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I'm your heavyweight 
There's no contest. 'Cause I have 
no competition. Best-in-class power. 
And towing capability 
to match. 



champ, 

The new Sierra 2500HD. 
Smart money. 

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 lbs. through 12,000 lbs. 

It's power that translates into a GCWR* of up to 22,000 lbs. 

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. 

MÌSL̂  V ' •Wimn Mï É Y » 

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

http://www.gmc.com
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P R O T E C T I O N 
Rainbow Treecae 
Scientific Advancements FROM DUTCH ELM DISEASE, OAK WILT & SYCAMORE ANTHRACNOSE 

Call Now For 
Location & 
Reservations 
ElkhornWI 

Seattle WA Feb 15 

Minneapolis MN Feb 19 

Milwaukee Wl 

Chicago IL 

1 Appleton Wl 

Detroit Ml 

Feb 21 

Feb 27 

Philadelphia PA Mar 12 

New York City NY Mar 13 

Denver C O Mar 20 

Washington DC Mar 21 

Seminars & Demos 
USE READER SERVICE #1 1 ©2001 Rainbow Treecare Scientific Advancements 

other locations on-demand 

Limited Space 
in Some Cities 

I SA C E U ' s Available 

www.rainbowscivance.com 

J o i n t h e g r o w i n g n u m b e r o f c o m p a n i e s w h o prof i t f r o m 
macro- infus ing t r e e s in u n d e r 1 hour*. 

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

call toll-free 1-877-ARB0RIS(T) or (952)922-3810 
* When following 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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HALF AN SCU IS A WASTE. 

w ^ 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 

Lebanon Pro 22-0-6 4 0 % M E S A 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, see your Lebanon Distributor or call 

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

To learn more about slow release 
nitrogen and fertilization, simply go 

to www.lebturf.com/offers and fill out 
the online request form to request a 

FREE copy of our agronomy manual. 
Coupon Code: LL0110 

Lebanon 
TURF PRODUCTS 

Our reputation is growing yours. 

USE READER SERVICE #120 

http://www.lebturf.com
http://www.lebturf.com/offers


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

Products, Products, Products! 
I a w n a n d l a n d s c a p e . c o m / p r o d u c t ! ^ 

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. 

r - r : r J ^ - n . [V 
.com 

Sign up for your My Lawn & Landscape 

account today and create your own personalized page on 

www.lawnandlandscape.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. 

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 ill 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. 

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

Daily News and Features - Catch breaking industry news and 
daily features, www.lawnandlandscape.com 
E-newsletter - Receive 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 

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. - Irrigation 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. 

www.lawnandlandscape.com 
2 0 0 2 LAWN & LANDSCAPE 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
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Why 
Weisburger 
Insurance? 

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. 

WEIS^RGERGreen 

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

5 Waller Avenue 
White Plains, NY 10601 

Tel (914) 4 2 8 - 2 9 2 9 
Fax (914) 4 2 8 - 0 9 4 3 

Toll Free (800) 4 3 1 - 2 7 9 4 
Fax-on-Demand (800) ASK-WEIS 

ivww.weisburger.com 

LAWN & LANDSCAPE 
USE READER SERVICE #41 
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A New Take 
on New Year's 

"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 

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 provide a 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. 

• 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't let 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 you employ 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. Qj 
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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 # 1 3 

Bobcat MT50 
Mini Track Loader 

i / s: 

Call or visit our website for a FREE "Bobcat: One Tough Animal" 
Video Catalog and a 2002 Buyer's Guide 

Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 • 701-241-8700 

www.bobcat.com/mini 

Bobcat 
One Tough Animal 

http://www.bobcat.com/mini


For some reason I can't convince my employees to be 

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 it up" 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 

in 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-ChemLawn in 

1998. Readers with questions for Minor can fax them to Lawn & Landscape at 2Î6/961-

0364 or e-mail them to bwest@lawnandlandscape.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 lost in the equa-
tion. It is common to give incentives based on profits, 

Having a passion for delivering 

e x c e p t i o n a l cus tomer serv ice is a 

must and you need to " l i v e " 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 next level and incorporate it as a 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. QJ 
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KEEP UP TO DATE! 
SUBSCRIBE TO LAWN & LANDSCAPE TODAY! 

I M I M V / M ft|l)LwW\|IA 
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Free subscription to qualified contractors. U.S. subscriptions only. 

No I would like to receive (continue to receive) a 

This section must be completed to process your subscription 

The leading 
management 
magazine 
serving the 
professional 
landscape 
contracting 
marketplace. 

subscription to Lawn & Landscape. 

Signature, 

_Date_ 

_State Zip. 

Phone _Fax_ 

E-mail Address 

• Canada, Mexico* 1 Year $35.00 
• South America, Europe* 1 Year $98.00 

• Other International* 1 Year $218.00 
'Payment must be in U.S. currency and drawn on a U.S. bank 

• C h e c k Enclosed 
• MCA/ISA • Amex • Novus/Discover 

Exp. Signature. 
(prepayment required) 

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

• 1. Landscape Contractor 
[maintenance & installation) 

• 2 Chemical Lawn Core Company 
(excluding mowing maintenance service) 

• J Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
Q 7. Other Contract Services (please 

desenbel 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

3 8 In-House Maintenance including: 
Educotionol Facilities, Heolth Core 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing envelopments. 
Private Estates, Commercial & 
Industrial Parks 

IH DISTRIBUTOR/MANUFACTURER 
J 9 Dealer 
• 10 Distributor 
• 11 Fcrinulotor 
• 12. Manufacturer 

IV OTHERS AUJED TO THE FIELD 
• 13 Extension Agent (Federal, State, 

County City, Regulatory Agency) 
• 14 School, College, University 
9 15. Trode Association, Library 
• Others (please describe) 

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

3. What sorvic«« does your butinos* 
offer? (please chock all that apply) 

1. Landscape Installation 
2 Landscape Maintenance 
3. Lond scope Renovation 
4. Mowing and related maintenance 
5. Irrigation Installation 
6. Irrigation Maintenance 
7. Turt pesticide application 
8 Ornamental/tree pesticide application 
9 Turf fertilization 
10 Ornamental/tree fertilization 
11 Tree Pruning 
12 Snow Removal 
13 Interiorscope 

_ 14 Other 

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

S. What year was your business 

6. What were your company's 
gross revenues for 2000? 
T Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4 $200,000 to $299,999 
5 $300,000 to $499,999 
6 $500,000 to $699,999 
7. $700,000 to $999,999 
8 $1,000,000 to $1,999,999 
9 $2,000,000 to $3,999,999 
10 $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1 Residential % 
2. Commercial \ 
3 . Other \ Specify types _ 

Total 100% 
1/02 

- J -
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FINE-TUNE YOUR BUSINESS MANAGEMENT SX11S, 
l i i t e r k >r_ 

I would like to receive (continue to receive) a subscription 
to Interior Business Yes • No • 

Interior 
Business... for 
landscape 
professionals. 
Brought to 
you by 
Lswn& 
Landsœpe. 

Name Date 

Title 

Company 

Address 

City State Zip 

Phone Fax 

SUBSCRIBE TO 
INTERIOR BUSINESS 

TODAY! 
This section must be completed to process your subscription 

1e What is your primary business 
at this location? (choose one) 

E-mail Address 

• U.S., Canada, Mexico, 1 Year $15.00 
• South America, Europe* 1 Year $35.00 

• Other International* 1 Year $100.00 
'Payment must be in U.S. currency and drawn on a U.S. bank 

• C h e c k Enclosed 
• MCA/ISA • Amex • Novus/Discover 

Exp. Signature. 
(prepayment required) 

I.C0NTRACT0R SERVICES 
• 1. Interior Landscape Contractor 

(maintenance & installation) 
• 2 . Interior Landscape Contractor 

(installation only) 
• 3 . Interior Landscape Contractor 

(maintenance only) 
• 4 . Interior Landscape Design 
• 5 . In-house Interior Contractor 
• 6 . Grower 
•7.0ther Contract Services 
(please describe) 

III.DISTRIBUTOR/ 
MANUFACTURER 
• 8 . Dealer G9. Distributor 
• 10. Formulator • 11. Manufacturer 

IV.OTHERS ALLIED 
TO THE FIELD: 
• 12. School, College, University 
• 13. Trade Association, Library 
• 14. Others (please describe) 

2 . What best describes 
your title? 

•Owner, Pres., Vice Pres., 
Corp. Officer 

• Manager, Director, 
Supervisor 

• Horticulturist/Educator 
• Sales Rep/Designer 
•Service Personnel, 

Technician, Crew member 
J Scientist, Researcher 
•Company, Library copy only 
•Other (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 ofSeawright & Associates, Inc., a 
consulting firm located in Winter Park, Fla. She can be reached via 
e-mail at ipileg0@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 result in successful hires. Continually remind employ-
ees about the bonus. Use flyers. Increase the bonus amount 

(continued on page 18) 

. H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B 

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 QULMexican 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 

I rv> 
B • H2B ? 

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 
edge you need to 

make more profits 
with America's 

Favorite Mini-Skid 
Power Unit. 

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

Ramrod Equipment 
1.800.667.1581 
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CHROME-PLATED CYLINDER 

TWO-RING PISTON 

ALL BALL AND CAGED 
NEEDLE BEARINGS 

LARGE FLYWHEEL COOLING FINS 

TWO-BEARING CLUTCH DRUM 

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 tr immer, 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 

( 8 0 0 ) 521-7733 . The power awaits. 

T230 

T260 

LÎ270 

lT2500 

( f i 
ft *— 

shindaiwa 
FIRST TO START. LAST TO QUIT. 

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 a line and grab a bag 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 a resume bank 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 out how 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. ID 

lawnandlandscape.com m 

CDS- 1 
JOHN BLUE 
CpMPANYJ 

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 C o m p a n y 
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 

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 

C A L L 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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E Q U I P M E N T 

Plain City, Ohio 
6 1 4 - 8 7 3 - 3 7 1 9 

www.gosng.com 

I Pumps, Hose, Reels, Spreaders, Sprayers, Custom Fabrication 
The Lawn Oaddy Line-Up 

The Pro 

- Great on hills 

-180 lb hopper throws 4ft to 25ft wide 

-50 Gallon tank 100k sqft 

-Sprays 4ft,8ft,12ft,16ft 

- Speedometer to track ground speed 

- Rhino Lining coat on frame and casters 

The Original 

- Fits through a 42 inch gate 
-180 lb hopper throws 4ft to 25ft wide 
- 30 gallon tank sprays 60k sqft 
-Sprays 4ft, 8ft, 12ft passes 
- Speedometer to track ground speed 
- Rhino Lining coat on frame and casters 

The Stand-up 

- Fits through a 36 inch gate 

-1801b hopper throws 4ft to 25ft wide 

-18 gallon tank 

-Sprays up to 8ft passes 

-Excellenton hills 

u^H C _ — ^ Mounts to virtually anything 

$9<e* 
Spreads 4ft to 25ft passes - 1801b capacity - Mosl durable spreader on the market 

300 Gallon Multi-use Tank Low Profile tank allows more 

Vans, Pick-ups, Flat bedsrMt W m visibility to the rear 

• • • • 

, Curve Bottom 
Tank for More 

Agitation 

400 Gallonijck-up Tank 
w ^ ^ Pump motor a n d tee reel 

iimt mounting to the tank 

« 
Optional pump & 
one or two hose 
reels 
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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 effect immediately 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. 

(continued on page 35) 

SHORT RECESSION 
2001 UNITS EXPECTED EXPECTED 
SHIPPED 2002 UNITS 2003 UNITS 

Commercial Inter-
mediate Walk-behinds 48,088 47,677 48,780 

Commercial 
Riding Mowers 114,884 112,508 116,475 

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. 

' i ' j j j i üDiVüt m v ï 

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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Market Trends 
(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. 

O N THF 1AWNFRONT 

Taking the 
V Out of NPK 
ST. PAUL, Minn. - Plans are underway for 
the city council to vote on an ordinance ban-
ning the use of phosphorus in lawn 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 elected its new officers. They 
are Frank Collier, president; James Guy, vice president; Wayne Sawyer, director chapter 
1; Daniel Bastón, director chapter 4; William Boyd, director chapter 3; and Wilfred 
Robbins, immediate past president. 

The Interior Industry Growth Init iat ive 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 Y o r k 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. 

Franchise Territories Now Available! 

• Strong brand awareness with Scotts products 
• Effective sales/marketing programs 
• Complete training and support 
• Exclusive territories 
• Financing available 

Scotts 
LawnService 

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

Scotts LawnService 
14111 Scotts Lawn Road • Marysville, OH 43041 

www.scottslawnservice.com 

CurtFfowerlTeif^* 
Parking Lots, J 

Driveways, 
& Walkways 

\ rar 

Smooth Curb, 
Stamped Curb, 
Colored Curb, 
Lighted Curb, 

Exposed Aggregate, 
24" Walkways. 

WÊÊ • 

LIL' BUBBA CURB MACHINES 
by The Concrete Edge Co. 

(800) 314-9984 (407) 658-2788 www.l i lbubba.com 
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A glimpse into the future of landscaping. 
f 

Introducing the revolutionary Stihl 4-MIX™ engine J low-emission engine burns cleaner than conventional 
technology, soon to be featured in the FS 110 a4 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 Stihl? 

/ Available in California, Spring 2002 

STIHL 
USE READER SERVICE #120 



(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 future is 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) 

M i k e P o n d e r returned to Roberts Supply as a sales representative for 
north and central Georgia. 

Environmental Industries named A n d r e w M a n d e l l senior vice 
president and chief financial officer. 

G r e g F r e y e r m u t h will serve as Turf-Seed's new southeast 
southeast sales representative. 

Contra Costa Landscaping, a subsidiary of the RBI Companies, ap-
pointed B i l l H o r n to area manager of its northern California operations. 

RedMax promoted D a v i d V i c l c to general manager, sales and mar-
keting, and D i a n a M a t o s to marketing manager. 

The J R. Simplot Co.'s Turf & Horticulture group named S t e v e 
F r a n z e n western region director of sales for their fertilizer division. 

J o h n M o w d e r president, Dixon Industries, was elected chairman 
of the Outdoor Power Equipment Institute. In addition, W i l l i a m 
D o c h e r t y was elected vice-chairman and L . E . S c h u l t z was elected secretary/trea-
surer Michael Ar iens Stephen Bly J o h n J e n k i n s J a m e s Martinco 
K e n d r i c k Melrose Fred W h y t e J a m e s W i e r ami D a v i d Z e r f o s s will also 
serve on the board of directors. 

The Irvine/Lake Forest location of Miramar Wholesale Nurseries appointed M i t c h F a r r 
as the new commercial landscape center manager. Former manager S a m B a n u e l o s 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 b 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 
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LM 2002 l / W Office 
LM 2002 Visual Office,M /s the 
industry's leading suite of 
productivity software. 777e 
Office seamlessly integrates 
LM's Desktop software with 7 
independent modules -
networking, P t f / m 0 5 , mappingf 
estimating, QuickBooks,M linkf 
emailer, ¿wr coding. You 
save 31% by purchasing the 
office package. 

e 

n 
LM - QB Link™ 

Si?/' coding LMI2002 

.M Emailer"1 

e 

m 
t j 

— J 
LM Data Collector™ 

© exact 
Estimator 

LM Mapping™' 

e 
c 3 

Network Pack 

V LM 2002's scheduling, invoicing, job costing, accounting, contact 
management and document generation capabilities empower companies 
to achieve maximum profitability. 

