for us.”

Dayis explained that most of his employees are
obrained through the H2B visa program and that
although these employees don’t have to pass any
tests during the field-training day, foremen work
with them until they feel comfortable using the
equipment and will continue to work with them on
the job until they are proficient.

Davis maintained that it is this training, along

with the ongoing training in the field, that will

prevent quality from suffering when foremen push
the crews for productivity.

“And ifwe getacomplimentorweseeacrew doing
a good job, we celebrate that,” he emphasized.

Ongce employees understand a company’s qual-

"WHEN IT COMES t

cant just watch a video to learn

0 quality, you

Quality Control

make clear what the customer is looking for, it also
determines in both of our minds if we should work
together. Because we're a quality-conscious com-
pany, if we come acrossa prospective customer who
isn’tattuned to quality, I'm up front with them and
we won't even enter into an agreement
with them.”

The needs-determination process con-
sists of a detailed list of questions for the

potential client that each sales person

how to do something, You have

to be out there doing hands-on

work. - Joe Goetz

ity standards, the next step is choosing clients who
share them as well. “Before going into any contract,
whether it’s maintenance or design/build, we com-
plete a needs-determination process,” explained Ed
Reier, vice president of operations, Tecza Environ-

mental Group, Elgin, Ill. “Not only does that help

tailors for his clients. The questions are
meant to help both the clientand the sales
person establish the scope of the work to
be performed.

“If the expectation is ‘mow and go,’
that's not typically our customer,” Reier
declared. “Sometimes a client doesn’t
know what his expectations are and this process
helps to determine that.”

Essick agreed that customers with high expecta-
tions are preferable because the company's name and
reputation are at stake. “About 90 percent of our

potential clients trust us because we're the experts,” he

Run circles around other mowers.

What kind of performance can you expect
from a zero-turning mower that carries the
Steiner name? You can expect fremendous
agility, a flawless cut, easy maintenance and
more. Take the ZTM325, our mos! powerful
zero-furning mower

Lawn care professionals depend on the
ZTM325 for a heavy-duty combination of
power and maneuverability. Covering
ground af speeds up fo 9 mph, the
25-hp ZTM325 features multiple anti-
scalp rollers and a high-volume deck
discharge make for superb mowing

The operator stays in control with
a foot-operated electronic deck

Model ZTM325 with
collection system

,--In,

M

JANUARY 2002

heigh! adjustment, a
single park lever and
win hydrostatic hand
controls. For fast
service, there’s easy
access o engine ond
hydraulic components.
And, for efficient
handling of clippings, an available collection
system holds 30 gallons of clippings per barrel
Engineered fo be the bes,
Steiner mowers sel the pace for
consistent performance
and long-term reliability
Don’t settie for anything
less. Financing available
through Textron Financial
Corporation

Easy service access

Model ZTM325
zero turning mower

STEINER
A turf tractor with a different twist.

289 N. Kurzen Rd, « P.O. Box 504 e Dallon, OH 44618 « Phone: 330/828-0200 « www.sleinerturf.com
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C Now Tha’t”s One Mean’Cat.j\

Nice doggy. Nicer riders. The Bob-Cat® ZT 200 Series  diesel engines, with Bob-Cat’s 7-gauge steel, fully floating,
zero-turn riders are rather intimidating machines. They're  suspended ContourCut * decks ranging from 48" to 72"
tough and affordable. And deliver one heck ofamean  wide. In addition, we've added features to improve
cut. Because when it comes to protecting their turf, operator comfort, like a redesigned footplate, so you can
| they’re all business. Giving you the options you need stretch out your legs, while our comprehensive 3-2-1
3 at the price you want. Choose from air- or liquid-cooled  warranty gives you all the support you need. For a dealer

W gas and liquid-cooled  near you, call 1-888-922-TURF or visit textronturf.com.

b,

2001 Texsron Golf, Turl & Specialey Produces

USE READER SERVICE #161



F o c u s : Quality Control

emphasized. “If | can't educate the other 10 percent
about the benefits of hand pruning and turn them
around, they'll need to find someone else.”

PROVIDING MOTIVATION. Once em-
ployees know what's expected of them and have the
training to meet expectations, motivating them to
perform is the next key to achieving quality. Many
companies have found that offering performance-
based incentives works well to morivate employees.

At New Garden, an extensive evaluation pro-
cess ensures that one-third of each foreman’s jobs
are assessed for quality and efficiency each quarter
by six other employees. The 10-point evaluation
covers weed control, pruning, overall plant health,
the irrigation system, cleanliness of hard surfaces,
trash removal and mowing, among other things.
Thesixemployees assessing the property give cach area
ascore of one to 10. The average of this score accounts
for 70 percent of the $300 incentive the foremen can
receive each quarter. Other factors that affect the
bonus amount are random truck checks and sharing

safety information with the crew.

“The guys really bought into this, and whar
makes it work is that at the end of each quarter we
post the scores,” Essick explained. “The guys really
try to beat the other guy. It's a friendly match, but
peer pressure is pushing the quality and efficiency.”

Although the incentive only applies to foremen,
Essick believes the crews are motivated by the
training program offered so they can one day be-
come foremen, “I have a lot of Hispanic employees
and sometimes they think moving up is related to
how hard you work instead of what you know how
to do,” he maintained. "The whole idea is to teach
them skills they'll need as a foreman. They can
move through it at their own pace.”

Justas the 10-point evaluation scores are posted
foreveryonetosee, Essick also posts each employee's
skill level. He belicves that this motivates employ-
ees to produce quality work and learn enough to
move up in their skill level.

Until lower-level employees move up to the
foreman level, they are cligible to receive a $50
bonus each quarter through the company’s Gold
Card Program. When an employee goes above and

beyond his expected performance, his foreman will
write up a gold card and post it on the bulletin
board for everyone to see. One employee is then
drawn at random ¢ach month to win the money.

Peer pressure works as a motivator for Mark
Stupcenski, director of operations, Russo Lawn &
Landscape, Windsor Locks, Conn. Next year, the
company will visit each property twiceamonth and
score it, Stupcenski related. “I want to put some-
thing down on paper that will be visible to everyone
to create some competition.”

Russo Lawn & Landscape also gives out annual
bonuses, but Stupcenski doesn’t think this pro-
gram motivates lower-skilled workers because they
typically think in the short term. To motivate these

ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !!

. * Stainless Steel Construction
* Sealed Motor * Debris Shield
* One button/foot operation

8 * Quick detach on & off.

\"*'

w . *800-847-8958°

Models for DIXTe Chopper;, EX Mark, Ferris, Walker COMBINED MFG. INC.

Great Dane, Ransames, Toro, Buntom 'Lesco & MID.

www.4dmowerproducts.com
EXPO 2001 BOOTH # 4015
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TINE RAKE DETHATCHER
Dethatch while mowing
36, 46 and 60-inch widths

Call for dealer

SPRING GREEN-UP WITH JRCO

Heavy-duty attachments for commercial mowers

800.966.8442

ELECTRIC BROADCAST SPREADER
Stainless frame; foot or cable control
2.2 cu. ft./ 130 Ib. capacity

www.jrcoinc.com
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Fo c us: Quality Control

employees, Stupcenski said his company is going to

institute an employee-of-the-month program and Plave a FIELD DAY

tie that into a weekly or monthly bonus, A = ; ,
i S ! sing the H2B visa progrom has its advantages, but one disadvantage is thot the employees
[fyou're the guy with the weed eater, you look AT : B :
i s might not be familiar with common landscaping equipment. This unfomiliarity can couse produc

toward the end of the week, not the end of the year, 2 ; PEC e !

blems and can ¢ ely ot quality

fivily pre

he related.

v | ) All Ean ) -
o combat this problem, Allan Davis, vice president, R.A.R landscaping Co

BE YOUR OWN COMPETITION. When Md “ﬁﬂ!.»fn'rwec/i that the

employees and management are at the top of their

nany holds a oneday training event, which they call “fi

iraining

ght fogether |

scutting

niation process which in

each other and walked through the or

game and work together, quality is inevitable. How-
ever, Goerz warned that when assessing his cludes filling out paperwork and woiching training videos in Spanish and English. The employ

e of the season, such

company's ability to provide quality services, he tries ees are then given all the salety equipment they will need over the

not to get caught up in what his competition is doing, as goggles, gloves, ear protection, eifc. and are then faken around to stations manned by fe
and advised other contractors to do the same. Each men, who are all bilinguol, where they con learn how to operote different p ; yment
company is unique, so the focus should remain on The field training is for our mowing maintenance crews so they leam how lo use walk-be-
developing training programs and communication hind and riding traciors, line timmers, stick edgers and blowers vined

standards that best fit each organization, he said. At the end of the which usually lasts about 10 hours, oll the emp

“We just try to do the best that we can do,”

Lo L ) [ ) c
tomiliar with their coworkers and the operation of all of the equipmen!. Even

Goetz concluded. We know that we can make or

parficipate in this fraining os a refresher or 1o help newer employees leam the eguipmen

break our own company,”

- BSS
This is o way for them to

- Cheryl Green

et tired up about the up

n WTr e |
oming season, Uavis enthused

The author is Internet Editor for Lawn & Landscape
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“ HUSTLER

THE HUSTLER SUPER Z IS BUILT FOR SPEED. WITH A
TOP SPEED OF 15 MPH, IT'S THE FASTEST OF THE FAST.
IN FACT, THE SUPER Z IS THE ONLY MOWER THAT COMES
STANDARD WITH A SPOILER!

» Lifetime warranty on the tractor frame and
leading edge of the deck!

¢ Most compact Z-rider - only 75" in length with
60" deck.

¢ 527,60, or 72" decks. 25 np Kawasaki
engine. Optional 9-bushel BAC-VAC catcher.

¢ Larger pumps and wheel motors, and a
hydraulic oil cooler for increased system life
at high speeds.

» Over 12 gallons of fuel capacity.

* No daily lube points. Spend time mowing, not
servicing.

HUSTLER

Turf Equipment

HUSTLER TURF EQUIPMENT www.excelhustier.com

USE READER SERVICE #176
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al Mower

¥ Com

Buyers' Guide,
Lawn & Landscape
provides an
overview of the
products many
mower manufacturers
offer contractors.
Included in this
guide is a listing of
companies that
participated, along
with their contact
informarion. Also
included is a
compilation of each
manufacturer’s at-
tachments and
walk-behind

and riding mowers.

Mowery

ATTACHMEN

ALAMO
INDUSTRIAL
800/882-5762
Rofary, hydraulic
and mechanical flails,
boom mower,
shredder, tree and

brush cutters

AMERICAN
HONDA MOTOR

CORP.
800/426-7701
Electronic ignition,
mulch kit

COUNTRY
CLIPPER
800/344-8237

Grass calcher, vacuum
wand, dump box,
debris blower, ROPS,
snow blower, snow

blade, mulch kit

DIXIE CHOPPER
800/233-7596
Snowplow, snow
blower, mulching and
vacuum atfochment

DIXON
INDUSTRIES
800/264-6075
Grass cafcher, snow

blower/blade, broom

EASTMAN
INDUSTRIES
800/760-1680
Lift kit

ENCORE MFG.
800/267-4255
Mulcher, grass
caifcher

EXCEL
INDUSTRIES
800/395-4757
Uppercut deck,
catcher, rangewings,
stump cutter,
snowplow

EXMARK MFG.
402/223-6300
UltraVac Commerciol
Collection System,
MicroMulch mulching
occessory

FREDERICK MFG.
816/231-5007

Air filter, bearings and bush-
ings, belts, blade adapter,
universal replocement
blades, OEM exact replace-
ment blades, Gator Mulcher
blade, Gator Mulcher HI-LIFT
blade, Gator Mulcher Mag-
num blade, Gator Mulcher
blode, commercial and drive
parts, Gator spark plugs,
electrical replacement parts,
fuel line, fuel accessories,
gaskets ond seals, grass bogs

GIANT-VAC
860/423-.7741
Sulky

GRASSHOPPER
316/345-8621

Bed Shaper, blower,
coreless aerator, dethatcher,
dozer blades, rotary broom,
snow thrower, sprayer,
V-snowplow, PowerVac col-
lection system, remote vac,
ROPS, sunshade canopy,
winter enclosure

GRAVELY - AN
ARIENS CO.
812/481-5508

Hourmeter kif, Bahia/Tall
gross baffle kif, striping kit,
double blode maximum
productivity kit, grass
catcher, leaf collector, tire
chaints, headlight kit, front
weight kit, mufghing kit, rear
weights and bracket, two-
bucket bagger, collection
system, front blade, 40-inch
g;wo Head, ROPS, height of
cut index kit

GRAZER
920/582-5000
Snow blower, vac
system, ROPS

HECKENDORN
EQUIPMENT
800/835-7805
Snow blades, cabs

JOHN DEERE
WORLDWIDE
COMMERCIAL &
CONSUMER
EQUIPMENT
DIVISION
800/537-8233
Material collection
system, snow blower,
mulching attachment,
front blade, rofary
broom, lights, weather
enclosure and cab

JRCO
800/966-8442
Dethatcher, leaf plow,
electric broadcast
spreader, transporter,
blower carrier, push
sweeper, ceralor,
sprayer

JUNGLE JIM’S
ACCESSORY
PRODUCTS
888/844-5467
Jungle wheels

KUBOTA TRACTOR
888/458-2682

Snow blower, blade,
thatcher, tire chains,
weights

LANDSCAPERS
SUPPLY
800/895-4589

Metal and plostic grass
colchers, leof plow,
dethatching rake

LESCO
800/321-5325
Stand-up sulky, cloth
ond steel collection
systems

MIGHTY
MOWERS
502/964-0804
Sulkies, grass catchers

NATIONAL
MOWERS
888/907-3463
Verticut unit

RICH MFG.
765/436-2744
Snow blade,
reader, sprayer,
onverl-A-Barrow,
dethatcher, aerator,
vacuum, gross
catcher, light kit

SCAG POWER
EQUIPMENT
920/387-0100
Grass catcher, ROPS,

sulky

SNAPPER
800/935-2967
ROPS, grass calcher,
broom, dozer blode,
Dual Fork ZF tail
wheel option, Wide
Stance ;F tail wheel
option, Ninja mulch-
ing system, lwo-stage
sn%wylhrower, degrgis

blower

SUTECH
INDUSTRIES
888/536-8368
Grass calcher

THE TORO CO.
800/348-2424

Toro TRU TRAK sulky,
Zstand lift, recycler
mulching kit, atomic
mulching bledes, soft
and hard baggers

TRU-CUT
323/258-4135
Steel catcher,
mulching plate, side
discharge and bag

VENTURE
PRODUCTYS
B66/836-8722
Blower, snow
thrower, tiller,
trencher, loader,
stump grinder, power
rake, generator
blade, ToughCut

mower, broom,
lerro rug

WALKER

MFG. CO.
970/221-5614
Snow blower, rotary
broom, dozer blode,
dethatcher, debris
blower, edger, boom
sprayer

wWOooDSs
EQUIPMENT
815/732-2141
Gross collection sys-
tem, snow blade,
snow blower, broom,

ROPS

WRIGHT MFG.
301/360-9810
Grass Gobbler grass
cotcher, mulching
plote

YAZOO/KEES
POWER
EQUIPMENT
402/223-2391
Deluxe seot kit, ROPS

Commercial Mower

BUYERS’ GUIDE
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The Enhanced Control System (ECS) was a radical move forward in the
evolution of walk-behind comfort and ease of operation. Demand for this topside
positioning was so overwhelming, we made it available throughout our entire
hydro and gear-drive lineup. To find out how bending the rules works to your
advantage on every walk-behind we make, visit www.exmark.com/innovationthree.

Best-Selling Brand of Mowing Equipment for the Landscape Professional

USE READER SERVICE #162
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PO CUS
DECK. GAS OR HYDROSTATIC MULCHING LIQUID- OR AIR-
SIZE: DIESEL: ORGEARDRIVE:  CAPABILITIES:  COOLED ENGINE:

WALK-BEHIND MODELS
ﬁMERICANG!-IONDA h:&TOR Co.

s Optional Air
21 Gas Gear Optional Air
BOB-CAT - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
32,36,48,54,61 Gas Gear Eco Plate Mulch Kit  Air
32.36,48,54,61 Gas Hydro Eco Plate Mulch Kit  Air
21 Gas Push N/A Air
BUNTON - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
21 Gas Push N/A N/A
36,48 Gas Gear Eco Plate Mulch Kit  Air
36,48,54,61 Gas Gear Eco Plate Mulch Kit  Air
COUNTRY CI.IPPER

Hydro No Alr

3 48 Gos Gear No Air
36,48,54,61 Gas Hydro Eco Plate Mulch Kit  Air
CUB CADET COMMERCIAI.

6,48,54 Hydro Yes Air
2| 32,36,48,52 Gos Gear Yes Air
EASTMAN INDUSTRIES HOVER MOWER
16,19 Gas N/A Yes Air
ENCORE MGF. CO.
26,32,36,48 Gas Gear Yes Air
EXCEL INDUSTRIES
37,48,54 Gas Hydro Yes Air
EXMARK MFG. CO.
21,32,36,48 Gas Gear Yes Air
32,36,48, Gas Hydro Yes Air
52,60
FERRIS INDUSTRIES
36,48,52 Gear No Air
36,48 Gos Hydro No Air
48,52,61 Gaos Hydro No Air
GRAVEI.Y AN ARIENS CO.