© LM Networking extends LM's power throughout your organization. Each 
network pack allows three additional computers to access LM 
simultaneously. 

€ ) LM Data Collector™ enables crews to download their route list, client list 
and client job history to a Palm© or Handspring© PDA. Throughout the 
day, the LMDC tracks each employee, the jobs they worked on and the 
equipment that they used. At the end of the day, upload all of the job cost 
information into LM 2002 instantly. 

© 

© 

Exact Estimator™ uses historic job cost data to provide estimates that 
are within pennies of the actual costs. Estimating has never been this 
exact. 

LM - QB Link™ provides an accurate, seamless, link to QuickBooks™. 
The link is especially powerful, relative to similar links, due to its ability to 
pass invoice and receivable information to QuickBooks™ on a per client 
basis. 

LM emailer™ offers a time-saving, cost-effective alternative to traditional 
invoicing. Rather than printing invoices, stuffing envelopes and paying 
postage, the LM emailer™ makes it possible to E-mail invoices. 

© 
© LM Mapping™ links with Microsoft© MapPoint™ to automatically sort 

route lists to minimize driving distance/cost. LM Mapping™ also provides 
. detailed maps and written driving directions to each job site. 

For more information visit www.alocet.com/lm2002 or call 1.877.529.6659. 

Bar coding invoices and route sheets means you can scan the document 
and have the appropriate information highlighted in LM. Bar coding 
improves data entry accuracy and decreases data entry time. 

A ocet 
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hardest to help you get the job 
done! So, get the latest from 
A.M. 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! 

J u s t call j 
for y o u r catalog a t v — / 

800-543-8955 
O r log on at 
w w w . a m l e o . c o m 

Í A.M. EeonardJ 
(TOOLS ̂ T H A T WORK!J 

Offer expires one month after publication date. L L D 0 2 

J A N . 1 8 Illinois Landscape Contractors Association Certified Land 
scape Technician Training and Testing in Plant Sensitivity, Chicago, 111. 
Contact: 630/472-2851. • 
J A N . 1 8 - 1 9 Plant Biology Workshop 2002, Frogmore, S.C. Contact: 
888/290-2640. 
J A N . 1 9 - 2 1 Tennessee Nursery & Landscape Association 25th annual 
convention and trade show, Chattanooga, Tenn. Contact: 931/473-3951. 
J A N . 2 1 - 2 4 72nd Annual Michigan Turfgrass Conference, Lansing, 
Mich. Contact: 517/321-1660. 
J A N . 2 2 - 2 3 Missouri Landscape and Nursery Association Nuts and 
Bolts Employee Short Course, St. Louis and Kansas City, Mo. Contact: 
816/233-1481. 
J A N . 2 2 - 2 3 , 2 9 - 3 0 Cornell Organic Turfgrass Management Short 
Course, Long Island, N.Y. Contact: 607/255-1792. 
J A N . 2 2 - 2 4 MAGIC 2002 - The Convention, Kansas City, Mo. 
Contact: 816/561-5323. 
J A N . 2 3 - 2 5 PLCAA & NPMA Conference, Atlantic City, N.J. 
Contact: 800/458-3466. 
J A N . 2 4 Northeastern PA Turf School & Trade Show, Wilkes-Barre, Pa. 
Contact: 814/863-1368. 
J A N . 2 4 - 2 6 The Gulf States Horticultural Expo, Mobile, Ala. Contact: 
334/502-7777. 
J A N . 2 7 - 2 9 Nebraska Nursery & Landscape Association Winter 
Conference 8c Trade Show, Omaha, Neb. Contact: 816/233-1481. 
J A N . 2 8 - 3 0 Iowa Turf grass Conference & Trade Show, Des Moines, 
Iowa. Contact: 515/232-8222. 
J A N . 2 9 12th Annual Reno Nevada Landscape Association Trade Show 
& Conference, Reno, Nev. Contact: 775/673-0404. 
J A N . 2 9 - 3 0 Maryland Turfgrass 2002 Conference and Trade Show, 
Baltimore, Md. Contact: 301/345-4199. 
J A N . 2 9 - F E B . 1 Turf grass Producers International Orlando Midwinter 
Conference, Orlando, Fla. Contact: 800/405-8873. 
J A N . 3 0 - 3 1 New Jersey Nursery & Landscape Association 2002 
Trade Show, Somerset, N.J. Contact: 800/314-4836. 
J A N . 3 0 - F E B . 1 Iowa Nursery & Landscape Association Annual 
Convention & Trade Show, Des Moines, Iowa. Contact: 816/233-1481. 
J A N . 3 0 - F E B . 1 ProGreen Expo, Denver, Colo. Contact: 303/756-1079. 
J A N . 3 1 - F E B . 3 2002 American Nursery & Landscape Association 
Management Clinic, Louisville, Ky. Contact: 202/789-2900. 
F E B . 3 - 1 0 Golf Course Superintendent's Association of America 
annual conference and show. Orlando, Fla. Contact: 800/472-7878. 
F E B . 7 - 9 New England Grows, Boston, Mass. Contact: 508/653-3009. 
F E B . 7 - 1 0 Associated Landscape Contractors of America Executive 
Forum, Cancun, Mexico. Contact: 800/395-ALCA. 
F E B . 1 1 - 1 2 Illinois Landscape Contractors Association Winter 
Seminar, Hoffman Estates, 111. Contact: 630/472-2851. 
F E B . 1 5 - 1 6 Jacksonville Horticultural Trade Show, Jacksonville, Fla. 
Contact: 904/292-1117. 
F E B . 1 5 - 1 6 PLCAA Management Forum, Charlotte, N.C. Contact: 
800/468-3466. 
F E B . 1 7 - 1 9 2002 Lawn & Landscape School of Management, 
Charlotte, N.C. Contact: 800/456-0707. 

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. 
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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, 
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 vehicle 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. 

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't believe that phosphorus fertilizer, prop-
erly applied, is contributing significantly to 
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 
variety of sources other than fertilizer con-

tent. Jim Skillen, manager of formulator is-
sues for RISE, identified alternate sources for 
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 
environmental impact than previously thought 
- and that a strict ban may be too hasty of a 
decision due to the lack of sound science. 

(continued on page 30) 
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Sound Landscape Services -
Earth-a-peel Industries -
Universal Lighting Technologies 
ADM Property Services -
Michigan State University 
Department of Plant Pathology - w w w . p l a n t p a t h o l o c 

U.S. Small Business Administration - w w w . s b a . g o v 

To announce a new Web site, e-mail nwisniewski@lawnandlandscape.com. 
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A CUT 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 508-835-3766. 

PORTER-FERGUSON 
POBox 158, Worcester, MA USA01613 

A division of Lowell Corporation 
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M A K E IT BETTER. 
fidSF 

PROFESSIONAL 
TURF ^ ^ 

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. 

1 V 
? 1 

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

BAS 
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Market Trends 
(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 against interpreting the ordinance 
strictly in either direction. "It doesn't solve 
the entire problem, but it is a step in the right 
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 learn 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 learn 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. 
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• Weed ID 
• IPM Control 
• Regional Alerts 

• On-line Tech 
Advisor 

• University Links 

brought to you by 
I ^ 11 j C j b ] / Œ^ufidun 

An Employee-Owned Company 

weedalert.com is a service mark of PBI/Gordon Corp. 
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For Better Business 
Tomorrows. . . 

Organic 
Plant Health Care 
Since 1975 
FRANCHISE 
OPPORTUNITY i 
1-800-645-6464 6 
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How do you get 
more power to 
the root of your 
weed problem? 



The proof is in the leaf.1 

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. 

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 is a cross-section of a weed 
leaf magnified 1000x. The yellow 
droplets mean Roundup PRO is 
already at work inside. 

Scientific photography taken 
two hours after application 

shows three times more 
Roundup PRO in the 

roots. More color 
means more 

herbicide. 

ám 

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

Q^n^cmï^f® OsjOS&Q 

In the firsJ two hours, 
almost no imitator 
herbicide has moved 

to the roots. 

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 I-8OO-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 
free 

I-8OO-ROUNDUP and ask for your 
Roundup PRO video today! 

Always read and follow label directions. Test conducted with MON 77360, EPA Reg #524-475 with comparison to Syngenta product 
carrying EPA Reg #10182-449 1 Test methodology In scanning-electron microscopy. Monsanto scientists identified penetrated formulations 
of both Roundup PRO and Touchdown Pro in the mesophyll cell layer These micrographs support the evidence that formulations containing 
Monsanto's patented PROformance technology rapidly penetrate the leaf surface 2 Test methodology Radiolabeled formulations were 
applied at equal acid-equivalent rates. Radioactivity was visualized by autoradiography following a simulated rain event two hours after 
application. Monsanto laboratory tests, 2001 Roundup', Roundup PRO* and PROformance™ are trademarks of Monsanto Technology LLC. 
(12748 jet 10/01 J ©2001 Monsanto Company RUPRO-12748 



(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 Etfmark 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. 

"The irrigation industry 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 Costs 
In the landscape industry, health and 

liability insurance is expected to increase 
another 15 to 20 percent, remarked Richard 
Lehr, general counsel for the 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 that isn'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." 

(continued from page 20) 
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." 

Lehr also 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 
coverages to make insurance more affordable," 
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. ID 
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HINIKER COMPANY 

Airport Road • P.O. Box 3407 
Mankato, MN 56002-3407 

Phone (507) 625-6621 • Fax (507) 625-5883 

www.hiniker.com 

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 
less time. 

• Convert from 
conventional to backdrag 
plowing with the touch 
of a button. 

• Complete snow removal 
without a separate backdrag 
plow or loader. 

The C-Plow from Hiniker— 
Revolutionizing Snow Removal! 
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NEW SHRUBS 

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 an exclusive line of shrubs 

and vines for 2002. 

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

S H R U B S . 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 
contrast against the blue cylindrical flowers. This hardy 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. 

Iawnandlandscape.com ^ 

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 Gi;oundcover 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 ID 

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 

J 

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. 

H O N D A 
Power 
Equipment 

Taking care of tomorrow s environment today. 02001 American Honda Motor Co. Inc. For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment 
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Focus on Customers 
The Job Checklist was started because The Pattie 

Group, Chagrin Falls, Ohio, strives to put clients' 

needs first. 

"This form was developed about a year ago because 
we wanted to be sure that all the small details are taken 
care of when a job is complete," explained Bill Fehrenbach, 
the company's president, adding that the company also 
created similar forms to address irrigation and lighting 
issues. "All of the things on the checklist are costly to go 
back to fix but are ridiculously cheap to take care of 
while we're there." 

These forms also serve to strengthen the relationship 
between the company and its primarily high-end resi-
dential customers. "The foreman gets together with the 
client and goes over the job checklist with him or her," 
Fehrenbach related. "That face time is used to reinforce 
the relationship we've built with the customer. That last 
interaction provides closure." 

Included with the job checklist form is a special 
homeowner's guide the foreman gives the client during 
their last meeting. 

"What we do costs significantly more than a vehicle, 
an appliance or a television set, and all of those things 
come with an operator's manual," Fehrenbach acknowl-
edged. "We wanted to give them something to explain 
how they can take care of their investment." 

Once foremen have met with their clients for the final 
time, a copy of the paperwork is kept on file at the office 
in the job folder. Management will review the job folder, 
making sure all paperwork was completed, and espe-
cially that the foreman met with the client for the final 
time to go over the job checklist. 

"The paperwork is evidence that the client has been 
given everything." - Cheryl Green ID 

The Author is the Internet Editor for Lawn & Landscape 
Online, and she can be reached at cgreen@gie.net. 

Job Checklist 
Client Name: 
Job Number: 
Job Completion Date: 

Pattie 1 Group Inc. 
[ i 
11 
[ i 

[ ] 
[ i 
[ i 
f i 
11 

1. All tags are removed from plant materials. 
2.Check for broken branches, hand prune problem areas. 
3. Mulch has been properly installed: for example, not covering trunks of trees or plant materials 
4. Homeowner's Manual must be given to client, handdeliver, if client is not home, drop off 
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. 
5. If irrigation has been installed complete irrigation checklist. 
6. If electrical has been installed complete electrical checklist. 
7. Site has been checked for all misc. tools and equipment. 
8. Walks and drives are properly cleaned. 
9. Ask client for permission to display Pattie Group sign. 

Project Manager Date 

Lawn & Landscape 

introduces On Paper, 

a new department 

highlighting contractors' 

business forms. To view 

additional documents 

contractors use, visit the 

Business Tools section at 

imvw.lawnandhmdscapexom. 

If you have a form you 

think contractors would 

benefit from, contact 

Cheryl Green at 

cgreen@gie.net 

or800/456-0707. 
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Before you can beat crabgrass 

you have to think like crabgrass. 

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

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

Plus it also controls spurge, knotweed, purslane, and 26 more weeds. 

Making your job a little easier means we get to know problem weeds 

like crabgrass inside and out. Perfecting a full ensemble of products to 

protect your turf, that's what we're here for. Call 1-800-395-8873 to contact 

your local Syngenta sales representative and learn more about Barricade. 

r 
Barricade 

Herbicide 

www.syngentaprofessionalproducts.com 
Important Always read and fotow label instructions before buying or using this product ©2001 Syngenta Syngenta Professional Products, Greensboro, NC 27419. Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company 
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Surfs 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. "I 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 Internet 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 

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-

lawnandlandscape.com 
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lows up by scheduling these appointments. "One of the 
things we want to do is build 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 president of sales and 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 amore simple 
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. "Information is key on the 
web. Information for free." - Kristen Hampshire [Q 

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

The Sharpest Tool Has The Edge 
There's a revolution going on in the landscape business. You've got to maximize your use of the latest technology, 
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! CUP Software helps you do all of this and 
more. We are the source for industry knowledge, training, communications and business software. With 12 years 
experience in the industry, CUP Software has been around and will 
continue to be around growing right along with the industry. 

Get the competitive edge with CLIP Software! CUP automatically 
handles repetitive scheduling, billing and job costing functions easily, 
quickly, and efficiently. CLIP can help you get the edge and keep it! 
For a free software demo and information on classes, conferences, and 
forums on green industry issues visit our web site at W W W . c l i p . C O m 

or call 800-635-8485. 
Advanced Software For The Business Side 
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C O M P A S S 
SYSTEM, INC. 
A Time-Based Operations 

Management System 
Endorsed by CLIP 

http://WWW.clip.COm


SHAMROCK 
IRRIGATION 
& LANDSCAPE 
HEADQUARTERS: Simi Valley, 
Calif. 
FOUNDED: October 2000 
2001 REVENUE: $620,000 
2002 PROJECTED GROWTH: 
$1.2 million 
SERVICE MIX: 78 percent installa-
tion, 8 percent irrigation, 1 1 percent 
maintenance, 3 percent miscella-
neous 
EMPLOYEES: 1 1 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 
C H A L L E N G E S : 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 to join 
Shamrock in 2000. 

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 didn't 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 (EII) 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 G R A N D S C H E M E . 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: 818/519-5700 
FX: 805/581-2990 
schmittmj@earthlink.net 

From Eli 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 

secret to successful business is the people who share their 

vision - the people on "team Shamrock." 