Gear/self-propelled Yes Air
32 36,48 Gos Gear Yes Air
36,48 Gas Hydro Yes Air
GIANT-VAC MANUFACTURING

Push mower Yes Air
32 36,48 Gos Gear Yes Air
25,48 Gas Hydro N/A Air
GREAT DANE POWER EQUlPMENT
36, 48, 52, 61 Gas Hydro Yes Air
HOWARD PRlCE TURF EQUIPMENT
Gear/Hydro Yes Air

HUSQVARNA

Gear Yes Air
42 52 Gas Hydro Yes Air
48 Gas Both Yes Air
JOHN DEERE
36,48,54 Gas Hydro Optional N/A
36,48,54 Gas Hydro Optional N/A
36,48 Gas Gear Optional N/A
36,48,54 Gas Gear Optional N/A
48,54 Gos Gear Optional N/A
KEE BY TRAILMATE :
22,24,26 Gas Belt Yes Air
MNDSCAPERS SUPPLY

Gear Yes Air

M20 sanuary 2002 www.lawnandlandscape.com

No
No

Yes
Yes
Yes

No

Yes

Yes
Yes
Yes

Yes
Yes

Yes
No
Yes

No
Yes

N/A
N/A
Yes
No
N/A

N/A
N/A

Yes
Yes

Yes
Yes
Yes

Yes
Yes
Yes
Yes
Yes

Yes

No

Mowing Buyers Guide

800/426-7701

888/922-TURF

888/922-TURF

800/344-8237

877/835-7841

800/760-1680
800/267-4255
800/395-4757

402/223-6300

800/933-6175

800/678-5443

860/423-7741

877/2468770
314/532-7000

704/597-5000

800/537-8233

800/777-1034

800/895-4589
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i?LASSIC MOWING BY
WALKER FOR OVERZZ YEARS

You need a beautiful mowing |
. job (you are a landscape artist). ¥

';. You need to do the job fast
. (time is money).

# You need to be easy on the
. operator (the operator may
¢ be you).

& You need a Walker Mower.

o If you do not own a Walker,
- we invite you to see a Walker
demonstrated on your property.

It's time to move
into classic mowing
by Walker.

: v
WALKER MANUFACTURING CO S s P
R ) HARMONY ROAD ¢ DEPT, L&L - "} .+ - :
~ FORT'COLLINS, CO 80528 LTS GANGT N N
(800) 279-8537 » wwwwalkermowers com ;~ & ~ '

/. lndupcndcnr l:mul) Owned Company Dcsngnmz., and Producing

. ¥ & A
Commercial Riding Mowers since . 1980 : & “Slmbll ‘llvr' l&.
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DIESEL: or m m m COOLED “ m MORE m
LESCO
32 Gas Geor Yes Air Yes 800/321-5325
36, 48, 52 Gas Both Yes Air Yes
MIGHTY MOWERS
36 Gas Gear Yes Air No 502/964-0804
48, 52 Gas Both Yes Air No
NATIONAI. MOWERS

Gear N/A Air No 888/907-3463
RICH MFG.
48, 52, 61 Gas Hydro Yes Air Yes 765/436-2744
SCAG POWER EQUIPMENT
32,36,48,52 Gas Yes Air No 920/387-0100
36.48,52,61,72 Gas Hydro Yes Air Yes
36,48,52,61 Gos Hydro No Air Yes
SNAPPER
2,36, 48 Gos Gear Yes/Accessory Air No 800/935-2967
SUTECH INDUSTRlES

Gear Yes Air Yes 888/536-8368
THE TORO CO
21,32,36, Gear Recycler Air No 800/348-2424
44,4852
36,44,52 Gas Hydro Recycler Air Yes
TRU-CUT
20,21,2527  Gas N/A N/A Air No 323/258-4135
YAZOO/ KEES POWER EQUIPMENT
32,36,48 Gear Yes Air Yes 402/223-2391
36,48 Gos Hydro Yes Air Yes
RIDING MODELS
BAD BOY
60,72 Gaos Hydro Yes Liquid Yes 866/622-3269
BOB-CAT - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
42,48,52,61 Gas Hydro Eco Plate Mulch Kit  Air Yes 888/922-TURF
72 Gas Hydro N/A Liquid Yes
BHNTON TEXTRON TURFCARE AND SPECIALTY PRODUCT S
4 ro
48,52,61 Gos H;dro Eco Plaﬁe Mulch Kit A|r Yes 888/922-TURF
72 Gas Hydro N/A Liquid Yes
B & H MFG.
50,60,72 Gas Hydro Yes Air Yes 507/847-2802
BUSH HOG MFG.
54,60,72 Gaos Hydro Yes Air Yes 334/874-2700
48,54,60 Gas Hydro Yes Liquid Yes
48,54,60 Gas Hydro Yes Air Yes
COUNTRY CUPPER
42,48,52,60 Gaos Hydro Yes Air Yes 800/344-8237
DIXIE CHOPPER

Hydro Yes Air Yes 800/233-7596
60 Both Hydro Yes Both Yes
60,72 Both Hydro Yes Both Yes
DIXON INDUSTRIES
60,72 Diesel Hydro Yes Liquid Yes 800/264-6075
60,72 Gas Hydro Yes Liquid Yes
52,60 Gas Hydro Yes Air . Yes

M22  sanuary 2002 www.lawnandlandscape.com LAWN & LANDSCAPE
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Over 50 years ago . . .

we had a choice to lead, follow or get out of the way

WE CHOSE TO LEAD!

We Lead the Way!

We Lead the Way!

quality, innovation and |

Contact Your Full Lme Silver Streake Distributor for More lnformatnon

USE READER SERVICE #164



DECK GAS OR
SIZE: DIESEL:
ENCORE MFG Co.

Hydro
42 48,52 Gos Hydro
61,72 Both Hydro
EXCEL INDUSTRIES
48,54,60 Gas Hydro
48 Gas Hydro
51,52,60,72  Gas Hydro
60,72 Diesel Hydro
60,72 Both Hydro
72,146 Both Hydro
EXMARK MFG. CO,
52,60 Gas Hydro
44 48,52, Gas Hydro
60,72
60,72 Gos Hydro

60,72 Both Hydro

FERRIS |NDUSTR|ES

Hydro
48 52 61 Gus Hydro
61 Gas Hydro
THE GRASSHOPPER CO
52,617 Hydro
52,61,7 2 Dmsel Hydro
44,48 Gas Hydro
44]1 ;g 52, Gas Hydro
48,52,61,72  Diesel Hydro
GRAVELY - AN ARIENS CO.
40,42,48, Hydro
50,60
60,72 Both Hydro
72 Gas or Diesel  Hydro
50,60,72 Gas Hydro
60,72 Diesel Drive shaft
GRAZER
52,6272 Gas Hydro

GREAT DANE POWER EQUIPMENT

36,48,52,61 Gas Hydro
HARPER INDUSTRIES
70,72 Gas

Hydro

HECKENDORN EQUIPMENT
36 G Both

as
48 Both Both
62 Both Hydro
72,91 Diesel Hydro
HOWARD PRICE TURF EQUlPMENT
0
60 72 Dnesel H;d:o
120,180 Diesel Hydro
HUSQVARNA
42,48,52, Hydro
61,72
JOHN DEERE
48,54,60 Gas Hydro
2,42-inch sides; Diesel Hydro
62 for center deck
60,72 Gos Hydro
60,70,72 Diesel Hydro
KUBOTA TRACTOR CORP.
Diesel Hydro
I.ANDSCAPERS SUPPI.Y
Hydro

M24  sanuary 2002

Yes
Yes
Yes

Yes
No
Yes
Yes
Yes
No

Yes
Yes
Yes

Yes

No
No
No

Yes
Yes
Yes
Yes

Yes

Yes
Yes
Yes

Yes
Yes

Yes
Yes
N/A

Yes
Yes
Yes
Yes

Yes
Yes
Yes

Yes

Optional
N/A

Optional
Optional
N/A

Yes

Air
Air
Both

Air
Air
Air 4
Liqui
Liquid
Liquid

Air
Air
Liquid
Liquid

Air
Air
Liquid

iqui
Air
Air

Liquid

Air

Liquid
Liquid
Air

Liquid

Air
Air
Air

Air

Both
Both
Both

Air 4
Liqui
Liquid

Air

Air
Liquid

Liquid
ngmd =
Liquid

Air

Yes
No
Yes

Yes
Yes
Yes
Yes
Yes
Yes

No
Yes
Yes

Yes

&-inch turning
Yes
Yes

Yes
Yes
Yes
Yes

Yes

Yes
Yes
Yes

Yes
Yes

Yes
Yes
N/A

s

es
Yes
Yes
Yes

No

Yes

Yes
No

No
No

Yes

Yes

Mowmg Buyers Guide

800/267-4255

800/395-4757

402/223-6300

800/933-6175

316/245-8621

800/678-5443

920/582-5000
877/246-8770
800/835-1042

800/835-7805

314/532-7000

704/597-5000

800/537-8233

888/458-2682

800/895-4589
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DECK GAS OR LIQUID- OR AIR- PHONE NUMBER FOR
SIZE: DIESEL: “ Olll DRIVE: m COOLED ENGINE: WAllIlllc MORE INFORMATION:
LESCO
48,54,60 Gas Hydro Yes Air Yes 800/321-5325
MIGHTY MOWERS
48,52,61 Hydro Yes Air Yes 502/964-0804 -
CUB CADET COMMERCIAI. Q
48,54,60 Hydro Yes Air Yes 877/835-7841
RICH MANUFACTURlNG
48,5261 Hydro Yes Air Yes 765/436-2744
SAYI.OR INDUSTRIES
48,60,7 Both Yes Yes 814/288-5969
SCAG POWER EQUlPMENT
Hydro Yes Air No 920/387-0100
g%;gS? Gos Hydro Yes Air Yes
61.72 Gas Hydro Yes Liquid Yes
61,72 Diesel Hydro Yes Air Yes
SNAPPER
Gas Hydro Yes/Accessory Air Yes 800/935-2967
52 6| 73 Both Hydro Yes/Accessory Both Yes
STEINER TURF EQUIPMENT
Hydro Yes Both Yes 330/828-0200
48 60 72 Both Hydro Yes Both No
THE TORO CO
444852 Gos ' ZRT Hydro Recycler Air Yes 800/348-2424
6
NATIONAI. MOWERS
68,84 Gear N/A Air No 888/907-3463
70,84 Gos Hydro N/A Air No
VENTURE PRODUCTS
Hydro Yes Liquid No 866/836-8722
WAI.KER MFG CO.
361074 Dual Hydro Yes Air Yes 970/221-5614 ]
421074 Diesel Dual Hydro Yes Liquid Yes
421074 Gos Dual Hydro Yes Air Yes
421074 Gos Dual Hydro Yes Liquid Yes
WOODS EQU|PMENT CO.
Hydro Yes Air Yes 815/732-2141
52 6I 72 Both Hydro Yes Both Yes
WRIGHT MANUFACT URING
36,42,48,52,61 Gas Hydro Yes Air Yes 301/360-9810
48,5261 Gas Hydro Yes Air Yes 9
YAZOO/ KEES POWER
48,52,61,72 Hydro Yes Air Yes 402/223-2391
- an e o e ——w  DISCLAIMER
Encory www encoreequipment.com M7 157
Exeel www.excelhustler com M7 176
For Indtrie e o o 2 155 Lawn & Landscape made several attemplts fo contact
Frederick www silverstreak com M3 14
e e T "\ 46 all manufacturers in this product category for this
JRCO WWW jréoing com Mil& 74
o A s g ' = Buyers’ Guide. The inclusion or omission of any
LESCO www_ lesco.com M25 165
b il ey o o companies should not be taken as an endorsement
ppe Ppe P
Spread 4 Mower www.spreaddmower.com Mi6 XZS
Yextuon T T —Tr A or criticism of their products.
Walker www. walkermowers.com M21 163
Yazoo Kees www.vazookees.com M9 158

LAWN & LANDSCAPE
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ERS’ GUIDE
FAX 216-961-0594.

This is not a Lawn & Landscape subscription form. To continue
your subscription to Lawn & Landscape fill out the card below.

Signature

Date

Name

Title

Company

Address

City State

Zip

Phone Fax

E-mail Address

Do you wish to receive industry related information by E-mail?

D Yes D No

s 55 T
16 17 18
33

21

&

51

81

888 B

107
122
137
152
167
182
197
212
227
242
257

109
124
139
154

110
125
140
155
169 170 171
184 185 186
199 200 201
213 214 215 216
228 229 230 231
243 244 245 246
258 259 260 261

m
126
141
156

FOR MORE INFORMATION
on advertised and featured products and services,
circle the appropriate number below.

7
2
37
52
67
82
97
112
127
142
157
172
187
202
217
232
247
262

271 272 273 274 275 276 277 278 279 280 281
286 287 288 289 290 291 292 293 294 295 296 297 298 299 300

8 9 10 1 12 13 4 15
23 24 25 26 271 28 29
39 40 41 2 &8 4
54 55 5 57 58 59
69 70 71 72 73 74
84 85 86 87 8 89
99 100 101 102 103 104
114 115 116 117 118 119
129 130 131 132 133 134
144 145 146 147 148
159 160 161 162 163
173 174 175 176 177 178
188 189 190 191 192 193
203 204 205 206 207 208 209 210
218 219 220 221 222 223 224 225
233 234 235 236 237 238 239 240
248 249 250 251 252 253 254 255
263 264 265 266 267 268 269 270
282 283 284 285

8 88 83 8

13
128
143
158

120

JANUARY. 02

SUBSCRIBE TO LAWN & LANDSCAPE TODAY!

| would like to receive (continue to receive) Lawn & Landscape free of charge.

D Yes

(Free to qualified contractors, U.S. only.)

Signature

DNo

City State

Zip

Phone Fax

E-mail Address

(J Canada, Mexico* 1 Year $35.00

(J South America, Europe* 1 Year $98.00

(J Other International* 1 Year $218.00

*Payment must be in U.S. currency and drawn on a U.S. bank
(ACheck Enclosed

QOMCNISA J Amex

(3 Novus/Discover

By Soaure

(prepayment required)

This section must be completed to process your subscription

o~

C00coe ©

0000

ve

[ SRS =

vUruououLooN

What is your primary business

at this location? (choose only one)
CONTRACTOR or SERVICES

1. landscape Contractor

(maintenance & installation)

2. Chemical Lown Care Company
(excluding mowing maintenance service)
3. Lawn Maintenance Contractor

4. Ornamental Shrub & Tree Service

5. Irrigation Contractor

6. Londscape Architect

7. Other Contract Services (please

IN-HOUSE LAWN/CARE
MAINTENANCE

8 In-House Maintenance including
Educational Facilities, Health Care
Facilities, Government Grounds, Parks
& Military Installations, Condominium
Complexes, Housing Developments
Private Estotes, Commerciol &
Industrial Parks

DISTRIBUTOR/MANUFACTURER
Dealer

10. Distributor

11. Formulator

12. Manufacturer

OTHERS ALLIED TO THE FIELD:

13. Extension Agent (Federal, State,
County, City, Regulatory Agency]
14. School, College, University

15. Trade Association, Library
Others (please describe)

What best describes your title?
Owner, Pres., Vice Pres., Corp. Officer
Manager, Director, Supt., Foreman
Agronomist, Horticulturist
Entomologist, Plant Pathologist
Serviceman, Technician, Crew member
Scientist, Researcher
Company, Library copy only
Other (please specify

3. What services does your business
offer? (please check all that apply)

Landscape Installation

Landscope Maintenance

Landscape Renovation

Mowing and related maintenance

lrrigation Installation

Irrigation Maintenance

Turf pesticide application

Ornamental/tree pesticide application

Turf fertilization

10. Ornamental/tree fertilization

11. Tree Pruning

12. Snow Removal

13. Interiorscape

14. Other,

CEONO LA WN —

4. How many full-time (year-round)
employees do you employ?

o

What year was your business
founded?

L

What were your company’s
gross revenues for
Less than $50,000
$50,000 10 $99,999
$100,000 1o $199,999
$200,000 1o $299,999
$300,000 to $499,999
$500,000 to $699,999
$700,000 to $999,999
$1,000,000 1o $1,999,999
$2,000,000 o $3,999,999
0. $4,000,000 1o $6,999,999
1. $7,000,000 or more

CO®NO OB WK —

SRRRRRRRERRY

Please indicate your
approximate business mix:
1. Residentiol %

o

2. Commercial
3. Other _ % Specily types

Total 100%

G1XLL
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SCAG
"Simply the Best”

Commercial Mowers

"Simply the Best"
It's a statement we have used for the last 18 years

to describe our products. At Scag it's not just a slogan,
it's the way we build our mowers. Scag mowers lead the
industry in innovation, durability and productivity.
Why own "Simply the Best" mower? Because your customers
demand beautiful lawns and you deserve the best return to
your bottom line. No other mower performs like Scag.
Dont' take our word for it, talk to your local Scag
dealer today and see for yourself.
Visit www.scag.com for more product information and
a list of Scag dealers near you.

2002 Sabre Tooth Tiger ,
with 72" Advantage Deck i

USE READER SERVICE #166
SCAG Power Equipment® All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive P.O.Box 152 Mayville, Wl 53050 www.scag.com
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The World
Get The

Jump

On Your
Competition

Fastest Lawn Mower

m\.

With The Industry Price Leader
25 Horsepower Zero-Turn !!!

Beat’em to the punch and be the first on your
block with the lowest priced 25 horsepower
Zero-Turn machine in the industry. One of the
most trusted names in engines has joined forces
with the most powerful, productive, commer-
cial Zero-Tum machine money can buy. The
Kawasaki FH 721 V-Twin, Overhead Valve En-
gine packs a 25 horsepower wallop along with
superior fuel economy to give all-around ulti-
mate performance. The legendary Kawasaki
reliability combined with the legendary dura-
bility and ground speed of the Dixie Chopper is
sure to make this a workhorse. Call today to
find out how to join the Dixie Chopper Team!

=
niwvne pypgnrn
DUXIE CHOPFER Kawasald
The World’s Fastest Lawn Mower
www.dixiechopper.com

765-CHOPPER
USE READER SERVICE #167
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(continued from page 54)

But Cotleur & Hearing isn’t the only com-
pany to take advantage of the available busi-
ness — competition is fierce.

In dealing with this, the first trick is to make
sure job quality is second to none, Osborne
said. Also, open communication lines, as well
as finding time to spend with customers to
explain projects, answer questions and make
them feel confident about their investments,
build strong client bonds, he explained.

In addition, small tokens of business ap-
preciation can be favorable client pleasers.
“We'll stop by unexpectedly or send them
gifts to let them know we're thinking about
them,” Osborne said. However, the com-
pany is working on establishing a more con-
sistent program. “We used to send thank-
you cards and orchids, but we have let this
become a random practice. We need to look
into doing something ona more regular basis.”