Photo: Tory Avram 
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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 Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, NJ 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 is pending in California. * Ronstar is not approved for use on home lawns. Always remember to read and follow label directions carefully. © 2001 Aventis 
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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. 

Taking the mystery out of disease control 
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, 
speak to a Chipco representative or visit www.aventischipco.com. 

The Chipco family of professional lawn & landscape products includes: 

tOPchoice f i r e star ProStar' ifflrcir.ardi S e v i r i 
MRI ANT BAIT U U E U I H 

Acclaim Extra Finale' RONSTAR' Prograss' Aliette ^ f c f 
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(continued from page 43) 

in operations at beer distributorships during 
college. While studying horticulture at Califor-
nia Polytechnic State University, he considered 
the nursery side of the green industry and 
sketched out management structures. Besides 
some budgeting input at EII, he had not de-
vised landscape plans like he did for other 
businesses before starting Shamrock. 

But Ell's work culture served as a busi-
ness boot camp for Schmitt. He considers his 
time there thorough training for building 
his own effective operation, which pulled in 
$620,000 in revenue its first year. 

"My business plan is detailed for 36 
months and it goes out for years four through 
10," Schmitt said, adding that the plan in-

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 EII 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-
sign a 25-man crew to a single 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 on big 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: Schmitt handles 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's high-end residential department and 
is Shamrock's key maintenance man. "We 
could probably grow faster if I 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 went away in 
the first couple of days," he remembered. "I 
realized there was potential for more growth 

(continued on page 48) 

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 productive is a ' 
2-man crew per hour? 

BarkB/ower 
AAtAA&SHOOrMUtCHSPfKAONG 

FiNN 
C O R P O R A T I O N 
Innovative equipment 

enhancing the world's landscape 

1 - 8 0 0 - 5 4 3 - 7 1 6 6 

9281 LeSaint Drive, Fairfield, OH 45014 • Fax (513) 874- 2914 • Web site: www.finncorp.com 

TRADITIONAL HAND LABOR WITH THE FINN BARK BLOWER 
About 2 cu. yd. per hour More than 15 cu. yd. per hour 
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©2001 Hortica The Florists' Mutual Insurance Company 

- f y f e r lltpyectté, y&u ¿On Origini riß. 
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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. 

FMI 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. ^^ 

Call us at 1-800-851-7740 or visit us at www.hortica-insurance.com. By the way, 

would your current insurance company know that trees don't really grow this way? hortica 
INSURANCE SPECIALISTS FOR THE HORTICULTURAL INDUSTRY1" 
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(continued from page 46) 

and that there was a potential for a future/' 
Together, they form a close-knit clan. They 
are a congruent blend of skills, and they treat 
Shamrock like their prodigal child. They set 
high expectations for its success. 

P I E I N T H E S K Y . 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 manpower and 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't feel 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 an organization, and though we were 
not involved directly in running the big show, 
we knew we could do this." 

Now, Shamrock's motto is "scrappy." 
"Scrappy is a dog who just doesn't really give 
up, who doesn't really get a real meal, but 
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. After all, 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 
simple tools like invoice books that techni-
cians carry to accounts so they can easily iden-
tify "extras" for clients. Supervisors hold unit 
pricing sheets to help them estimate costs on the 
job. "Give them the tools so that when they see 
the opportunity, they know how to price it and 
they have the confidence that they won't be 

(continued on page 50) 
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The Basic Training for Ground Operations 
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. 

NEW 
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W 
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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 5 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. 

mailto:naa@natlarb.com
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(continued from page 46) 

under- or overpricing it/' Schmitt stressed. 
Furthermore, communication seals sales 

deals, and Schmitt urges the staff to talk to 
their clients, whether the conversation is over 
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 wants to refine human resources with 
an employee manual that spells out worker 
responsibilities and illustrates their potential 
for growth within the organization. 

Utrera sees opportunities already. "Stand-
ing still is not an option," he said simply. 

S H A P I N G U P S C R A P P Y . Schmitt knows 
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 m , 
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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) 

Still using old-fashioned stake & wire 
to plant your new trees & shrubs? 
Finally, there's a better way! Introducing... 

IREE S T A P L E 
BELOW-GRADE STABILIZING SYSTEM 
FOR NEW TREE & SHRUB PLANTINGS 

INC. 

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

The revolutionary new stabilizing system that's 

SAFER because it's completely below-grade 

CHEAPER because it never needs to be adjusted 
or removed 

EASIER 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, NJ 07922 
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DIMENSION* AND BARRICADE* 
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PROFESSIONAL Pendulum herbicide consistently controls crabgrass better than other preemergent herbicides.* What 

more can we say? How about Pendulum controls costs better, too, to offer you far greater value. It also 
controls a broader spectrum 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 fertilizer from Scotts and Helena, for maximum application flexibility. With Pendulum, 
there's just so much more to talk about than crabgrass. 
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TALLK A LOT ABOUT CRABGRASS 

IT NEVER COMES UP. 
V ^ 
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To learn more about why everyone's talking about Pendulum, call 

1 -800-545-9525 or visit www.turffacts.com. 

Always read and follow label directions. 

W E DON'T MAKE THE TURF. W E MAKE IT BETTER. 

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

Manager Tony Grimaldi (front left) and Managing Partner Tim 

Osborne (front right). 

by Nicole Wisniewski 

Similar to the hurricane 
that inspired its start, 
Cotleur & Hearing Landscape 
Co. stirs up a whirlwind 
of success in South Florida. 

Rob Cotleur 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 
that job, 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. 

Cotleur & Hearing 
Landsape Co. 
1934 Commerce Lane 

Jupiter, Fla. 33458-5559 

Phone: 561/747-6336 

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 
in a similar leisurely fashion. High-end land-

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. 

S T O R M A D V I S O R Y . 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 IS® 1000Z 
Ri<le F e r r i s to m o r e a c r e s 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 IS®l(MX)Z, we have the most complete line-up of rugged commercial mowers available anywhere. 

Theres 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 l -8(X)-933-6175 or visit www.ferrisindustries.com. WeTl 

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

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

F E R R I S 

IS* 1000Z. Two-wheel front Independent Suspension 
for a better ride, smoother cut. 21-HP Kawasaki with 
48 inch mower and 23-HP with 52-inch mower. 

IS* 3000Z. Two-wheel rear Independent Suspension 
for better traction, greater speed and longer mower 
life. 23 and 25-HP engines; 61-inch mowing deck. 

IS* 4000Z. Four wheel Independent Suspension for 
the ultimate ride. 27 and 31-HP liquid cooled engines. 
61 and 72-inch mowers. 

Ferris Industries • 5375 N. Main St. • Munnsville, NY 13409 • www.ferrisindustries.com • 1-800-933-6175 

3-Wheel Riders. Out-front performance with even 
weight distribution and a low center of gravity. 20, 23 
and 25-HP engines with 52, 61 and 72-inch mowers. 

Fast-Vac System. Mows and vacuums in one quick 
pass. Unique side-panel air injection design handles 
more leaves and grass without clogging. 

Walk-Behind Mowers. Dual Drives, Single Drives, 
Belt Drives... Ferris has them all! 12.5 to 23-HP 
engines with 36 to 61-inch mowing decks. 
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F O C U S : Mowers 

CONTENTS 
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 blades M 4 

CAPTURING QUALITY 
While landscape contractors cannot promise perfect 

work, striving to hit this mark will deliver 

quality services M l 2 

THE BUYERS' GUIDE 
A comprehensive listing of mower manufacturers, their 

product specifications and contact information.... M l 8 

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 
wvym.gravely.com. Find out what keeps 

so many landscape professionals 
coming back to Gravely. 

'Gravely XL Spindtes are 
guaranteed not to need 
greasing or replacement 
for 2 years. Saves an esti-
mated 100 hours of main-
tenance annualty ($40 an 
hour average labor rate) 

B R A V E L Y 
WE KBEP YOU CUmNG™ 

AN ARIENS COMPANY 

Oh yeah. 
We know jack 
about jacks. 

The JUNGLE JACK is on file with the U.S. 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. 

I l * | l t J I M ' S 

4VNGV.E JACK. 
1-888-844-JI MS 

lift yourself above the rest. 
Call toll-free for more information. 
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F O C U s : Mower Blades 
by Kristin Mohn 

The mower 
alone cannot 
create a 
flawless lawn. 
Contractors 
can ensure top-
notch lawn 
maintenance 
with the proper 
selection and 
care of mower 
blades. 

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 everyone. 

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." 

S H O P P I N G A R O U N D . O f 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 pieces, 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. 

Above: A new, sharpened blade is compared with 
a used, inefficient blade. Photo: Excel 
Left: Mulching blade design helps direct mowed 
material back into the ground. Photo: Snapper 
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TURF TOUGH. TURF TENDER. 

3 

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 dealer can help you choose the powerful, versatile, affordable 
del that's best for your work and your budget. 

L4610 
• 40.5 PTO HP, GST model, Glide Shift Transmission 
• 39 PTO HP, HST model, Feather Step Hydrostatic 

L4610 • Bevel gear four-wheel drive 
• Power steering 
• Deluxe, integral cab available 

M5700 
• 52 PTO HP E-TVCS Kubota diesel engine 
• Live, Independent Hydraulic PTO 
• Standard transmission 8F/8R 
• Hydraulic shuttle option 
• Hydrostatic power steering 

Kubota. Everything you value. 
For more information, call 1-888-4-KUBOTA, Ext. 404 or write to 
Kubota Tractor Corporation, 3401 Del Amo Boulevard, Dept. LL, Torrance, CA 90503 
Financing available through Kubota Credit Corporat ion.WWW .kubota.COm 
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F O C U S : 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 

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 to 

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." 

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. 

For a free brochure and location of your nearest dealer, 

Call 1-800-264-6075. 

SHARPEN 
YOUR Skills 
John Kuhn, senior engineer, commercial 
mower development, John Deere, 
Horicon, Wis., offered the following 
mower blade care tips: 
• Use gloves when handling blades. 
• Replace blades when they are bent, if 

the blade thickness has been sand-
blasted to half its original thickness, or 
if sharpening and/or wear have 
reduced the width to more than 3/8 

of an inch. 
• Remember that mower blade 

replacement depends on regional 
conditions and can be determined 
only by regular inspection. 

• Avoid mowing areas with hidden 
obstacles, which can potentially 
damage the blades. 

• Keep the factory-installed chute guards 
intact and in the proper position. 

• When sharpening, remove as little 
material as possible. 

• In dry, sandy conditions, use a low-lift 
blade that minimizes sand pick-up and 
wear, but still performs. 
- Kristin Mohn 

The first photo depicts a blade that needs 
sharpening, while the second photo 
illustrates the correct thickness and 
sharpness of an efficient mower blade. 
Photo: Frederick Manufacturing 

S M 

is (-& yje-t? 
www.dixon-ztr.com 

DIXON Industries is a Blount International, INC. CO. 
^ D i x o n and ZTR or« registered trademarks of the Dixon Indostries, Int. 

Dixon 
ZTR Mowers 
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6'± 
Oscillation 

The Prowler Mid Cut features Encore's exclusive side-to-side 
articulating floating deck - making it the only mid mount in the 
industry that will maintain front wheel ground contact over all 
terrain. The front wheels of other mid mounts always maintain a 
level position - so when the ground is not level, the wheels lift 
and bounce and the deck scalps. But each H H j 
side of the Prowler Mid Cut deck moves 
independently. Both front wheels always H ^ N ^ ^ K g f f l j 
maintain ground contact. No rough, 
bouncy ride. No scalping. Better traction ' 
and stability. Better cut. ^^^^^^^^^^^J^krnmmmmrnmlmmM 

Typical Floating Deck 

Excellent Deck and More -
High horsepower gas and 
diesel engines, air-cooled or 
liquid-cooled • PTO drive shaft 
• Blade tip speed approx. 19,000 
fpm No-slip disc brakes Low 
maintenance blade spindle 
assembly • 5 1/2n deep deck 
for better grass handling • ROPS 

8 0 0 - 2 6 7 - 4 2 5 5 

POWER EQUIPMENT 
Find your Encore Dealer at www.encoreequipment.com 
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f o c u s : Mower Blades 
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 I haven't had as good 

results with the mulching blades." Day continued 

that the success of mulching blades depends on 

grass conditions like moisture or height. 

Other mower blade considerations include the 

length of the sharpened edge and blade thickness. 

Jurgens related that 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 14-inch thick, suggested Bill 

W r i g h t , president, W r i g h t M a n u f a c t u r i n g , 

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 $ 2 0 a piece, 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 seems 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 3 0 to 50 hours 

of mowing. Yet, Kuhn warned against regional 

generalizations, as grass type and condition can 

vary from 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 safety. 

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, J urgens suggested sharp-

ening mower blades frequently. "In many cases it 

would be ideal to start each 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 

L A W N & L A N D S C A P E 

THE GRAND OLE OPRY® HOUSE 
CHOSE SNAPPER® TO GET A HANDLE ON 

CONTROL, COMFORT AND COST. 
"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. 

SNAPPERPRO 
Learn more by visiting a SnapperPro" dealer. To find the one closest to yoo call 

1-888-SNAPPER 
or check out our web site at 

www.snapper.com 
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When it 
c o m e s 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. 
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First to Finish ... Built to Last. 
Real control with ComfortRide™ is standard - with no gimmicks that sacrifice 
quality of cut - providing a ride so smooth that putting in a day's work is 
not much work at all. Real l iquid-cooled engines - the kind that include 
three cylinders and solid cast-iron construction - provide maximum power 
to mowing decks and implements. DuraMax™ decks let you mulch, bag or side 
discharge using the same deck. Grasshopper gives you a quality cut every time. 

Get the real facts on why Grasshopper is "First to Finish ... Built to Last." 

Send for literature, ask your Grasshopper dealer 

or visit our Web site for details. 

U R N E X T MOWER. . . and more 

o c u s : Mower Blades 
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 
longer blade life, improved lawn cut, and extended 
engine and mower deck life," he said. For increased 
blade life, remove nicks that lead to cracking and 
balance the blade when finished sharpening, Day 
said. "Inexpensive balance testers are available from 
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. At his 
company, Bishop insists that a mechanic examine 
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. 

When mowers do hit hidden objects, Kuhn 
suggested examining the mower immediately for 
bent blades and other damage. "A quick method for 
checking to see if the blade is bent is to check all 
combinations of tip alignment," he said. "The tips 
should align within 7g inch. If a blade is bent, it 
should not be straightened, it should be replaced." 

On the other hand, Jurgens maintained blades 
must be checked and changed daily. In dry condi-
tions this frequency may increase to more than once 
a day, he added. "Dust, dirt and sand are more 
easily drawn into the cutting chamber in dry con-
ditions, thus causing increased wear to the blades 
and underside of the deck," he said. 

Ultimately, a mower blade can only be main-
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. [JJ 

The author is Assistant Editor 0/Lawn & Landscape 
magazine. 

Iawnandlandscape.com 
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www.grasshoppermower.com 
The Grasshopper Company • P.O. Box 637 • Moundridge. KS 67107 U.SA 

Phone: (620) 345-8621 • FAX: [620) 345-2301 • E-mail: info@grasshoppermower.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 you'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. 

TOUGH. AFFORDABLE 
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f o c u s : Quality 
by Cheryl Green 

Control 

While no 

landscape 

contractor can 

promise 

perfect work 

striving to pro-

vide quality will 

improve service. 

Proper equipment 

training ensures a 

high level of 

productivity, 

ejficiency and quality 

on the job. Photo: 

Exmark 

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. Becausequal-

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 Goetz, 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 it and then 

you give them feedback on their performance." 

Because Goetz 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 that 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," Goetz acknowledged. 

"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, but potential 

employees need to want to do it our way," declared Jon Essick, operations manager. Essick explained 
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WAIT UNTIL YOU 

Si i IT FROM THi 

DRIVER'S SEAT. 
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No matter how you look at it, 

the brand-new Bunton® BZT'U 2000 

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 

extras. Like more gas and diesel 

engine options, plus extra-tough, 

7-gauge steel construction that 

stands up to the most challenging 

conditions you encounter. Better 

still, features like an electric deck lift f 

and a 12-gallon fuel capacity save 

you time and money. Bunton BZT 

riders also feature our exclusive 

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 

to start building your business with 

Bunton. For more details or a dealer 

near you, call 1-888-922-TURF or 

visit us at textronturf.com. 

It's a Pride Thing. 

•Three years on the deck; 
two years on the walk-behind 

M hydraulic drive and spindles; and 
one year on the chassis and the 

balance of the machine. Some 
warranty restrictions apply. See 

Bunton dealer for details 



f o c u s : Quality Control 
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 

pruning seminars are held in the spring, but supple-

mental training continues year-round on the job to 

be sure that each plant is being pruned correctly. 

At R A R . Landscaping Co. in Baltimore, Md., 

employees attend a field-training day before beginning 

work. "Field training is held prior to the grass cutting 

season," related Allan Davis, vice president. "We give 

the employees all 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." 

Davis explained that most of his employees are 

obtained 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 forproductivity. 

"And ifwe get a compliment or we see a crew doing 

a good job, we celebrate that," he emphasized. 

Once employees understand a company's qual-

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, 111. "Not only does that help 

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 across a prospective customer who 

isn't attuned 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 

tailors for his clients. The questions are 

meant to help both the client and 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 

"WHEN IT COMES to quality, you 

can't just watch a video to learn 

how to do something. You have 

to be out there doing hands-on 

Run circles around other mowers. 

zero turning mower 

STEINER 
A turf tractor with a different twist. TEXTRON 

289 N. Kurzen Rd • P.O. Box 504 • Dalton, OH 44618 • Phone: 330/828-0200 • www steinerturf.com 
Mfg m Dalton. OH Sterner Division of Textron. Inc. 

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

Lawn care professionals depend on the 
ZTM325 for a heavy-duty combination of 
power and maneuverability. Covering 
ground at speeds up to 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 

height adjustment, a 
single park lever and 
twin hydrostatic hand 
controls. For fast 
service, there's easy 
access to engine and 
hydraulic components. 
And, for efficient EasYsennce access 

handling of clippings, an available collection 
system holds 30 gallons of clippings per barrel. 

Engineered to be the best, 
Steiner mowers set the pace for 

consistent performance 
and long-term reliability. 
Don't settle for anything 

less. Financing available 
through Textron Financial 
Corporation. 

Model ZTM325 with 
collection system 
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Now That's One Mean Cat. 

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 of a mean 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 

at the price you want. Choose from air- or liquid-cooled warranty gives you all the support you need. For a dealer 

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

©2001 Textron Golf, Turf & Specialty Products LL 5< 

T O U G H . AFFORDABLE. 
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f o c u s : Quality Control 
emphasized. "IF I 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 motivate 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. 
The six employees assessing the property give each area 
a score 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 what 
makes it work is that at the end of each quarter we 
post the sdores," 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." 

Just as the 10-point evaluation scores are posted 
for everyone to see, Essick also posts each employee's 
skill level. He believes 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 eligible to receive a $50 
bonus each quarter through the company's Gold 
Card Program. When an employee goes above and 

lavsmandlandscape.com 

Visit our Business Tools 
section online for customer 
surveys that can help your 
company measure quality. 

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 each 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 twice a month 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 

USE READER SERVICE # 1 7 5 

TINE RAKE DETHATCHER 
Dethatch while mowing 

36, 46 and 60-inch widths 
Call for dealer 8 0 0 . ' 

ELECTRIC BROADCAST SPREADER 
Stainless frame; foot or cable control 

2.2 cu.ft./130 lb. capacity 
. 8 4 4 2 www.jrcoinc.com 

SPRING GREEN-UP WITH JRCO 
Heavy-duty attachments for commercial mowers 

See / 
whatV 
n e w U 

V i i i t o a f i 

Wei tite today. 

ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !! \ 

w 
Stainless Steel Construction 
Sealed Motor • Debris Shield 
One button/foot operation 
Quick detach on & off. 

mm a 
mow* $ 

800-847-8958 ' 
COMBINED MFG. INC. 
www.4mowerproducts.com 

y j ^ EXPO 2001 BOOTH # 4015 

www.lawnandlandscape.com 
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f o c u s : Quality Control 
employees, Stupcenski said his company is going to 

institute an employee-of-the-month program and 

tie that into a weekly or monthly bonus. 

"If you're the guy with the weed eater, you look 

toward the end of the week, not the end of the year," 

he related. 

BE YOUR OWN COMPETITION. When 
employees and management are at the top of their 

game and work together, quality is inevitable. How-

ever, Goetz warned that when assessing his 

company's ability to provide quality services, he tries 

not to get caught up in what his competition is doing, 

and advised other contractors to do the same. Each 

company is unique, so the focus should remain on 

developing training programs and communication 

standards that best fit each organization, he said. 

"We just try to do the best that we can do," 

Goetz concluded. We know that we can make or 

break our own company," 

The author is Internet Editor for Lawn & Landscape 

Online. [Q 

Have a FIELD DAY 
Using the H2B visa program has its advantages, but one disadvantage is that the employees 

might not be familiar with common landscaping equipment. This unfamiliarity can cause produc-

tivity problems and can adversely affect quality. 

To combat this problem, Allan Davis, vice president, R.A.R Landscaping Co., Baltimore, 

Md., explained that the company holds a one-day training event, which they call "field training 

day." About 6 0 employees, primarily Mexican, are brought together prior to the grass-cutting 

season and are introduced to each other and walked through the orientation process, which in-

cludes filling out paperwork and watching training videos in Spanish and English. The employ-

ees are then given all the safety equipment they will need over the course of the season, such 

as goggles, gloves, ear protection, etc. and are then taken around to stations manned by fore-

men, who are all bilingual, where they can learn how to operate different pieces of equipment. 

"The field training is for our mowing maintenance crews so they learn how to use walk-be-

hind and riding tractors, line trimmers, stick edgers and blowers," Davis explained. 

At the end of the day, which usually lasts about 10 hours, all the employees are expected to be 

familiar with their coworkers and the operation of all of the equipment. Even returning employees 

participate in this training as a refresher or to help newer employees learn the equipment. 

"This is a way for them to get fired up about the upcoming season," Davis enthused. 

- Cheryl Green 

HUSTLER 
hustler turf EguipMENT w w w . e x c e l h u s t l e r . c o m Turf Equipment 

USE READER SERVICE # 1 7 6 
LAWN & LANDSCAPE JANUARY 2 0 0 a Ml7 

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. 

» 52", 60", or 72" decks. 25 HP 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. 

THE HUSTLER SUpER Z' O- t 5 MpH! CALL NOW! 

1 - 8 0 0 - 3 9 5 - 4 7 5 7 

http://www.excelhustler.com


F O C U s : Mowing Buyers ' Guide 

f the 

I Mower 

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 

information. Also 

included is a 

compilation of each 

manufacturer's at-

tachments and 

walk-behind 

and riding mowers. 

Mower 
ATTACHMENTS 
ALAMO 
INDUSTRIAL 
800/882-5762 
Rotary, 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 catcher, vacuum 
wand, dump box, 
debris blower, ROPS, 
snow blower, snow 
blade, mulch kit 

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

DIXON 
INDUSTRIES 
800/264-6075 
Grass catcher, snow 
blower/blade, broom 

EASTMAN 
INDUSTRIES 
800/760-1680 
Lift kit 

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

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

EXMARK MFG. 
402/223-6300 
UltraVac Commercial 
Collection System, 
MicroMulch mulching 
accessory 

FREDERICK MFG. 
816/231-5007 
Air filter, bearings and bush-
ings, belts, blade adapter, 
universal replacement 
blades, OEM exact replace-
ment blades, Gator Mulcher 
blade, Gator Mulcher HI-LIFT 
blade, Gator Mulcher Mag-
num blade, Gator Mulcher 
blade, commercial and drive 
parts, Gator spark plugs, 
electrical replacement parts, 
fuel line, fuel accessories, 
gaskets and seals, grass bags 

GIANT-VAC 
860/423-7741 
Sulky 

THE 
GRASSHOPPER CO. 
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 kit, Bahia/Tall 
grass baffle kit, striping kit, 
double blade maximum 
productivity kit, arass 
catcher, leaf collector, tire 
chaints, headlight kit, front 
weight kit, mulching kit, rear 
weights and bracket, two-
bucket bagger, collection 
system, front blade, 40-inch 
¿no 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, rotary 
broom, lights, weather 
enclosure and cab 

JRCO 
800/966-8442 
Dethatcher, leaf plow, 
electric broadcast 
spreader, transporter, 
blower carrier, push 
sweeper, aerator, 
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 plastic grass 
catchers, leaf plow, 
dethatching rake 

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

MIGHTY 
MOWERS 
502/964-0804 
Sulkies, grass catchers 

NATIONAL 
MOWERS 
888/907-3463 
Verti<ut unit 

RICH MFG. 
765/436-2744 
Snow blade, 
spreader, sprayer, 
Convert-A-Barrow, 
dethatcher, aerator, 
vacuum, arass 
catcher, light kit 

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

SNAPPER 
800/935-2967 
ROPS, grass catcher, 
broom, dozer blade, 
Dual Fork ZF tail 
wheel option, Wide 
Stance ZF tail wheel 
option, Ninja mulch-
ing system, two-stage 
snow thrower, debris 
blower 

SUTECH 
INDUSTRIES 
888/536-8368 
Grass catcher 

THE TORO CO. 
800/348-2424 
Toro TRU TRAK sulky, 
Z-stand lift, recycler 
mulching kit, atomic 
mulching blades, soft 
and hard baggers 

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

VENTURE 
PRODUCTS 
866/836-8722 
Blower, snow 
thrower, tiller, 
trencher, loader, 
stump grinder, power 
rake, generator 
blade, ToughCut 
mower, broom, 
terra rug 

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

WOODS 
EQUIPMENT 
815/732-2141 
Grass collection sys-
tem, snow blade, 
snow blower, broom, 
ROPS 

WRIGHT MFG. 
301/360-9810 
Grass Gobbler grass 
catcher, mulching 
plate 

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

Commercial Mower 
BUYERS' 
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BENDING THE RULES 

At 
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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. 

B e s t - S e l l i n g B r a n d o f M o w i n g E q u i p m e n t f o r t h e L a n d s c a p e P r o f e s s i o n a l 

USE READER SERVICE # 1 59 
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F O C U S : 

IS 
Mowing Buyers ' Guide 

GAS OR 
DIESEL: 

HYDROSTATIC 
OR GEAR DRIVE: 

MULCHING 
CAPABILITIES: 

LIQUID- OR AIR-
COOLED ENGINE: 

ZERO-TURN PHONE NUMBER FOR 
CAPABILITIES: MORE INFORMATION: 

WALK-BEHIND MODELS 
AMERICAN HONDA MOTOR CO. 
21 Gas 
21 Gas 

N / A 
Gear 

Optional 
Optional 

Air 
Air 

No 
No 

800/426-7701 

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 

Yes 
Yes 
Yes 

888/922-TURF 

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 

No 
Yes 
Yes 

888/922-TURF 

COUNTRY CLIPPER 
36,48 Gas 
36,48 Gas 
36,48,54,61 Gas 

Hydro 
Gear 
Hydro 

No 
No 
Eco Plate Mulch Kit 

Air 
Air 
Air 

Yes 
Yes 
Yes 

800/344-8237 

CUB CADET COMMERCIAL 
36,48,54 Gas Hydro 
21,32,36,48,52 Gas Gear 

Yes 
Yes 

Air 
Air 

Yes 
Yes 

877/835-7841 

EASTMAN INDUSTRIES HOVER MOWER 
16,19 Gas N / A Yes Air Yes 800/760-1680 

ENCORE MGF. CO. 
26,32,36,48 Gas Gear Yes Air No 800/267-4255 

EXCEL INDUSTRIES 
37,48,54 Gas Hydro Yes Air Yes 800/395-4757 

EXMARK MFG. CO. 
21,32,36,48 Gas 
32,36,48, Gas 
C O i r t 

Gear 
Hydro 

Yes 
Yes 

Air 
Air 

No 
Yes 

402/223-6300 

FERRIS INDUSTRIES 
36,48,52 Gas Gear 
36,48 Gas Hydro 
48,52,61 Gas Hydro 

GRAVELY - AN ARIENS CO. 
21 Gas Gear/self-propelled 
32,36,48 Gas Gear 
36,48 Gas Hydro 

GIANT-VAC MANUFACTURING 
21 Gas Push mower 
32,36,48 Gas Gear 
25,48 Gas Hydro 

GREAT DANE POWER EQUIPMENT 
36, 48, 52, 61 Gas Hydro 

HOWARD PRICE TURF EQUIPMENT 
36,48,52 Gas Gear/Hydro 

HUSQVARNA 
32,36 Gas Gear 
42,52 Gas Hydro 
48 Gas Both 

JOHN DEERE 
36,48,54 Gas Hydro 
36,48,54 Gas Hydro 
36,48 Gas Gear 
36,48,54 Gas Gear 
48,54 Gas Gear 

KEE BY TRAILMATE 
22,24,26 Gas Belt 

LANDSCAPERS SUPPLY 
36,48,52 Gas Gear 

No 
No 
No 

Yes 
Yes 
Yes 

Yes 
Yes 
N / A 

Yes 

Yes 

Yes 
Yes 
Yes 

Optional 
Optional 
Optional 
Optional 
Optional 

Yes 

Yes 

Air 
Air 
Air 

Air 
Air 
Air 

Air 
Air 
Air 

Air 

Air 

Air 
Air 
Air 

N / A 
N / A 
N / A 
N / A 
N / A 

Air 

Air 

N / A 
N / A 
Yes 

No 
N / A 
N / A 

N / A 
N / A 

Yes 

Yes 

Yes 
Yes 
Yes 

Yes 
Yes 
Yes 
Yes 
Yes 

Yes 

No 

800/933-6175 

800/678-5443 

860/423-7741 

877/246-8770 

314/532-7000 

704/597-5000 

800/537-8233 

800/777-1034 

800/895-4589 
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( / y LAS S IC M O W I N G BY 
WALKER FOR O V E R 22 YEARS 

1 

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. 
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. 