UNDER COVER. A safe feeling results
when people find adequate cover from harsh
storms. Similarly, workers who are fairly
compensated and appreciated maintain a
sense of security and can be easily retained.

Cotleur & Hearing’s major strength is its
employees, Osborne said. The company em-
ploys 12 full-time workers, a part-time billing
cleark and two managers - one for design and
sales and one for maintenance.

The organization currently uses overtime
as a retention tool since many area compa-
nies have 40-hour-workweek limits. “I've
actually picked up good employees because
I pay overtime,” Osborne remarked, adding
that the company pays overhead costs that
are slightly below the industry average of 19
to 20 percent of revenue. “I find that in the
long-run, if I really consider this when pric-
ingjobs, it’s better than adding a man on and
taking on the additional overhead. If the
employees work 45 to 47 hours per week on
average during the year, I think it's more cost
effective than adding two more guys and
going down to a 40-hour workweek.”

To ensure productivity doesn’t slack due
to overtime appeal, Osborne will stop offering
itforafew weeks to rejuvenate employees who
may have subconsciously paced themselves to
complete work in six rather than five days.

Cotleur & Hearing also offers quarterly
cash bonuses that are rewarded on company
performance as a means of retention. Em-
ployees with more responsibility, such as

LAWN & LANDSCAPE

foremen, will get larger, yet comparable,
bonuses, and employees with less responsi-
bility, such-as crewmembers, receive smaller
bonuses than foremen. Since the company is
small, Osborne said he can monitor each
employee’s performance throughout the year
pretty easily.

Osborne said he likes to maintain a goal
of 10 percent net profit. The percentage the
company grows above that — maybe 2 to 3
percent — usually provides the pool from
which quarterly bonuses are drawn. For the
first three quarters, some money is put aside
so that the end-of-the-year bonus is roughly
double the amount of the previous bonuses.

Additional retention tools include higher-
than-average compensation, health benefits

“It's my job and the sales
manager’s job fo get the top-end

people well.” — Tim Osborne

where the company pays half of employee
costs, and an IRA plan where the company
matches 2 percent of employees’ salaries. “So
it'smyjoband the sales manager’sjob to get the
top-end work so we can pay our people well,”
Osborne said, adding that his payroll is 30
percent of total revenue.

The busy season in south Florida is Nov.
1 through April 30. Cotleur & Hearing uses
Hispanic labor from temporary agencies to
supplement its full-time, mostly Haitian
work crews. Since the businessis year-round,
Osborne said utilizing these services makes
more sense than using the government's H2B
program, where Hispanic employees stay for
only eight or nine months of the year. “We pay
them an hourly rate and they receive this
daily,” he explained. “When we use the
agency, wealsoexperience zerooverhead since
we don’t have to pay health insurance.”

In the area, there are temporary employ-
ment agencies that are used consistently by
landscape businesses, so the workers are
already industry-trained, Osborne said. But
since a majority of this supplemental labor
lacks communication skills, supervision is
necessary. “The good thing is that many
times you have the same guys coming back
so they figure outhow you work,” he added.

I DX

BEST TRACK. Many tropical storms have
erratic paths, but some actually travel on a
smooth course. Where maintenance services
are concerned, Cotleur & Hearing started on
arocky path, but currently is leveling out the
rough spots.

The company’s service mix is 80 percent
design/build, 10 percent maintenance and
10 percent environmental services, such as
coastal tree pruning and wetland mitigation
work. When Osborne started three years ago,
the business serviced 75 percent residential
and 25 percent commercial clients. That bal-
ance has shifted to 90 percent residential and
10 percent commercial clients.

The majority of the commercial work came
from bidding maintenance jobs, an unsuccess-
ful company venture. “We would
do the installation and the client
would loveus, butthendoinghigh-
quality maintenance at a competi-
tive bid price became challeng-
ing,” Osborne said. “We just
couldn’tdoquality workand make
money at the same time.”

So the company shifted its
focus away from bid work, but still hasits eyes
on maintenance expansion. Growth has been
fairly steady for Cotleur & Hearing, witha25
percent average over the past three years,
resulting in $1.3 million in 2001 revenue.

Toexpand maintenance, Osborne recently
hired a manager for that department and
plans on selling additional work and
crosstraining current employees prior to
building dedicated maintenance crews.
“Having the accounts first will also justify
the additional equipment purchases we'll
have to make,” he pointed out.

With this strategy, Osborne said he’d like
the company to reach the $2-million mark in
ayear and a half. And, as far as future goals
are concerned, hesaid he doesn’twant Cotleur
& Hearing to grow beyond $3 million. “I like
being small,” Osborne said, pointing out small
company benefits, such as maintaining low
overhead, having time to get to know em-
ployees and giving them responsibility so they
feel like they are making a difference. “Some-
times in larger companies, employees get lost
in the mix. Here, what I do and what each
person does every day really matters.”

The author is Managing Editor of Lawn & Land-
scape magazine.
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smaller
landscape

companies.
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by Bob West

One of the largest segments of the landscape industry is those companies generating less
than $1 million in annual sales. In fact, Lawn & Landscape research shows that about 80
percent of the firms in this industry fall into that group. And, for whatever reason, that $1
million mark represents a key target that many smaller companies aspire to reach. In order
to learn more about the challenges facing these companies and the keys to reaching that
mark, Lawn & Landscape sat down with four companies whose annual sales range from
$500,000 to $1.5 million to learn from their experiences. Here is a portion of that conversa-
tion, the rest of which is available online at www.lawnandlandscape.com.
Lawn & Landscape: What have been the keys to your companies’ growth?
Joe Goetz: We were fortunate because we are in a very nice area and we just marketed
the homes that are of extremely high value. I remember one of our first customers was a
good friend of mine. She told me, ‘You'll never grow poor by catering to the rich,” and she
was right. So, we really hit those communities and built up around $500,000 in annual sales.
Brent Flory: We are in a small market an hour north of Indianapolis and an hour and a
half south of Chicago. We are far enough out into the cornfields that we don’thave the great
opportunities that you would have in a large city.

We are 90 percent commercial. We do not have many high-end properties. I want the

(continued on page 88)
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The perfect expression

of being open to new ideas.

Most skid steers are built of metal. Ours are made of reaching vital components.
from ideas. Of course, built with field-proven systems, including
Besides extraordinary advantages like panoramic genuine John Deere POWERTECH® engines, 53- to
360-degree visibility and industry-leading engine 90-hp 200 Series Skid Steers rarely have downtime
horsepower, John Deere Skid Steers come complete to begin with.
with a remarkable quick-lift cab that takes just Interested in looking into a John Deere? Just
‘ one wrench and 30 seconds to raise. This nearly visit your local John Deere Skid Steer dealer (call
{ instantaneous access to hydraulics, along with 1-800-537-8233 to find one near you).
swing-out engine door, easily removed side panels See machines so ingenious, theyre even
and tilt-out oil cooler forever ends the hardships uplifting to service. @

& JOHN DEERE

www.skidsteer.com USE READER SERVICE #24 Expect a difference
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If Time Is Money,
SNIPPER® Is Priceless!

Snipper’ deflowering ogent kills sweel gum flowers before they develop - no fertile
flowers in the Spring, no seed ball clean-up in the Folll Snipper”is sofe o use ond
does not harm emerging folioge. Your fime is your money so why not save both?

Insecticides - Acephate, Vivid®ll, ond MetoSystoxR

Fungicides - Bayleton”, Aliefte* and Alomo®

Fertilizers - Ovr proprietory Nutriject™ formolafi

} : Bactericides - Oxyletracycline onfibiotic
Herbicide - Dicambo
l The New Deflowering Agent - Snipper”
Defiowering :
Agent for

Sweet Cums!

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831
e-mail: info@treetech.net
Troe Teck® Evirommentaly Souod Troe Hoakh Corefor the 21 cantory end beyond

Labels, MSDS Sheets and Other Information Avoilable at www.treetech.net
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Do You Hate
Watering Pots?

Do it less often
with container irrigation
solutions from
Planter Technology

- Dig a 7" tree
or shrub in
less than 2
minutes

* For any pot, in any location

* No more plumbing

* No more overflowing saucers
* NO MORE HASSLES!

- Save thousands
in labor and
equipment

1 S
| NS | . Save money,
TN ” time and
CWI L\ / CWMnstsx | increase
productivity

Call 800-542-2282

Free freight nationwide
www.plantertechnology.com

on order received by
April, 15, 2002

For more information and a free video
The

1-800-439 - 6834

Irrigation BRI SC O

TECHNOLOGY .Specialist 251 Buckeye Cove » Swannanoa, N.C. 28778
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(continued from page 86) I

condominiums, I want the commercial, in-
dustrial sites. I don’t want to mess with the
residentials. I'd rather go after the big prop-
erty and know that I won't lose it the next
day. I'd rather sell more man hours at a lower
rate than I would spend time messing around :
with residentials.

Now, we do have a new job this year that
is an hour and 10 minutes away, and we are
going to drive down there for it. It is a home-
owner association, I'm hoping if we can get
some quotes down there that I can set up alittle
satellite office of some kind. Structurally, I have
too much to learn so I am not going to do that
yet. But I see that as my only real way to
achieve the growth I really wantbecause there
is a limit to how big I can get in the area | am
in right now.