, . - . X;J.», V>>\ v»V<" ' i'* V : , V 
• I . . : Iv • • 1 - } I , 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. L & L 

FORT COLLINS, CO 80528 
(800) 279-8537 • www.walkermowers.com 

- ' « « # V % — % 
Independent, Family Owned Company Designing and Producing * * t 

C o m m e r c i a l R i d i n g M o w e r s s i n c e 1 9 8 0 USE READER SERVICE # 1 * 3 
O • 

http://www.walkermowers.com


F O C U S : Mowing Buyers' Guide 
DECK GAS OR 
SIZE: DIESEL: 

HYDROSTATIC 
OR GEAR DRIVE: 

MULCHING 
CAPABILITIES: 

LIQUID- OR AIR-
COOLED ENGINE: 

ZERO-TURN 
CAPABILITIES: 

PHONE NUMBER FOR 
MORE INFORMATION: 

LESCO 
32 Gas 
36, 48, 52 Gas 

Gear 
Both 

Yes 
Yes 

Air 
Air 

Yes 
Yes 

800/321-5325 

MIGHTY MOWERS 
36 Gas 
48, 52 Gas 

Gear 
Both 

Yes 
Yes 

Air 
Air 

No 
No 

502/964-0804 

NATIONAL MOWERS 
25 Gas 

i 
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 Gear 
36,48,52,61,72 Gas Hydro 
36,48,52,61 Gas Hydro 

Yes 
Yes 
No 

Air 
Air 
Air 

No 
Yes 
Yes 

920/387-0100 

SNAPPER 
2, 36, 48 Gas Gear Yes/ Accessory Air No 800/935-2967 

SUTECH INDUSTRIES 
33 Gas Gear Yes Air Yes 888/536-8368 

THE TORO CO. 
21,32,36, Gas 
44,48,52 
36,44,52 Gas 

Gear 

Hydro 

Recycler 

Recycler 

Air 

Air 

No 

Yes 

800/348-2424 

TRU-CUT 
20,21,25,27 Gas N / A N / A Air No 323/258-4135 

YAZOO/KEES POWER EQUIPMENT 
32,36,48 Gas Gear 
36,48 Gas Hydro 

Yes 
Yes 

Air 
Air 

Yes 
Yes 

402/223-2391 

R I D I N G M O D E L S 

BAD BOY 
60,72 Gas Hydro Yes Liquid Yes 866/622-3269 

BOB-CAT - TEXTRON TURFCARE AND SPECIALTY 
42,48,52,61 Gas Hydro Eco Plate Mulch Kit 
72 Gas Hydro N / A 

PRODUCTS 
Air 
Liquid 

Yes 
Yes 

888/922-TURF 

BUNTON - TEXTRON TURFCARE AND SPECIALTY PRODUCTS 
42,48 Gas Hydro N / A Air 
48,52,61 Gas Hydro Eco Plate Mulch Kit Air 
72 Gas Hydro N / A Liquid 

Yes 
Yes 

888/922-TURF 

B & H MFG. 
50,60,72 Gas Hydro Yes Air Yes 507/847-2802 

BUSH HOG MFG. 
54,60,72 Gas 
48,54,60 Gas 
48,54,60 Gas 

Hydro 
Hydro 
Hydro 

Yes 
Yes 
Yes 

Air 
Liquid 
Air 

Yes 
Yes 
Yes 

334/874-2700 

COUNTRY CLIPPER 
42,48,52,60 Gas Hydro Yes Air Yes 800/344-8237 

DIXIE CHOPPER 
42,50 Gas 
60 Both 
60,72 Both 

Hydro 
Hydro 
Hydro 

Yes 
Yes 
Yes 

Air 
Both 
Both 

Yes 
Yes 
Yes 

800/233-7596 

DIXON INDUSTRIES 
60,72 Diesel 
60,72 Gas 

Hydro 
Hydro 

Yes 
Yes 

Liquid 
Liquid 

Yes 
Yes 

800/264-6075 

52,60 Gas Hydro Yes Air Yes 
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Over 50 years ago . . . 
we had a choice to lead, follow or get out of the way 

WE CHOSE TO LEADS 
UNIVERSAL REPLACEMENT BLADE 

We Lead the Way 
In i 960 we introduced the Universal Blade! 
The blades fit most mowers! 
Use of the blade helped reduce inventory for most distributors 
and dealers! 

GATOR MULCHER™ FAMILY 

We Lead the Way! 
J In 1992 we introduced the innovative Gator Mulcher™ Blade 

Family! 
Over 300 applications available! 
The blade revolutionized the way landscapers cut grass! 
Millions of dollars are saved yearly by NOT BAGGING grass 
clippings! 

HIGHER STANDARDS FOR STEEL 

We Lead the Way! 
In ¿001 we introduced the R50 blade steel hardening process! 
Blades stay sharp 10-15% longer! 
Improved durability and overall cutting performance! 
Longer blade life, up to 20% harder steel! 
No increase in cost! 

ROBOTIC BLADE STRAIGHTENING 

We Lead the Way! 
Blades are automatically straightened each time! 
Each blade is certified to be accurately straightened! 
Better blade performance! 

LARGEST SELECTION OF BLADES 
w% 

We manufacture over 1000 different blades! 
Exact OEM replacement blades! 
Choose from Gator Mulcher™, Gator Mulcher Magnum™, Gator 
Mulcher HI-LIFT™, sand blades, high lift blades and heavy duty 
blades. 

. . . and this is just part of what 
we have done with blades. 

Frederick Manufacturing Corp. 
Kansas City, Missouri 
A Blount Company Silver Streak 

Silver Streak* . . . committed to quality, innovation and leadership since 1949. 

Contact Your Full Line Silver Streak® Distributor for More Information 

USE READER SERVICE # 1 6 4 



F O C U S : Mowing Buyers' Guide 
DECK 
SIZE: 

GAS OR 
DIESEL: 

ENCORE MFG. CO. 
34 Gas 
42,48,52 Gas 
61,72 Both 

EXCEL INDUSTRIES 
48.54.60 Gas 
48 Gas 
51,52,60,72 Gas 
60,72 Diesel 
60,72 Both 
72,146 Both 

EXMARK MFG. CO. 
52,60 Gas 
44,48,52, Gas 
60,72 
60,72 Gas 
60,72 Both 

FERRIS INDUSTRIES 
52,61,72 Gas 
48.52.61 Gas 
61 Gas 

HYDROSTATIC 
OR GEAR DRIVE: 

Hydro 
Hydro 
Hydro 

Hydro 
Hydro 
Hydro 
Hydro 
Hydro 
Hydro 

Hydro 
Hydro 

Hydro 
Hydro 

Hydro 
Hydro 
Hydro 

THE GRASSHOPPER CO. 
52,61,72 
52,61,72 
44,48 
44,48,52, 
61,72 
48,52,61,72 

Gas 
Diesel 
Gas 
Gas 

Diesel 

Hydro 
Hydro 
Hydro 
Hydro 

Hydro 

GRAVELY - AN ARIENS CO. 
40,42,48, Gas Hydro 
50,60 
60,72 Both Hydro 
72 Gas or Diesel Hydro 
50,60,72 Gas Hydro 
60,72 Diesel Drive shaft 

GRAZER 
52,62,72 Gas Hydro 

GREAT DANE POWER EQUIPMENT 
36,48,52,61 Gas Hydro 

HARPER INDUSTRIES 
70,72 Gas Hydro 

HECKENDORN 
36 Gas 
48 Both 
62 Both 
72,91 Diesel 

EQUIPMENT 
Both 
Both 
Hydro 
Hydro 

HOWARD PRICE TURF EQUIPMENT 
52,60,72 Gas Hydro 
60,72 Diesel Hydro 
120,180 Diesel Hydro 

HUSQVARNA 
42,48,52, Gas 
61,72 

JOHN DEERE 
48,54,60 Gas 
2,42-inch sides; Diesel 
62 for center deck 
60,72 Gas 
60,70,72 Diesel 

Hydro 

Hydro 
Hydro 

Hydro 
Hydro 

KUBOTA TRACTOR CORP. 
60,72 Diesel Hydro 

LANDSCAPERS SUPPLY 
52,61 Gas Hydro 

MULCHING 
CAPABILITIES: 

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 

LIQUID- OR AIR-
COOLED ENGINE: 

Air 
Air 
Both 

Air 
Air 
Air 
Liquid 
Liquid 
Liquid 

Air 
Air 

Liquid 
Liquid 

Air 
Air 
Liquid 

Air 
Liquid 
Air 
Air 

Liquid 

Air 

Liquid 
Liquid 
Air 
Liquid 

Air 

Air 

Air 

Air 
Both 
Both 
Both 

Air 
Liquid 
Liquid 

Air 

Air 
Liquid 

Liquid 
Liquid 

Liquid 

Air 

ZERO-TURN PHONE NUMBER FOR 
CAPABILITIES: MORE INFORMATION: 

Yes 
No 
Yes 

Yes 
Yes 
Yes 
Yes 
Yes 
Yes 

No 
Yes 

Yes 
Yes 

800/267-4255 

800/395-4757 

6-inch turning 
Yes 
Yes 

Yes 
Yes 
Yes 
Yes 

Yes 

Yes 

Yes 
Yes 
Yes 
Yes 

Yes 

Yes 

N / A 

Yes 
Yes 
Yes 

Yes 
No 
No 

Yes 

Yes 
No 

No 
No 

Yes 

Yes 

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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F O C U S : Mowing Buyers' Guide 
DICK GAS OR HYDROSTATIC MULCHING LIQUID-OR AIR- ZERO-TURN PHONE NUMBER FOR 
SIZE: DIESEL: OR GEAR DRIVE: CAPABILITIES: COOLED ENGINE: CAPABILITIES: MORE INFORMATION: 

LESCO 
48.54.60 Gas Hydro 

MIGHTY MOWERS 
48.52.61 Gas Hydro 

CUB CADET COMMERCIAL 
48.54.60 Gas Hydro 

RICH MANUFACTURING 
48.52.61 Gas Hydro 

SAYLOR INDUSTRIES 
48.60.72 Gas Both 

SCAG POWER EQUIPMENT 
61,72 Gas Hydro 
42,48,52, Gas Hydro 
61,72 
61,72 Gas Hydro 
61,72 Diesel Hydro 

SNAPPER 
52,61 Gas 
52.61.73 Both 

Hydro 
Hydro 

STEINER TURF EQUIPMENT 
52,61 Gas Hydro 
48,60,72 Both Hydro 

THE TORO CO. 
44,48,52, Gas ZRT Hydro 
62,72 

NATIONAL MOWERS 
68,84 Gas Gear 
70,84 Gas Hydro 

VENTURE PRODUCTS 
60,72 Both Hydro 

WALKER MFG. CO. 
36 to 74 Gas Dual Hydro 
42 to 74 Diesel Dual Hydro 
42 to 74 Gas Dual Hydro 
42 to 74 Gas Dual Hydro 

WOODS EQUIPMENT CO. 
50,60 Gas Hydro 
52,61,72 Both Hydro 

WRIGHT MANUFACTURING 
36,42,48,52,61 Gas Hydro 
48,52,61 Gas Hydro 

YAZOO/KEES POWER 
48,52,61,72 Gas Hydro 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 
Yes 

Yes 
Yes 

Yes/Accessory 
Yes/Accessory 

Yes 
Yes 

Recycler 

N / A 
N / A 

Yes 

Yes 
Yes 
Yes 
Yes 

Yes 
Yes 

Yes 
Yes 

Yes 

Air 

Air 

Air 

Air 

Air 
Air 

Liquid 
Air 

Air 
Both 

Both 
Both 

Air 

Air 
Air 

Liquid 

Air 
Liquid 
Air 
Liquid 

Air 
Both 

Air 
Air 

Air 

Yes 

Yes 

Yes 

Yes 

Yes 

No 
Yes 

Yes 
Yes 

Yes 
Yes 

Yes 
No 

Yes 

No 
No 

No 

Yes 
Yes 
Yes 
Yes 

Yes 
Yes 

Yes 
Yes 

Yes 

800/321-5325 

502/964-0804 

877/835-7841 

765/436-2744 

814/288-5969 

920/387-0100 

800/935-2967 

330/828-0200 

800/348-2424 

888/907-3463 

866/836-8722 

970/221-5614 

815/732-2141 

301/360-9810 

402/223-2391 

AD INDEX 
Dixie Chopper ... . . . . . . . . . .— www 
Dixon www 
Encore www 
Excel ... www 
Exmark www 
Ferris Industries . . . . . . . . www 
Frederick .... www 
Grasshopper www 
Gravely www 
JRCO www 
Jungle Jims — „ . www. 
Kubota . . . www 
LESCO - - www 
Scag www 
Snapper ; www 
Spread 4 Mower www 
Steiner www 
Textron .... www. 
Walker ..... . . ..... www. 
Yazoo Kees www 

dixiechopper.com 
dixon-ztr.com 
encoreequipment.com . 
.excelhustler.com 
exmark.com ........ ~ 
ierrisindustries.com .... 
.silverstreak.com -
grasshoppermower.com 
gravely.com 
jrcoinc.com 
junglejimsap.com.—........ 
kubota.com 
lesco.com . 
scag.com 
snapper.com 
spread4mower.com 
steinerturf.com 
.textron.com 
walkermowers.com 
yazookees.com 

M 30 167 
M6 170 
M7 157 

M17 176 
M 162 

M2 155 
M 23 164 
MIO 172 

M3 169 
M16 174 

M3 168 
M5 156 

M25 165 
M 29 166 

M8 171 
M16 175 
M14 173 

Mil, M13, M15 156,160,161 
M21 163 

M9 158 

DISCLAIMER 
Lawn & Landscape made several attempts to contact 

all manufacturers in this product category for this 

Buyers' Guide. The inclusion or omission of any 

companies should not be taken as an endorsement 

or criticism of their products. 
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Lawc-iandscape READER SERVICE CARD 
COMMERCIAL MOWER 

BUYERS' GUIDE 

FAX 2 1 6 - 9 6 1 - 0 5 9 4 

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

Signature, 

Name 

Date 

Title 

Company. 