We were doing about $850,000. We were
geared up formore structure. ljustbroughton
a full-time salesman, and | was geared up to
bump up to $1 million. It’s not that $1 million
is a big number, but I already figured that I
needed to get up there so I'd have the admin-
istrative budget to put a few more people in
place, but then I had to step down and retool
because I had the overhead for $1 million. But
this year we went back about $150,000 when
we lost a series of six commercial properties
because anew property manager came in who
went with a national company.
4Gz Do you guys plow snow?

BF: We have 12 trucks that we plow with.

3Gz All yours?

BF: I've got two subcontractors that plow for
(continued on page 90)

awn & Landscape invited four

contractors to sit down with the

staff at the 2001 GIE Show and
talk about the biggest challenges they
faced in 2001 and their concemns in 2002
Here are the companies who participated

Maurice Dowell Joe Goetz

DowCo Goetz Irrigation

St. Louis, Mo Minneapolis, Minn
Jeff Bowen Brent Flory
Images of Green  Freedom Lawns
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( NEW . P
VERSION 7. 0) Work Smarter, Not Harder! $50 L‘%
off!"

/

details below

PROLands cafié

The Standard Design Software for Landscape Professionals!

SELL IT!

y Now compatidle with Ccn software.
Start with a simple photograph, then add

new landscaping by dropping in trees,
shrubs, flowers, ground cover and PLAN ITY!
No CAD experience necessary!

other materials. . =N
—EEE =% «= %,  Create detailed 2D plan views
PP T T e 5 2 ok that show precise placement
=< mpetmd kbl s 4 =, of plantings, sprinker
BT ) si- )\ systems and hardscapes.
_#{r‘ e g \,  Eliminate confusion for

_ your installation crew
\,  with PRO Landscape.

PRO Landscape, version 7 brings an unmatched level of
photo-realism to your presentations. It's not only better
than the competition, it's easier than any previous version

of PRO Landscape. BID IT!

Produce detailed estimates that match your plans exactly. Then
print, export to your word processor, or proposal document.

USE READER SERVICE #25

Try PROLandscape for 60-days risk free!

- e The question? How to become more efficient and *Easy to learn, get started fast —
.. Egod 5 make more money from every job. video tutorials and smart help system
b Eiape The answer. Let PRO Landscape take your *Photos of landscape materials—
' business to the next level! i valiie by Up-Sating Sy CuSion
*To take advantage of your Lawn & Landscape ',’,},ﬁn"s'f,d g,.omz Recmﬁferp‘,'fawc%? n
discount, have the promotional code ready «Automate estimates —
when you call to order. Code: LL-1735 accurate quotes and cost control

(800) 231-8574 o oy oot

www.lawnandlandscape.com/prolandscape o L s o o
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(continued from page 88)

me. In fact, if I could find 12 subcontractors,
I'd hire 12 subs. I would rather pay them $45
or $50 per hour and charge $80.

Mavrice Dowell: Try concrete contrac-
tors. We have a concrete factory right next
doortous. Theyallhaveacommercial driver’s
license. They drive for a living and they are
not pouring concrete when it is snowing.

BF: One of them is a concrete guy, that's a
good idea. Good idea. So snow removal is
good money for us. And we like to do it. It’s
like milking cows — you can’t get away from
it and you have to have somebody around.
With a small company, itis not easy for me to
just leave and let other people take care of it.
MD: Milking cows?

INTRODUCING...

www.TheServiceSolution.com

Practical Solutions new release of its time S e rvice

proven software for the green industry.

Featuring the On Screen Manager which allows you to do the following
from the convenience of your computer screen:
* Automated Routing & Mapping * Employee Scheduling ® Instant Reports

The Service Solution is an all inclusive program to help you manage your business.
Contact us today to schedule an on-line demonstration of this unique product

Practical Solutions, Inc. 1-888-547-5601

The

Solution osw

Service
Solution
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Software doesn't get any easier than this!

1

aucn industey

eInvoicing
eScheduling/Routing
eEstimating/T&M

mamgcmnt:oﬁwau

~eSuper fast billing...plus much more

Get your FREE trial demo ...
www.adkad.com/freedemo.htm or 1-800-586-4683

|

foxen:”
TECHNOLOGIES
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FACTORY
a . >

ll in the

\ USA

CLEARANGE!! SAVE UP T0 50%

Ay

25 YEAR WARRANTY
NO CRANE NEEDED! -‘ L

SUPER TOUGH ALL STEEL BUILDINGS
*Equipment Storage
*Workshops * Maintenance

26 x 44 (1 left) 46 x 92 (1 left)
30x52(3left) 50 x 110 (3 left)
40 x 68 (2 left) 55 x 150 (1 left)

“#1 in Customer Satisfaction”

1-800-803-7982

msﬁ
STEEL SPAN |®
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BF: You got tobe there twice a day to take care
of them. It's not easy to leave and just to have
somebody who can walk in the parlor and
stand there and watch the milk go into the
jugs. That's kind of how I feel about snow
removal. You don’t know really what is going
tohappen unless you have structure set so that
you have someone who can really handle it.

Jeff Bowen: How do youbudget for snow?
BF: I don’t know how. You're better off to
budget about 25 percent of what you would
expect and hope to make it with that because
I have 60 tons of salt sitting behind the barn.
JG: We have that, too.

L&L: You guys have each talked about being
full service. How important is that for smaller
landscape companies?

JB: Our customers are primarily very high-
end residential, so our motto has been we will
do whatever it takes to take care of you.

JG: One of our biggest challenges is finding
good crew members or lead people so we are
thinking the best way to do that is to train
them. We think we can do a good job of this,
but we need more work. So we got into the
snow business, which dovetailsinto lawn care
because a lot of the places just don’t want you
to do the snow - they want you to care for the
entire property. So that it all kind of mixes
together where irrigation does this service as
well. If we wouldn’t have done that, I don’t
think we would have progressed as much.
BF: We doirrigation installation, we do land-
scaping, we do hardscaping - we try to do
everything that we can to be full service. We
feel like that is necessary even though we are
small to get these properties.

I think it’s kind of like job security. When
we getabigjob, my intentionisif the customer
has any need, I want to be the first person he
thinks of. If he has an irrigation problem and
I can’t offer that service, he is going to call in
my competition. Everybody else who has irri-
gation may provide other maintenance ser-
vices, soI see providing full service asa means
to keep my competition from being on my
clients” properties.

MD: My company takes care of my home. I
love the fact that whatever the problem is, we
can take care of it. You can always get a lower
bid. But if you want a company that can coor-
dinate the mowing with the fertilizing, we're
the answer. How many times have you fertil-

(continued on page 92)
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Our fertilizer
comes with
a built-in
insurance policy.

24-5-10 =~
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UHS Signature Brand Fertilizers with Prospect Plus
not only provide quality nutrients, they also work to: 2= e

* Help turf establish or withstand * Build greater shoot mass

Evironmsiial swesses * Increase uptake of soil nutrients
* Develop a more fibrous, extensive and moisture

root system * 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 Effect of Fertilizer with Prospect Plus on
positive effect on early plant growth and Creeping Bentgrass Density
development and with mature plants under Ohio Turfgrass Foundation Research and Educational Center - 2000 o
stress. Sod farms results show that turf can be Treatment Rate Density
harvested earlier due to increased root mass Check 60.00
and quicker establishment from seed or sprigs. Fertilizer (46-0-0) 0.014 Ib. N/1000 sq. ft. 72.00
Mature turf has greater root mass with a noted Fertilizer (46-0-0) + Prospect Plus  0.014 Ib. N/1000 sq. ft. + 48 oz./acre  77.00
"tighter" visual appearance and less 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)

susceptibility to stress.
: Study Results: “.. a significant increase in creeping bentgrass establishment two
The same.befreﬁt? can be found in . months after seeding with the application of fertilizer and Prospect Plus compared to
Prospect; a liquid micronutrient for foliar the untreated control.” A 22% improvement over check and more than a 12%

application or for use in fertigation systems. WITIASE GV e tREay Slome!

For more information, contact your local UHS representative

www.uhsonline.com
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TREE CARE TRUCKS
Want to hit a 100+ foot tree? We can

LAWN CARE TRUCKS
Tank sizes from 400-1200 gallons,

COMMERCIAL QUALITY
SKID UNITS

fiberglass, poly or stainless tanks, steel  Tank sizes from 50-300 galion, steel, build it for you. Multiple tanks, multiple
or aluminum beds, PTO or gas engine  ajyminum or stainless frames, Honda PUMPS, no problem. Poly tanks in an
driven — multiple pumps and multiple  gngines, diaphragm or piston pumps - enclosed m or fiberglass tanks on an
reels. multiple tank and reels available. Units ~ aluminum

custom built to fit customer’s needs.