Address^ 

City 

Phone_ 

_State_ 

_Fax__ 

-Zip-

E-mail Address 

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

C 3 Yes • No 

FOR MORE INFORMATION 
on advertised and featured products and services, 

circle the appropriate number below. 
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 

31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 

46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 

61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 

76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 

91 92 93 94 95 96 97 98 99 100 101 102 103 104 105 

106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 

121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 

136 137 138 139 140 141 142 143 144 145 146 147 148 149 150 

151 152 153 154 155 156 157 158 159 160 161 162 163 164 165 

166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 

196 197 198 199 200 201 202 203 204 205 206 207 208 209 210 

211 212 213 214 215 216 217 218 219 220 221 222 223 224 225 

226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 

241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 

256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 

271 272 273 274 275 276 277 278 279 280 281 282 283 284 285 

286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

JANUARY. 02 
r 

SUBSCRIBE TO LAWNS LANDSCAPE TODAY! 
IMantsrape 
I would like to receive (continue to receive) Lawn & Landscape free of charge. 
(Free to qualified contractors, U.S. only.) d Yes d No 

This section must be completed to process your subscription 

Name Date 
Title 
Company 
Address 
City State Zip 
Phone Fax 
E-mail Address 

• Canada, Mexico* 1 Year $35.00 
• South America, Europe* 1 Year $98.00 
• Other International* 1 Year $218.00 
'Payment must be in U.S. currency and drawn on a U.S. bank 

•Check Enclosed 
• MCA/ISA • Amex • Novus/Discover 

Exp._ .Signature^ 

1. What it your primary business 
at thi» location? (choot* only on0) 

I CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2. Chemical Lawn Cart Company 

(excluding mowing maintenance service) 
• 3 Lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6 Landscape Architect 
• 7. Other Controct Services (please 

». IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8 In-House Maintenance including 
Educational Facilities, Health Core 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing Developments. 
Private Estates, Commercial & 
Industrie' Porks 

III DISTRIBUTOR/MANUFACTURER 
• 9 Dealer 
• 10 Distributor 
• 11. Formulator 
• 12 Manufacturer 

IV OTHERS ALLIED TO THE FIELD 
3 13 Extension Agent (Federal. State, 

County, City, Regulatory Agency) 
J 14. School, College, University 
3 IS. Trod« Association, Library 
• Others (please describe) 

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

1. Land scope Installation 
2. Landscape Maintenance 
3. Landscape Renovation 
4 Mowing and related maintenance 
5 Irrigation Installation 
6. Irrigation Maintenance 
7. Turf pesticide application 
8 Ornamental/tree pesticide application 
9 Turf fertilization 
10 Ornamental/tree fertilization 
11 Tree Pruning 
12 Snow Removal 
13. Interior scape 
14 Other 

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

S. What year was your business 

2. What best describes your title? 
• Owner, Pres., Vice Pres., Corp Officer 
• Manager Director, Sup»., Foreman 
<J Agronomist, Horticulturist 
3 Entomologist, Plant Pathologist 
3 Serviceman, Technician, Crew member 
3 Scientist, Researcher 
• Company, Library copy only 
• Other (please specify) 

6. What were your company's 
gross revenues for 2000? 
1. Less than $50,000 
2. $50,000 to $99,999 
3 $100,000 to $199,999 
4. $200,000 to $299,999 
5 $300,000 to $499,999 
6. $500,000 to $699,999 
7. $700,000 to $999,999 
8 $1,000,000 to $1,999,999 
9. $2,000,000 to $3,999,999 
10 $4,000,000 to $6,999,999 
11 $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2 Commercio! X 
3. Other % Specify types _ 

Total 100% 

(prepayment required) 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 

USE READER SERVICE # 1 6 6 
SCAG Power Equipment0 All Rights Reserved. A Division of Metalcraft of Mayville,Inc. 1000 Metalcraft Drive P.O. Box 152 Mayville, Wl 53050 WWW.SCag.COm 

http://www.scag.com
http://WWW.SCag.COm


n i v i r A f f / i n n r n 
USAStm U i i u i I 
The World's Fastest Lawn Mower 

Get The 

Jump 
On Your 

Competition 
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-Turn 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! 

m i w a r n i i n n n m 
s ss s sss s a s : wssr Z-Z s_r 

l / M I L UIIUI I LIE 
The World's Fastest Lawn Mower 

www.dixiechopper.com 
765-CHOPPER 

USE READER SERVICE # 1 6 4 

Kawasaki 

http://www.dixiechopper.com


(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 on a 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-
ing jobs, 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 
it for a few 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 

foremen, will get larger, yet comparable, 
bonuses, and employees with less responsi-
bility, suclvas 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 m y j o b and the sales 

manager's job to get the top-end 

work so we can p a y our 

p e o p l e 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's my job and the sales manager's job 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 business is 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, we also experience zero overhead 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 out how you work," he added. 

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 
a rocky 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 love us, but then doing high-
quality maintenance at a competi-
tive bid price became challeng-
ing," Osborne said. "We just 
couldn't do quality work and make 
money at the same time." 

So the company shifted its 
focus away from bid work, but still has its eyes 
on maintenance expansion. Growth has been 
fairly steady for Cotleur & Hearing, with a 25 
percent average over the past three years, 
resulting in $1.3 million in 2001 revenue. 

To expand 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 
a year and a half. And, as far as future goals 
are concerned, he said he doesn't want 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." E D 

The author is Managing Editor o/Lawn & Land-
scape magazine. 

LAWN & LANDSCAPE www.lawnandlandscape.com JANUARY 2002 8 5 

http://www.lawnandlandscape.com


by Bob West 

Lawn & 
Landscape 
sat down 

with four 

growing firms 

to learn the 

keys to 

success for 

smaller 

landscape 

companies. 

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 Goefrz: 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't have 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) 

B M i 

86 JANUARY 2002 www.lownandlandscape.com LAWN & LANDSCAPE 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com


of 
The perfect 
being open 

expression 
to new ideas 

Most skid steers are built of metal. Ours are made 
from ideas. 

Besides extraordinary advantages like panoramic 
360-degree visibility and industry-leading engine 
horsepower, John Deere Skid Steers come complete 
with a remarkable quick-lift cab that takes just 
one wrench and 30 seconds to raise. This nearly 
instantaneous access to hydraulics, along with 
swing-out engine door, easily removed side panels 
and tilt-out oil cooler forever ends the hardships 

of reaching vital components. 
Of course, built with field-proven systems, including 

genuine John Deere POWERTECH® engines, 53- to 
90-hp 200 Series Skid Steers rarely have downtime 
to begin with. 

Interested in looking into a John Deere? Just 
visit your local John Deere Skid Steer dealer (call 
1-800-537-8233 to find one near you). 
See machines so ingenious, they're even 
uplifting to service. 

J O H N DEERE 

w w w . s k i d s t e e r . c o i USE READER SERVICE # 2 4 E x p e c t d i f f e r e n c e 

http://www.skidsteer.coi


The New 
Deflowering 

Agent for 
Sweet Gums! 

Snipper* deflowering ogenl kills sweet gum flowers before they develop • no fertile 
flowers in the Spring, no seed ball clean-up in the Fall' Snipper' is safe to use and 

does not harm emerging foliage. Your time is your money so why not save both? 

Insecticides - Acephale, Vivid'H, and MetaSystox R 
Fungicides - Boyleton , Aliette and Alamo 

Fertilizers - Our proprietary NutrijecP formulations 
Bactericides - Oxytetracydine antibiotic 

Herbicide Dicomba 
' Deflowering Agent - Snipper" 

Tree Tech9 

M i i 

950 SE 215th Ave. 
Morriston, FL 32668 

1 - 8 0 0 - 6 2 2 - 2 8 3 1 
e-mail: info@treetech.net 

I m lach* Environmentally Sound Irw Health Core for Hm 21 st cenlury and beyond. 

Labels, MSDS Sheets and Other information Available at www.treetech.net 

USE READER SERVICE # 5 0 

Do You Hate 
Watering Pots? 

Do it less often 
with container irrigation 

solutions from 
Planter Technology 

• For any pot, in any location 
• No more plumbing 
• No more overflowing saucers 
• NO MORE HASSLES! 

CWI( 7<¡.va- C W M modular 

CWF^-Xfvv 

fk R 

Call 800-542-2282 
www.plantertechnology.com 

p u n i t i ! 

T E C H N O L O G Y 

The 
Container 
Irrigation 
Specialist 

Dig a T tree 
or shrub in 
less than 2 
minutes 

• Save thousands 
in labor and 
equipment 

• Save money, 
time and 
increase 
productivity 

Free freight nationwide 
on order received by 
April, 15, 2002. 

For more information and a free video 

1 - 800 - 439 - 6834 

BRISCO 
251 Buckeye Cove • Swannanoa, N.C. 28778 

USE READER SERVICE # 5 4 USE READER SERVICE # 5 1 
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(continued from page 86) 

condominiums, I want the commercial, in-
dustrial sites. I don't want to mess with the 
residential. 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 a little 
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 want because there 
is a limit to how big I can get in the area I am 
in right now. 

We were doing about $850,000. We were 
geared up for more structure. I just brought on 
a full-time salesman, and I 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 a new property manager came in who 
went with a national company. 
JG: Do you guys plow snow? 
BF: We have 12 trucks that we plow with. 
JG: All yours? 
BF: I've got two subcontractors that plow for 

(continued on page 90) 

Lawn & 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 concerns 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 
Stuart, Fla. New Delphi, Ind. 
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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. 

U S E R E A D E R S E R V I C E # 2 5 

Quote • 
1013 

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

Try PROLandscape for 60-days risk free! 

5S PRO 
P Landscape 

AtDH oTTTmTV̂  njT 

The question? How to become more efficient and 
make more money from every job. 

The answer. Let PRO Landscape take your 
business to the next level! 
*To take advantage of your Lawn & Landscape 
discount, have the promotional code ready 
when you call to order C o d e * L L - 1 7 3 5 

(800) 231-8574 
wwfw.lawnandlandscape.com/prolandscape 

•Easy to learn, get started fast -
video tutorials and smart help system 

•Photos of landscape materials-
add value by up-selling every customer 

•Accurate 2D CAD Plan Views -
licensed from the maker of AutoCAD® 

•Automate estimates -
accurate quotes and cost control 

•Clip®/QuickBooks® compatible -
link from built-in proposal generator 

0 2002 drafor com LLC. All right» rweivec. Pre Landscape is a rtdemrt and Draft* is a t-aoemart of dratx.com LLC, ngstarad r ¡to USA and other counties 
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details below 

PROLandscape 
The Standard Design Software for Landscape Professionals! JL 

SELL IT! 
Start with a simple photograph, then add 
new landscaping by dropping in trees, 
shrubs, flowers, ground cover and 
other materials. 

Now compatible with Clip software 

PLAN IT! 
No CAD experience necessary! 

Create detailed 2D plan views 
that show precise placement 

of plantings, sprinkler 
systems and hardscapes 

Eliminate confusion for 
your installation crew 

with P R O Landscape. 



(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. 
Maurice Dowell: Try concrete contrac-
tors. We have a concrete factory right next 
door to us. They all have a commercial 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, it is not easy for me to 
just leave and let other people take care of it. 
MD: Milking cows? 

BF: You got to be 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 
to happen unless you have structure set so that 
you have someone who can really handle it. 
Jeff Bowen: How do you budget 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 dovetails into 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 do irrigation 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 get a big job, my intention is if 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, so I see providing full service as a 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) 

INTRODUCING... 
Practical Solutions new release of its time 
proven software for the green industry. 

The 
Service 
Solution OSM 

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 
www.TheServiceSolution.com 

The 
Service 

Solution 
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FACTORY CLEARANCE!! SAVE UP 10 50% 

•Equipment Storage 
• Workshops • Maintenance 
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" # 7 in Customer Satisfaction" 

Call Today 
1-800-803-7982 

•Invoicing 
•Scheduling/Routing 
•Estimating/T&M 

•Super fast billing...plus much more 

Get your FREE trial demo ... 
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Our fertilizer 
comes with 
a built-in 

insurance policy. 

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

Help turf establish or withstand 
environmental stresses 

Develop a more fibrous, extensive 
root system 

Enhance early plant growth and vigor 

• Build greater shoot mass 

• Increase uptake of soil nutrients 
and moisture 

• Increase photosynthesis 

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

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

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

Effect of Fertilizer with Prospect Plus on 
Creeping Bentgrass Density 

Ohio Turfgrass Foundation Research and Educational Center - 2000 

Treatment Rate 
% Turf 
Density 

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

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

Study Results: "... a significant increase in creeping bentgrass establishment two 
months after seeding with the application of fertilizer and Prospect Plus compared to 
the untreated control." A 22% improvement over check and more than a 12% 
increase over fertilizer alone! 

For more information, contact your local UHS representative 

www.uhsonline.com £4 United 
Wá W Horticultural Supply 
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SKID UNITS 
Tank sizes from 50-300 gallon, steel, 
aluminum or stainless frames, Honda 
engines, diaphragm or piston pumps -
multiple tank and reels available. Units 
custom built to fit customer's needs. 

• 8* Body with 2 Doors A 275 Gallon Capacity Split 185/90 A Honda 5.5 Electric Start Engine • 
20 GPM, 200 PSI Diaphragm Pump • 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" l-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 

LAWN CARE TRUCKS 
Tank sizes from 400-1200 gallons, 
fiberglass, poly or stainless tanks, steel 
or aluminum beds, PTO or gas engine 
driven - multiple pumps and multiple 
reels. 

PUMPS 
A Udor 
A Hypro 
A FloJet 
A Shurflo 
A Ace 
A MP 
A Hydra-Cell 

TANKS 
A Tuflex 
A Raven 
A Ace 
A Solar 
A Snyder 
A Mid States 
A KBK 

Westheffer Co., Inc. 
800-362-3110 

Fax: 800-843-3281 • Website: www.westheffer.com 
E-Mail: info@westheffer.com 

HOSE 
A GreenGarde 
A Kuriyama 
A Arrow 
A Synflex 
A Goodyear 
A Kanaflex 
A Uni 

GUNS 
A JD9-CT 
A FMC 
A ChemLawn Gun 
A Tee Jet 
A Talltree Guns 
A Root Feeders 
A Spray Wands 

Want to hit a 100+ foot tree? We can 
build it for you. Multiple tanks, multiple 
pumps, no problem. Poly tanks in an 
enclosed body or fiberglass tanks on an 
aluminum bed. 
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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. 
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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't a lot 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 of a challenge is the labor issue, 
and how do you deal with it? 
JB: The least challenging for me, 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 
went through a lot of growth and couldn't find 
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 just jumping for joy 
when they see the check in January after the 
end of the year, which is 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 year is insurance related. 
There were no predictions for a 67.4 percent 
increase in health, life and dental. 
L&L: Who do you insure? 
J B : We insure all of our supervisory staff, 
which is 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 
needs. And, here's 
something you won't 
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 
thafs tough on work, but easy 
on your wallet. See your 
New Holland dealer. 

1 -888-290-7377 www.newholland.com/na 
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a few people get our insurance, but not over 
20, which I'm told I need to get to. 

So rather than go to the employers and 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-
ance is one way of showing that there is added 
value. And you hate to have 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 
table and said, 'Hey, what do you want to do?' 
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. 
JO: It's stressful. 
L&L: How about you, Maurice, what were 
the big challenges for DowCo this year? 
M D : 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. I can only imagine where sales could we 
if we were taking on that kind of work. Since 
we've had three designers over the last 10 

years, we're taking our time because we want 
the perfect fit. I want the person who's going 
to be there for a long time. We haven't rushed 
into anything. 
JB: I think a challenge for us going to the next 
level is middle management and dealing with 
our own culture, too. It's not labor. 

You know, I would have to tell you after 
this year I wonder if I can hire the right people. 
I have a great core group. But this year I 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. So I 
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. [D 

E X P A N D Y O U R B U S I N E S S 
by offering the COMPLETE line of 

Fabrics & Erosion Control Products 
P E R F E C T F O R 

Professional Landscape The Retail 
Service Needs! Garden Center! 

FABRIC FOR 
YOUR EVERY NEED! 

Bulk Roils 3-15' Wide Available 
3' X 25' - 3' M SO' • 3' M tOO' 
4' x SO' - 4' x 100' • 6' X SO' 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

Filter Fabric • Paver/Patio Underliner • Soil Separators 

Erosion Control 
Burlap • Jute • FabriJute™ Erosion Control Netting • Silt Fence 

Construction 
Road / Driveway / Recreation Park Underliners & Fences 

Accessories 
Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 

^ ^ ^ ^ LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS 

4800 S. CENTRAL AVE., CHICAGO, IL 60638 
(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 
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330-665-9080 
www.visualimpactimaging.com 

EARTHSCAPES SOFTWARE 

V I S U A L I M P A C T I M A G I N G 

The Fastest, Most Powerful, 
Landscape Design Software for Windows 

• Hi-Res Photo Imaging • Site Plan Designer 
• Estimator 

"See why top designers are switching tc 

http://www.visualimpactimaging.com
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BROADLEAF HERBICIDE FOR TURF 

THE FASTEST WEED CONTROL-fVfff 

m^mrn 

GET READY FOR 
FAST RESULTS 
New Speed*Zone 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 Speed*Zone has 

consistently shown fast 
^ ^ control of tough weeds 

like clover, plantain, 
^ H L ground ivy and 

m 

p b i / G G R d o n 

^ I c o R P Q R a t i o n 
An Employee-Owned Company 

1-800-821-7925 
pbigordon.com 

From the makers of 
TRIMEC Herbicide 

W L spurge. 