PUMPS HOSE

A Udor A GreenGarde
A Hypro A Kuriyama

A FloJet A Arrow

A Shurflo A Synflex

A Ace A Goodyear
b Westheﬁer Co., INC, 4 tente

A Hydra-Cell 800-362-3110 A Uni
TANKS Fax: 800-843-3281 +» Website: www.westheffercom GIUNS

A Tuflex E-Mail: info @westheffer.com A JDO-CT

A Raven " A FMC

A Ace A ChemLawn Gun
A Solar A TeeJdet

A Snyder A Talltree Guns
A Mid States SR ‘) A Root Feeders
A KBK on|v $8995.00 A Spray Wands

A 8 Body with 2 Doors A 275 Gallon Capacity Split 185/90 A Honda 5.5 Electric Start Engine A
20 GPM, 200 PSI Diaphragm Pump A Hannay Electric Rewind Reel A GreenGarde Premium Spray
Hose A Stainless Steel Frame A Chemlawn Style Gun A Body & Sprayer Mounted to Customer’s 1-
Ton Pick-Up A Tested and Ready to Spray A 8’ Long 6’6” Wide A White FRP Sides & Front A One
Piece Translucent Roof A 48” Height A Roll-up Rear Door with Lock A 3” I-Beam Cross Sills A
FRP Floor A 24’ x 48” Swing Down Side Door A 2 Louver Vents in Front, 2 in Back A Skirting Sides
& Rear A Truck not Included

USE READER SERVICE #57

INDUSTRY

WELLS CARGO  Z3:835%¢ 250060
’ TRAILERS

i °
/ ———

Every Wells Cargo landscape
trailer is built with rugged durability
and hassle-free performance as standard
features. No shortcuts. No cutting corners. Just the @
best built trailer you can own and customized the way
you want it. Thousands of units on the road are our
proof. Our comprehensive 3-Year Warranty Program is
your protection. Call (800) 348-7553 for a FREE information
packet and nearest authorized Wells Cargo dealer.

WELLS CARGS
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(continued from page 90)

ized just to have someone else come in behind
you and mow the grass? It doesn’t happen
with us because we carefully monitor those
types of things. Those are the type of things
that as a full-service organization, we can
control better.

And we don’t want other people on our
accounts. It really gives us another route [to
grow], too, because there aren’talot of compa-
nies in Chesterfield, Mo., that can provide that
full service, have irrigation divisions and fer-
tilization technicians. We'd like to have a de-
sign/hort person back on staff, and when you
can bring that all together, you have a power-
ful vehicle for generating critical mass.
L&L: So, it is strategic in terms of keeping the
clients off as well as marketing. You know you
want to be able to sell that.

MD: Exactly.

L&L: How big ofachallengeis thelaborissue,
and how do you deal with it?

JB: Theleast challenging forme, I think it was
not an issue in 2001.

MD: We have 31 employees. Twenty-one of
them are Hispanic, Mexican, so it was lower
on my list of problems than ever.

JG: I would say it was less of an issue in 2001
than it was in 2000.

BF: Labor was very tough for us in 2000. We
wentthroughalot of growthand couldn’tfind
people. That was the single most stressful
thing last year. It went from the single most
stressful issue to the close to the bottom of the
list [in 2001]. It is amazing what 2 or 3 percent
more unemployment will do. That is what I
attribute it to.

JB: We have profit sharing that we created
last year and everybody is justjumping for joy
when they see the check in January after the
end of the year, whichis different from me and
my wife who is also half owner of this busi-
ness. It took me five years to talk her into
sharing.

But the most stressful issue for me is insur-
ance. Everything this yearisinsurance related.
There were no predictions for a 67.4 percent
increase in health, life and dental.

L&L: Who do you insure?

JB: We insure all of our supervisory staff,

whichis five people, plus my wife and myself,

which is seven total. And all the way down to

the bottom, they can get insurance at 50 per-

cent. Half of our laborers pick that up. So, quite
(continued on page 94)
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- More choices.

The broadest selection of value-priced
tractors in the industry.
You can select a NEW 30-hp TC30 compact
tractor with the features that match your specific
needs. Choose rugged
, 2WD or the superior
pulling of FWD... then
# choose the tires that
suit your traction
Bl needs. And, here’s
§ something you won't
o ) . find on other economy
compact tractors — a choice of transmissions.

No one else offers the time-saving convenience
of a hydrostatic transmission. Or choose the
New Holland 9x3 mechanical transmission
that gives you more gear choices and versatility
than competitive 8x2 transmissions.

And, the TC30 lets you
handle wider, heavier imple-
ments thanks to an impres-

sive 1,635-pound three-point \‘ "
lift capacity. It’s a tractor \ ‘
that's tough on work, but easy

on your wallet. See your NEWHOLLAND
New Holland dealer. Your success — Our specialty

1-888-290-7377 www.newholland.convna
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(continued from page 92)

a few people get our insurance, but not over
20, which I'm told I need to get to.

Sorather than goto theemployersand say,
‘It's time for you to start contributing because
the company pays 100 percent,” we bit the
bullet for this year at least. Who knows about
2002? And then, general liability goes up,
vehicle goes up, workers’ comp goes up.
L&L: The insurance industry has obviously
been devastated since Sept. 11, and one insur-
ance company told me it expects the good
companies to see upwards of 20 to 25 percent
increases again this year for premiums and
bad companies, the phrase they used is, “The
sky is the limit.”

JG: We've done a couple of things because
we had the same problem. We really want to
develop a good company, and offering insur-
anceisone way of showing that thereisadded
value. And you hatetohave to go back on that.
I thought about it as added value, but it was
taking such a chunk out that we decided to go
to 50 percent. Everybody understood. We
made them part of that meeting and kind of

built up to that decision. Then we told them,
‘We want to do the best we can but we need
your help with this.” They understood.

JB: We went to our group and put it on the
tableand said, "Hey, whatdo you wanttodo?’
Because we have profit sharing, they kind of
all said they wouldn’t mind seeing it fall to the
bottom line. They helped make the decision
that we all eat it, basically. But, we shall see.
For me, it’s stressful, and I just can’t under-
stand it easily because we are a company that
has no health insurance plan, no auto claims,
no accidents, we haven’t run into anybody’s
house or anything like that.

JG: It's stressful.

L&L: How about you, Maurice, what were
the big challenges for DowCo this year?
MD: Actually, [2001 was] really good. We've
had growth issues and problems bringing in
quality management people and that design/
build person, but that’s more of a recruitment
issue. Icanonly imagine where sales could we
if we were taking on that kind of work. Since
we’ve had three designers over the last 10

lawnandlandscape.com
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years, we're taking our time because we want
the perfect fit. | want the person who's going
to be there for a long time. We haven’t rushed
into anything.

JB:] think a challenge for us going to the next
level is middle managementand dealing with
our own culture, too. It's not labor.

You know, I would have to tell you after
thisyear IwonderifI can hire the right people.
I have a great core group. But this year [ have
already gone through two white shirts -
$35,000 up, full company benefits - that I no
longer have. They didn’t make it 90 days. So1
just wonder how good I'm doing hiring. But I
just try to find the best people, then train
them. Put something back into them, because
if you don’t then you'll never win.

EARTHSCAPES SOFTWARE

VISUAL IMPACT IMAGING

The Fastest, Most Powerful,
Landscape Design Software for Windows
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New SpeedeZone contains
carfentrazone, the newest chemistry
available to the turf market for
broadleaf weed control.

This unique new active ingredient
will give you awesome results in
your weed control program.

In university tests and field
trials SpeedeZone has
consistently shown fast
control of tough weeds
like clover, plantain,
ground ivy and

spurge.

Don’t wait 30
days or more
for clover
control. Get

your weed

control program on
track with SpeedeZone

Broadleaf Herbicide.
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Small-name
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~ detailed
services and
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relationships -
when
developing
big-name

images.
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by Kristin Mohn

Two men walk into an office for a job interview. The
first has a mile-long resume and comes from a family of
successful professionals. The second, a mere unknown,
offers only a couple years of experience. Clearly, if he
wants the job, the second candidate must skillfully and
confidently project an image of success, professionalism and

knowledge that trumps the reputation of the other.

In the same manner, smaller landscape contracting compa-
nies sometimes struggle with their underdog status. Many of
these businesses are young, with limited employees and re-
sources to cover the bases. They compete with business power
players - the household names immediately recognized in the
industry. Consequently, projecting an image of poise and
reliability bodes well for both the little-known job candi-
date and the small company.

Realizing that smaller entities have their advan-
tages — quality, consistency and personal client
relationships - is necessary when projecting a
competitive image. “A lot of people think that
because you don’t have the big display ad, you
can’t produce the product they’re looking for,”
said Dan Steff, owner, NorthCoast Landscaping,
Erie, Pa. “But we're able to provide more personal
care for our customers and we're able to spend
more time with our customers, both on the job and
when we're complete.”

(continued on page 98)
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“In the past, we've tried everything
to control weeds during the fall and
early spring when temperatures are
cooler. Nothing gave us the control
we needed. But with Cool Power”,
all ((f'lh(ll l'/uln‘u:'t]. Now ground
ivy, wild violets and chickweed don’t
stand a chance. Cool Power gives

us the control we need to eliminate
cool weather weeds and satisfy

our customers.”

Owner & President
Showcase Turf & Tree

Cincinnati, Ohio

As the temperature cools off, you need

a herbicide to help you successfully
battle postemergent broadleaf weeds.
Cool Power's special ester formulation
of MCPA, triclopyr and dicamba combine
to give you superior weed control

in cool weather. With Cool Power
on your side, weeds don't stand

a chance.

o
Rwerdale
The Formulation Innovators

(800) 345 3330
www.riverdalecc.com

>
Cool Power is a registered trademark of Riverdale Cherical Company. COOL l OWER

Always read and follow label directions

USE READER SERVICE #93



http://www.riverdalecc.com

IN THE BEGINNING. The most volatile “During the first three years,
time period forabusinessisits first few years I sat in my room and called
~ particularly for a small company trying to every lawyer, doctor and real
make a name for itself in the midst of estab-  estate person in the phone
lished corporations. John Chiarella, Jr., presi- book,” he admitted. “I tried to
dent, Ultimate Services Lawn Care, Wolcott, look neat on the job, tried to be
Conn., proved persistence was the only sure- pleasant with the customer and
fire way to win those initial clients. kept that philosophy from the

HUNTING
FOR A NEW

g ed I N 1 J
oo I / 1 .// 7/
Now target areas such as the rapidly growing Erosion & Sediment
Control markets. By using an Express Blower, you can offer low
cost erosion and sediment control measures that work! The
Express Blower is the most efficient way to apply compost and
soil management products, including seeding with the

Terraseeding process!
- ]

Fupress Jlower
800-285-7227 www.expressblower.com

Exprass Blower is a division of Rexius Forest By-Products. inc.. Eugene, OR
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Ultimate Services Lawn Care utilizes a

brochure to eclipse its small-company status.
Photos of past properties show off the
company’s range of abilities to prospective
clients. Photo: John Chiarella, Jr.

very beginning.” These tactics helped earn
Chiarella clients, but he had to be patient - he
didn’t see the company advance until five
years later. And even after 20 years in busi-
ness, Chiarella still keeps up with the phone
calls. “ still do a lot of the sales and market-
ing myself,” he said.

Similarly, Leroy Heppner, president,
Nature’s Way & Landscaping, Portland, Ore,,
understands that maintaining an image is
mostdifficult from the outset. “Being a brand-
new business, your biggest obstacle is you
have no history - no unhappy clients, no
happy clients and no references,” he noted.

Consequently, Wayne Talley, president,
The Lawn Ranger, Mechanicsville, Va., ini-
tially established his qualifications by secur-
ing prominent groups of buildings. Potential
customers familiar with the area would then
see The Lawn Ranger on the property. “If you
have a chain of places or group of places
owned by a certain company with a good
image, and then people see your trucks on
that property, then you are on the same level
as the company,” he justified.

Diving in headfirst to a new business
means bringing along a few life-saving de-
vices. Heppner created photo portfolios from
the beginning, taking several pictures of com-
pleted jobs and sharing them with potential
clients. Ten years later, he continues thison a
larger scale as the company grows. “We've
now created several brochures and postcards
for phases of landscaping that we do,” he
explained. In addition, the company utilizes
local events such ashome and garden shows.
“[Those events] set us up as one of the bigger
landscape companies in town, even though
we're not. People have the vision that we're
much larger than we are.”

(continued on page 102)
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KOHLER. engines continue to

set performance benchmarks
for easy starting, reliability,

long life, low maintenance and
environmentally friendly design.
KOHLER 4 to 27 horsepower,
vertical- and horizontal- shaft,
air- and liquid-cooled engines
are among the most requesfed

in the industry. From award-

winning engineering to 77; =

o
extensive after-market

support, KOHLER OHV
engines define innovation,
versatility and performance.
Discover our passion at

kohlerengines.com.

KOHLERQD'“—]]@S - KOHLER

Seek the innovation. Demand the power,
kohlerengines.com  1-800-544-2444 Ext. HD9
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Completely recreated from scratch, the new LAWN & LANDSCAPE
ONLINE is the lawn and landscape contractor’s ultimate gateway to
the web. Recharged and reorganized, the new “My Lawn &
Landscape” function allows each user to create his or her own

personalized page on the industry’s premier Internet site. |

Now you can create your own article database, track your stock
portfolio, develop your own online address book, get your local news
and weather, and use web-based management software, such as
vehicle and personnel tracking and employee candidate profiling.
All this, combined with daily, industry-specific news and feature

stories. Log on today tothe new www.lawnandlandscape.com.
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(continued from page 98)

Steff related that a strong advertising slo-
gan helped him win clients during his business
years. “We had to have some sort of image that S
we thought was important,” he said. “Image
wasn’t everything about our company but
image would portray what our philosophy

was in lawn and landscaping.” After Steff
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Nature’s Way Landscaping initially used the lefthand logo, but Leroy Heppner,
president, said the bright colors distracted clients. Instead, the new righthand logo

emphasizes professionalism and elegance. Photo: Leroy Heppner
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NATURE'S WAY

LANDSCAPING

and his associates decided on “grass with

ANYBODY
CAN
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TRUCK!

FIBERGLASS PRODUCTS

TUFLEX MANUFACTURING CO.
1406 S.W. 8th Street
Pompano Beach, Florida 33060

Toll-Free: 1-800-327-9005

954-785-6402
FAX: 954-785-6404

Experience
the tough-flex
difference.
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We certify that this is an actual photograph and that the tanks
were not altered in any way to produce this picture.
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class” as a catchy ad campaign, the company
increased its client base substantially. “We
did very well from the beginning with our
marketing analysis,” he offered. “People just
looked in the phone book and liked our ad.”

Nevertheless, small companies can’t ex-
pect to become household names even after
those first few years of business, related Kurt
Bienmueller, co-owner, Foursquare Land-
scape Management, Dallas, Texas. Asasolu-
tion, he tries to position his services in neigh-
borhoods where the larger companiesalready
have a presence. Over time, referrals will
drive business, he said. “My personal opin-
ion is that everyone can mow and blow, but
our service is attention to detail and not hav-
ing a lot of layers — they deal with me or my
partner and we can give information to them
in pretty good order,” he stated.

DOES SIZE MATTER? A key ingredient
to a successful small company image is dif-
ferentiation, Heppner highlighted. Six years
into the business, Heppner’s company logo
had not made the impact he hoped it would.
He suddenly realized it resembled the brand
of other successful landscape companies. “I
sat down looking at other companies’ logos,
and then looked at ours to see what we were
missing,” he said. “We ended up redesigning
our logo tobe more elegantand created a whole
new image. The logo and image change was a
real benefit because the new logo stood out.”

A small company’s charm can lie in notic-
ing the little things, as well as catering to the
customers’ detailed needs, suggested
Chiarella. Having a smaller network of em-
ployees — less red tape - also ensures people
can be out on a property in a timely manner.
“We can sneak in between the cracksand goin
where the big guy can’t,” he said. “We have
quick turnaround. Our customers say, ‘I knew
if I got into a bind I could call you and you
would take care of it.””

This has led Ultimate Services Lawn Care
to some pretty unique jobs over the years:
shooing a bee from a client’s sun porch, re-
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moving a wild animal from the yard and, in
one case, driving several hours to Nantucket,
Mass., to take care of a request. As a result,
Chiarella has plenty of examples to back up
his motto and company image. “Our focus,
or mission, if you will, is, ‘We service the
customer, period,”” he said. “Nothing is too
big or too small.”

Limited size can also prove advantageous
when managing costs and operations,
Bienmuelleridentified. “We can maintain costs
because we have a handle on it, while things
can get lost in other companies,” he illustrated.
“Each person signs out his or her own equip-
ment and has the responsibility for it.” In
turn, that responsibility is expected of each
foreman because even though the managers
constantly have their ears to the ground,
they can’t be in all places at all times. “Other
companies may not give foremen all the
responsibility, but foremen need to know
what is expected, have responsibility for the
equipment, etc.”

An image of professionalism speaks vol-
umes, regardless of size. Steff has taken this
intoaccount in terms of pricing, which means
that while his prices may not be the lowest,
his service is on the top of the list. “We
wanted to maintain a particular standard for
everything we did,” he related. “We weren't
going to low-ball or undercut as far as the
price. We had a minimum price when we
started and we weren’t going to go below
that. That showed customers we were very
confident in our service and we'd provide
quality and professional service.”

In return, Steff emphasizes education so
he doesn’t have to worry about projecting
false confidence. As a smaller company with
fewer employees, he feels more prepared to
offer training sessions and safety seminars,
join industry associations and advertise as a
fully-insured company. “It's a little bit easier
to get a smaller group together for training
sessions and have them over to our home for
training, rather than do it in our building
setting where it’s not as comfortable,” he
explained. “We have also found that in a
personal setting vs. abusiness setting, people
feel less threatened, are more open and are
more inclined to get involved.”

So, small has its advantages, Steff said, as
long an image can be substantiated. “It is
easy to market yourself through words, but
we do it through actions,” he remarked.

LAwN & LANDSCAPE

DOS AND DON’TS. Smaller may not nec-
essarily be better or worse, but it can allow
companies to build specific niches for their
business, Chiarella identified. “We've de-
veloped a niche for customers who want a
person with an eye to detail,” he said. “As far
as the competition, they can’t micromanage
like we can.”

To heighten this image, Chiarella gives
potential clients reference lists of past cus-
tomers. Since the lists are based on what

clients desire for their properties, he tries to
match new clients with past customers who
had similar goals and priorities. Even though
Chiarella’s pricesoften are the highestamong

(continued on page 107)
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