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

your weed 
control program on 

track with Speed+Zone 
Broadleaf Herbicide. 

• Visible results in just 24 hours 

• The most effective and fast-acting 
cool weather product ever 

• Clover control in as little as 
one week 

• Rain fast in 3 hours 

Always read and follow label directions. Speeti+Zone is a trademark of PBl/Gordon. 02001 PBI/Gordon Corporation 
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Small-name 

companies 

capitalize on 

their strengths 

- detailed 

services and 

customer 

relationships -

when 

developing 

big-name 

images. 

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) 

1 

J 

9 6 JANUARY 2002 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.lawnandlandscape.com


Wl- 1 

"/fi 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 of that changed. Now ground 

ivy; wild violets and chickweed dont 

stand a chance. Cool Power gives 

us the control we need to eliminate 

cool weather weeds and satisfy 

our customers 

It iverdale 
The Formulation Innovators 

(800) 345 3330 
www.riverdalecc.com 

Cool Power is a registered trademark of Rivendale Chemical Company. 
Always read and follow label directions. 

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. 
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(continued from page 96) 

IN THE BEGINNING. The most volatile 
time period for a business is its first few years 
- particularly for a small company trying to 
make a name for itself in the midst of estab-
lished corporations. John Chiarella, Jr., presi-
dent, Ultimate Services Lawn Care, Wolcott, 
Conn., proved persistence was the only sure-
fire way to win those initial clients. 

"During the first three years, 
I sat in my room and called 
every lawyer, doctor and real 
estate person in the phone 
book," he admitted. "I tried to 
look neat on the job, tried to be 
pleasant with the customer and 
kept that philosophy from the 

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. "I 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 
most difficult 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 this on 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 as home 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) 

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! 

CypressH/awer 
800-285-7227 www.expressblower.com 

Express Blower is a division of Rexms Forest By-Products. Inc.. Eugene. OR 
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f o r p e r f o 

KOHLER engines continue to 

set performance benchmarks 

for easy starting, reliability, 

long life, low maintenance and 

environmentally friendly design. 

r m a n c e 

jwaxtï! 
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KOHLER 4 to 27 horsepower, 

vertical - and horizontal-shaft, 

air- and liquid-cooled engines 

are among the most requested 
i 

in the industry. From award- . 

winning engineering to 

extensive after-market 

support, KOHLER OHV 

s&Vj- > 

m 

engines define innovation, 

versatility and performance. 

Discover our passion at 

kohlerengines.com. 

V y y 

KOHLER 
Seek the innovation. Demand the power. 

k o h l e r e n g i n e s . c o m 1-800-544-2444 Ext. HD9 

KOHLC* 
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• Advanced Personalization 
Through My Lawn & Landscape 

• Web-Based Software For 
Running Your Business 

• Industry's Most Dynamic 
Message Boards 

• Local News, Weather 
And Stock Updates 

• Industry's Deepest 
Information Archive 

• Spanish Translation Function 

• Expanded, User-Friendly 
Site Search Capability 

• Weekly Polls 

• Extensive Database 
Of Industry Links 
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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 
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 
and his associates decided on "grass with 

Ñ S T U R E ' S WAY NATURE'S WAY 
TTiTTCTTiW 

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 

ANYBODY 
CAN 
PUT 
TANKS 
ONA 
TRUCK! 

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. 

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. As a solu-
tion, he tries to position his services in neigh-
borhoods where the larger companies already 
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 to be more elegant and 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 cracks and go in 
where the big guy can't," he said. "We have 
quick turnaround. Our customers say, T 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, 
Bienmueller identified. "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 
into account 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. a business 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. 

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 prices often are the highest among 

(continued on page 107) 

e 
For every job, only... 

RedMar 
clears the air & takes your productivity to the Max! 

With the addition of two new hedge trimmers and a blower to 
our line of equipment powered by the Strato-Charged™ engine, 
you can do any job with two cycle reliability and productivity, 
AND meet Carb Tier II and EPA Phase 2 standards without the 
need for a bulky, heavy, hot catalytic converter 

NEW! 

CHTZ2500 « — p r HTZ2500 
Double Sided Hedge Trimmer ^ ^ S.ngle Sided Hedge Trimmer 

SCGZ2500 
Reciprocator 

" " RMNBZ2500 

Sweeper t 
These Strato Charged™ powered tools will... ^ ^ v 

• Trim your fuel usage by up to 34% 
• Reduce THC emission by 73% while meeting / / 

CARB II and EPA Phase 2 standards for CO -
and NOx without a catalytic converter ^ H H ^ ^ RMNSZ2500S 

• Reduce weight by up to 5% over our Sweeper 
previous models ¿ ¡ J f c ^ 

c RedMax ® Komatsu Zenoah America, Inc. 
4344 Shackleford Road, Suite 500 • Norcross, GA 30093 
1-800-291-8251. ext. 228 • Fax:770-381-5150 
www.redmax.com 

USE READER SERVICE #103 
LAWN & LANDSCAPE JANUARY 200a Ml7 

http://www.redmax.com


School of Management 
^ -3 p CHARLOTTE 2002 

Challenge Tourself and Tour 
Company to Be the Best 

February 17-19, 2002 
Marriott Executive Park • Charlotte, North Carolina 

Reasons You Cannot Miss the 
2002 School of Management... 
• New Educational Format - Four Seminar Tracks 

To Choose From 
• Extensive Peer-Networking Opportunities 
• Convenient Destination, Affordable Hotel 
• Sponsor Display Area - Visit With Industry 

Suppliers While You Learn 

2002 SCHOOL OF MANAGEMENT 

Sponsor Partners 

C R E A T $ O y i M E ^ infe. 

Hunter f S P J A V E L V " /HECHO J m „ o 
/ K ^ r GreenSearc 

^ M . 

Œïï® ©Husqvarna 

shindaiwa 
B W t f c r a i d r a f i x . c o m fi» 

TEXTRON 
GOLF, TURF & SPECIALTY PRODUCTS 

U.S. LAWNS 



Seminar 

Topics 
Download Complete 
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the bidders, he feels confident that quality 
justifies a premium price. "We are the best in 
what we do and we do it quickly," he said. 

Yet, Heppner cautioned against becom-
ing over-confident, and said knowing one's 
limits builds company strength instead of 
wasting it. For example, Heppner avoids 
smaller projects where the company is sim-
ply in and out. Instead, the company prefers 
jobs involving large, visible landscapes, 
which create more powerful referrals. "We 
want to project a larger company, high-end 
image," he said. The company can then add 
larger projects to its resume and increase 
accountability among customers. "It goes 
back to building customer reference - you 
want a broad base with the projects you do." 

Of course, those who boast skills they do 
not possess will be stuck when it comes time 
to prove them, said Steff. "You just have to 
avoid misrepresentation of your company," 
he said. "It takes many years to build a 
company, but only minutes to destroy it." 

Bienmueller agreed, emphasizing hon-
esty and fairness as the best policies. "I don't 
ever downplay anyone, I don't know what 
the other contractors are doing," he said. 
"We don't do it if we can't perform it and 
thus we've been able to maintain clients and 
not lose work because we've gotten too big." 

Further, smaller companies must avoid 
overextending their costs, Talley said. "We 
can't buy the products or the volume that 
some of these larger companies can," he said. 
"Also, when recruiting, some larger mainte-
nance companies can offer better benefits." 
In these cases, continuing to emphasize com-
pany culture and focus on quality acts as a 
saving grace from financial limitations. 

It can take time to gain the customer's 
respect, Steff added. For example, his com-
pany recently lost a condominium complex 
job to a larger company that had offered a 
lower price. However, the president of the 
complex called back later in the season and 
admitted his mistake. "They had gone with 
the bigger company at a lower price, but they 
didn't get the personal service that we were 
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able to give them," Steff illustrated. "It 
doesn't matter what size you are, you 

need confid^hce in yourself, and with confi-
dence comes price." In other words, higher 
prices can be defended if they reflect quality 
service. 

Capitalizing on small company quirks 
and the detailed services a smaller staff can 
ensure thus translates to confidence - an 

attractive feature whether hiring a new em-
ployee or a landscape contractor. Reflecting 
on how differences improve the company, 
rather than burden it, is the key to success, 
Steff noted. "The only disadvantage is the 
disadvantage you make it," he said. 10 

The author is Assistant Editor oft awn & Land-
scape magazine. 
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The first place Pendulum 
Award winners share their 
business building concepts. 

Ks gadgets go, the pendulum clock may seem rather boring. But 

one look at the inner workings of the grandfather version shows 

how complicated and accurate these machines actually are. 
In fact, legend has it that the inventor of the pendulum also invented 

the wheel, which moves worldwide business growth. Practically speak-
ing, while the pendulum's uses are limited, it still has the monumental 

task of gauging the time by which people calculate their lives. 
The power to move like a pendulum inspired the nine 2001 Pendulum 

Award winners to craft simple ideas that transformed different areas of 
their businesses. The awards, sponsored by Lawn & Landscape, BASF and 
the Professional Lawn Care Association of America, recognize innovative 
thinkers in the following categories: employee retention and recruitment, 
customer relations and marketing. These winners sustain not only their busi-
nesses, but also increase industry professionalism. 

Without further ado, swing to and fro through this story and maybe 
you'll catch an idea or two from the first place Pendulum Award winners. 

RULING RECRUITMENT & RETENTION* First Place: College Spirit. 
What do college kids like more than pizza and beer? Music. And with the 
new trend in CD burners, blank CDs are always a student attraction. 

These were the thoughts going through Tom Tolkacz's head when he 
was looking for a way to bring more college student interns and college 
graduates to Swingle Tree and Landscape Care, Denver, Colo. Blank CDs, 
after all, cost only pennies a piece. 

"We recorded a 30-second company commercial on the disks and gave 
them away at local college job fairs/' Tolkacz said. "The remainder of the 
CD is blank so students can copy their music to it." 

The CD label has the Swingle Tree name and Web address so students 
have a way to contact the company for career and internship opportunities. 

(continued on page 110) 
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"[Our CD giveaway program] is something 

students find useful to their college lifestyle - they think 

it's unique and different. It has proven to be 

our most effective and popular recruitment 

giveaway to date/' - Tom Tolkacz 

And providing this information in the f, 
form of a CD means students won't V 
lose it as easily as a business card. V j 

Swingle Tree purchased the CDs from • 
a company that records the video and I 
audio information on the disks and then 1 
labels them. Cost per disk can range from ' 
$1 to $4 depending on whether or not devel-
opment of content is required. Duplication 
disks are closer to $1.50 each, Tolkacz said, 
adding that this year the company purchased 
500 CDs and gave 300 of them away. 

" I t 's something students find useful to 
their college lifestyle - they think it 's 
unique and different," Tolkacz enthused. 
"Several contacts for seasonal work and 
internships were made because students 
were using the CDs. It has proven to be our 
most effective and popular recruitment 
giveaway to date." 

However, Tolkacz can't track how many 
contacts he's made specifically through the 
CD. "We have a multifaceted advertising 

campaign," he said. "The positive thing is 
that we're getting our name out there in 
different ways." 

CRAFTY CLIENT RELATIONS. First Place: 
Blade Runner. Since Prairie State Landscaping 
only handles the fertilization, weed and insect 
control, seeding and overseeding on its clients' 
properties, it has no control over how clients 
maintain their landscapes in other ways, 
mainly mowing, explained Ted Diener, presi-
dent of the Hazel Crest, Ill.-based company. 

Clients would call claiming they had an 
insect or disease problem when, in fact, the 
shredded grass tips were a result of dull 
mower blades, Diener pointed out. "Mow-
ing with dull blades makes the tips brown, 
especially in the summer when the turf is 
under stress," he said. 

Five years ago, Diener started offering to 
sharpen clients' mower blades for them to 
alleviate this problem. "When we're on site 
we ask them if they can take the blade off and 

(continued on page 112) 
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Confront is a remarkable granular broadleaf and Crabgrass control. Proscape offers the only 
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we'll take it back to our office, sharpen it and 
return it the next day," he said, adding that the 
cost of the program is only the time it takes for 
his lawn technicians to visit with clients and 
sharpen the blades. "We'll also tell them if 
they have blades that need replacing." 

After starting the free service, Di-
ener realized that clients appreciated 
that the additional interruption was un-
related to add-on sales. "They expect us 
to try and sell them something, but instead 
we're doing something for free," he said. 

Sharpening clients' blades a couple 
times throughout the year not only aids 
clients' lawn maintenance, it also gives Prai-
rie State an edge, Diener said. "You can't be 
in a rush - you have to have time to offer your 
customers something extra," he explained. 
"When you do that, there's a better chance 
they'll come back to you again next year." 

MARKETING MASTERS. First Place: Vie 
Great Pumpkin. Two weeks before Oct. 31, a 

similar thought crosses many people's minds: 
"I have to buy my Halloween pumpkin." While 
some take the time to carve intricate, spooky 
designs into their burnt orange gourds, oth-

ers just set them out in holiday spirit. 
About this same time every year, the 

tacted a local grower to find out the cost of 
various sizes of pumpkins," he said, adding 
that a basketball-sized pumpkin carries a 
price tag of only 50 to 75 cents each. 

That year, Blumberg and his wife delivered 
100 pumpkins with "Fall Greetings" notes at-

"You can't be in a rush - you have to have time 
to offer your customers something extra. When 

you do that, there's a better chance they'll come bock 
to you again next year." - Ted Diener 

season shifts for Derek Blumberg. The short 
break between fall cleanup and winter 
snowplowing allows the president of Quality 
Seasons in Savage, Minn., to take a minute to 
think about his clients. "I wanted to find a way 
to thank my clients that was cheap, festive 
and fun," he said. 

The pumpkin idea actually originated 
from Blumberg's wife in 1995. "We con-

tached by ribbon to the stems. The response 
was overwhelming. "Our clients really appre-
ciated the fact that we did something they 
didn't expect," Blumberg explained. 

By the third pumpkin-delivery year, 
Blumberg had a realization. "I thought, 'I'm 
already there - why don't I just distribute 
pumpkins to the entire neighborhood block?'" 
he said. He targeted high-end areas and on 

23 
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* With libraries containing over 8600 plants complete wi th 
data and 21000 pictures, the \\ORl\COP\A9P^ff/w/offers the most 
comprehensive software solution to your horticulture information needs. 

Create winning landscape proposals with pictures and data 
Quickly find the right plants for your design 

Enhance staff productivity 

Add your own plants, pictures, and data to expand Horticopia's plant palette. 
Print or email pictures, fact sheets, plant lists, and fully customized printouts.^ 

1 - 8 0 0 - 5 6 0 - 6 1 8 6 www.1iorticopia.com Software for Windows® 
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Award Winners 

Do you have a good business idea? If so, send it in and you could be eligible for 

a 2002 Pendulum Award, sponsored by Lawn & Landscape, the Professional 

Lawn Care Association of America (PLCAA) and BASF Corp. 

Those interested in entering the contest can e-mail or phone Lawn & Landscape's 

Nicole Wisniewski at nwisniewski@gie.net or 800/456-0707. Please include your name 

and contact information, so an entry can be sent to you when the 2002 contest rules 

are finalized. 

Ideas Wanted 
the note encouraged pumpkin-receivers to 
thank their neighbors. 

The 1,000 pumpkins Quality Seasons de-
livered not only generated new business, but 
also strengthened current client relationships. 

But delivering 1,000 pumpkins was be-
coming a challenge because employees were 
getting paid overtime to do this. So, in 1999, 
Quality Seasons gave a $1,000 contribution 
and free t-shirts to a local youth group in 
exchange for their help in passing out 1,500 

pumpkins. Employees who volunteered to 
drive the children from neighborhood to 
neighborhood received a free lunch at a local 
rib hotspot. By 2001, the company had drafted 
separate promotional notes for clients and 
their neighbors and increased the number of 
pumpkins to 2,000. Since the youth group 
couldn't be held accountable for delivering 
the right pumpkin notes to the right clients, 
Blumberg used a two-man crew during a 
slow week to do the job. 

This October, Blumberg hopes to get the 
youth group involved again. He's also plan-
ning to promote the sale of fall displays, 
which will include two bales of hay, a scare-
crow, pumpkins, gourds and corn stocks for 
$125 each. 

"It's a creative and inexpensive way to 
get my name out in front of potential cli-
ents," Blumberg said. "We're thankful that it 
works so well." [¡J 

The author is Managing Editor o/Lawn & Land-
scape magazine. Turn to How We Do It on page 
132 for a Pendulum Award-winning employee 
retention program from Tropics North. 

Iawnandlandscape.com 
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Cutter 's Choice 

wn & Maintenance 
"pplies & Accessc 
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B B 8 B B B 1 I saw chain, sharpening 
accessories and safety wear. 

Trimmer parts including trimmer line, 
brushcutter blades, air filters and 
^(k replacement heads. 

Tree care supplies including loggers, 
rujers, pruning saws, tree saddles, 

climbing line and gaffs. 

Toll Free 1-888-288-8371 
www.cutterschoice.com 

Turn Cost Into Profit in Just 2 Weeks! 
aper 

Totally self propel led, the B e d S h a p e r 
Model 900 Walk-Behind E d g e r w o r k s 
at up to 100' per minute. With hydro-
static t ransmiss ion for infinite s p e e d 
control and a powerful notched 
blade, this c o m m e r c i a l edger will 
increase your profits! 

• Make n e w beds 
• R e - s h a p e old beds 
• C l e a n up sand traps 

Work at s p e e d s of up to 100' per 
minute! 

V ideo Avai lable! 

ME, NH, VT 
G.O. Distributors, Inc. 

Woodstock, ME »Toll Free 800/525-8148 

NJ, Metro NYC, PA, MD, DE, 
& Metro Washington DC 

CADCO 
Phillipsburg, NJ • Toll Free 800/942-2326 

NC, SC, TN, GA, AL, VA, ND, SD, MN, IA, NE, 
KS, MO, MS, AR, LA, OK 

Carswell Distributing Company 
Winston-Salem, NC • Toll Free 800/929-1948 

IL, Wl 

Keen Edge Co. 
Lyons, IL • Toll Free 800/589-4145 

IN, KY, OH, Ml, Metro Chicago 
& Pittsburgh,Pa 

Mainline of North America 
London, OH • Toll Free 866/992-5537 

MT, ID, WY, UT 
Coates Landscape Supply, Inc. 

Rexburg, ID • 208/656-0600 

CO, WY 
Secrist Sales Inc. 

Parker, CO • Toll Free 800/834-0572 

AZ. NM, OR. WA, CA, TX, MA. Rl, CT 
Pro Industries, Inc. 

717/738-9990 • Email:bedshaper@onemain.com 
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www.lawnandlandscape.comwww.lawnandlandscape.com 

THE POWER OF PERSONALIZATION 
Using the power of database technology, My Lawn & Landscape allows lawn 

and landscape professionals to personalize their Lawn & Landscape Online 

experience. Customize stocks, local weather, news, your daily schedule, 

business cards and more. Even bookmark your favorite articles that have 

appeared in Lawn & Landscape magazine. 

Signing up for a My Lawn & Landscape account is easy and free of charge. 

Simply go to www.lawnandlandscape.com. In the top right-hand corner, 

you'll see the My Lawn & Landscape login area. Simply click on the icon, 

register for an account and you're ready to customize your page. It's that 

easy. 

.com 

lawnandlandscape.com 

LAWN & LANDSCAPE ONLINE: 
NEWSYOUCANUSE... 
The Lawn & Landscape Media Group prides itself on 

providing the most comprehensive news coverage of the 

lawn and landscape industry. In fact, we're the only 

communications provider 

that has a fully dedicated 

Internet editor that covers late-breaking industry news as it 

happens. In addition, Lawn & Landscape Online provides 

"bonus" coverage of a wide range of business and technical 

topics of interest to professional contractors. Just look for the 

"For More Information" boxes or the "Web Buttons" through-

out Lawn & Landscape magazine featuring the site ad-

dresses of manufacturers, distributors and others affiliated 

with the industry. This full-market news coverage is only 

available from www.lawnandlandscape.com. 

www.eztree.com 

A^ocet © OLSON 
IRRIGATION 
SYSTEMS 

wvwv.alocet.com www.olsonirrigation.com 

shindarwa 
www.shindaiwa.com 

PROSOURCEE 

www.prosourceone.com 

www.1stproducts.com 

« N N 
CORPORATION 

www.iinncorp.com 

|lYiple D 
' Enterprises 

www.tripled-enterprises.com 

www.streetprint.com 

EISïtfÎR 

www.weisburger.com 

Swiss 
Prscisioa 
Enterprises 

www.swissprecision.net 

€ Hp re55 B/ouuer 

O 

www.silc-h2b.com 

www.isuzucv.com 

www.weed-man.com 

Musiufd Consulting 

www.masadaconsulting.com 

TbpProSpecialties 

www.topprospecialties.com 

WEISrflCRGERGreen 
/nuvuutce 

www.olyola.com 

à3k 

.„ronr 

www.maruyama.com 

www.lilbubba.com 

STEINER 
TEXTRON 

Steiner Division of Textron Ine 

www.steinerturf.com www.expressblower.com 
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www.camelotsoitware.com 

5 AERA-vator« 
*ntSXIflûDUCTSJN 

www.1stproducts.com www.asvi.com 

( TOOLS ̂  THAT WOKKI ) 

www.amleo.com 
FOLEY ENTERPRISES drafix.com 

www.drafix.com 

WALKER®*MOWERS 

www.walkermowers.com www.power-trac.com 

•Oft 

www.kanga-loader.com 

Lebanon 
U R F P R C O J 

www.lebturf.com 

NORTH 
AMERICAN 

OREEN* 

www.nagreen.com 

waugcV 

www.mauget.com 

ïïfe. 

TEXTRON 
Brouwer Division of Textron Inc. 

www.brouwerturf.com 

www.exmark.com 

TURPS EED, INC. I W M t X ^ U M 

w w w . t u r f s e e d . c o m w w w . e z - g a t e . c o m 

syngenta 
www.syngenta-us.com www.mge-dairon.com 

Bayer ® JUL 
Land Lands<apers 
Supply 

w w w . b a y e r p r o c e n t r a l . c o m w w w . l a n d s c a p e r s u p p l y . c o m 

www.grunderswinnerscircle.com 

- ride-onspreader.com 
Perma-Green Supreme, Inc. 

800.346.2001 
www.ride-onspreader.com 

(h) Husqvarna J Y C O 
www.husqvarna.com 

Kawasaki 
www.kawpowr.com 

www.jrcoinc.com 

WWW 

www.teejet.com 

Äiverdale 
I >u/arm Company 

www.riverdalecc.com 

TurfGold Software 

www.turftree.com 

TEXTRON 
GOLF, TURF & SPECIALTY PRODUCTS 

www.textron.com 

RHOMAR 
I n d u s t r i e s 

www.rhomar-industries.com 

Reading 
www.earthandturf.com www.readingbody.com 

lighting Ine ^ 

www.lesco.com www.cascadelighting.com 

C^Strvk« 

Communication 
^ Softwai 

p r J j i j j / ' jr JI r" r 
c o n p S h S E r T 

www.carswelldist.com 

B U D D Y 

www.turfbuddy.com 

An Employee-Owned Company 

www.weedalert.com 
OVA 

www.cna.com 

CE KILLER 
SP RAY ERS 

www.koisbrothers.com 

www.ferrisindustries.com www.pickscs.com 

STIHL ® 

wvw.stihl.com 

HUSTLER 
Turf Equipment 

www.excelhustler.com 

K O M A f S U ¿ ü ^ a i Z r i í i r ELECTRIC HHP SYSTEMS 

www.komatsuutility.com www.earthandturf.com www.rollrite.com 

COMMERCIAL MOWERS 

www.scag.com 

BASF 
www.spd.basf-corp.com 

SNG 
Equipment 

www.gosng.com 

g j Visual Impact Imaging 

www.visualimpactimaging.com 

HQRTICOPIA* 

www.horticopia.com 

fle^E 
www.adkad.com 

CTGcNUrri THOMAS QROUP,LLC 

www.hadcolighting.com 

fWIIJAl 
ICA lHrOJ 

www.wellscargo.com 

^fAventis 
www.aventischipco.com 
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John Deere 667 
Quik-Trak 

• Operator stands on 
platform, which is 
supported with sus-
pension springs to ab-
sorb shock and pro-
vides a smooth, 
comfortable ride 
• Compact size re-

quires less trailer space and improves 
maneuverability and trimming ability 
• Powered by air-cooled, vertical, 23-hp 
Kawasaki engine 
• Controlled by dual-loop levers that func-
tion as a zero-turn-radius lever system 
• Equipped with a 60-inch deck 
• Cutting height of Quik-Trak can be ad-
justed from lV2-inch to 5-inch in V -̂inch in-
crements without tools 
Circle 200 on reader service card 

¿ 4 
W* a, V*. 

Toro Gioundsmaster 228-D 
• Choose from five full-floatation cutting units: the 52-inch rear 
discharge, the 52-, 62- and 72-inch side discharge units and the 
Guardian 62-inch Recycler 
• Powered by a Kubota 28-hp diesel engine 
• Tighter turning is achieved with steering brakes and four-lever steering linkage 
• Year-round performer with optional attachments: rotary broom; snowthrower; 15-cubic-
foot, hi-lift collection system; debris blower; v-plow; and cab with ROPS 
Circle 201 on reader service card 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

I 1-800 888-5502 ir 
PO BOX 18358 

3701 NEW GETWELL ROAD 
MEMPHIS, TN 38118 

>OLDHAM 
' CHEMICALS COMPANY, INC. 

OVER 30 Y E A R S OF RELIABILITY 

USE READER SERVICE # 6 8 
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• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

200 GALLON LAWN RIG 

the model H412 digging 
attachment 
• Attachment works 
well in most soil 
conditions 
• Unit able to reach a 
trench depth of up to 
62 inches 
• Improves reliability 

Circle 202 on reader service card 

Ditch 
Witch H514 
• New sealed Eaton motor 
and new bearings and 
headshaft eliminate the 
need to pre-load bearings 
• Larger lifting cylinder of-
fers 45 percent more lifting capacity over 



Textron Bunton 
Midsize Series 
• Features 36-, 48-, 54- and 61-inch decks 
• Gear-drive models available with 15- or 17-hp, 
air-cooled Kawasaki V-twin gasoline engines 
• Hydrostatic models available with 15-, 
17-, or 21-hp air-cooled Kawasaki V-twin 
gasoline engines 
• Equipped with smooth-operating electric 
clutch for easy blade control 
• New top-mounted cutter spindle for im-
proved impact resistance 
• Spindle warranty covers both parts and 

labor and in-
cludes pulleys 
• Re-engineered 
for toughness 
and versatility 
Circle 203 
on reader 
service card 

Pequea Machine 
Model C-2500 
Dump Trailer 
• Hauls, dumps and spreads the load 
• Features 12-foot bed with 6-foot 6-inch 
inside width 
• Combination doors split to open 
wide or swing out from the bottom for 
spreading 
• Scissor lift 
has 5-inch 
main cylin-
der for ease 
in dumping 
entire load 
• Safety prop allows operator to lock 
the bed in the "up" position 
Circle 204 on reader service card 

Hiotnas Equipment 
LID 125S 
Mini Excavator 
• Machine powered by 26-hp, liquid-cooled 
diesel engine 
• Features vari-
able flow piston 
pump drive sys-
tem and two-
speed travel 
• Boasts a full 
5,545 pounds of 
breakout force and a deep, 9 feet 6.2 inches 
of digging depth 
• Standard equipment includes rubber 
tracks, lights, hydraulic pilot-operated joy-
sticks with armrests, auxiliary hydraulics 
with boom arm breaking piping, and 18-
inch toothed bucket 
Circle 205 on reader service card 

Early Order - Late Delivery 
A small down payment locks in 

current price and a premium, future 
delivery date of your choice! 

Call for additional payment options 

Perma-Gmen Supreme President and 27-year 
lawn care owner, 20-year sprayer manufacturer, 

owner of 3 patents, and fetlow dreamer 

Call for our FREE InfoPak! 

800.346.2001 
ride-onspreader.com 

USE READER SERVICE # 7 0 

Jt Œ>ream Come True for You I 
o n e n i g h t , o v e r 5 yea rs a g o , o f a m a c h i n e t h a t 

e n d m y n i g h t m a r e o f l o n g hours , u n d e p e n d a b l e 
e m p l o y e e s , n a g g i n g c u s t o m e r s , a n d m y t i r e d b o d y , 

i n v e n t e d t h e R i d e - O n S p r e a d e r S p r a y e r a n d f o u n d 
p r o d u c t i o n w a s f i n i shed w e e k s ea r l y , t h e r e w a s 

a smi le o n t h e f a c e s o f m y e m p l o y e e s , 
a n d s e r v i c e ca l ls d e c r e a s e d l 

t h e n a l m o s t 1500 o t h e r R i d e - O n o w n e r s , f r o m 
t o F lor ida, h a v e v i r tua l ly e l i m i n a t e d w a l k i n g , 

pu l l i ng a h o s e , a n d 14 h o u r d a y s . If y o u w o u l d l ike 
t o c o m e in a t t h e e n d o f t h e d a y w i t h e n e r g y le f t 
t o e n j o y l i fe, m o r e m o n e y in y o u r p o c k e t , a n d a 
smi le o n YOUR f a c e , t h e n j o i n w i t h t h e rest o f us 
d r e a m e r s . Life d o e s n ' t g e t a n y b e t t e r t h a n this!" 

- Tom Jessen 

LAWN & LANDSCAPE JANUARY 2 0 0 2 1 1 7 
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Elite Trenchers 
and Concrete 
Saws 

• Can be used 
for sprinkler sys-
tems, root prun-
ing, telephone 
cable, drainage, 
landscape edg-

ing, satellite drops, laying conduit for elec-
tric lines and other applications 
• Ability to dig 20 to 30 feet per minute 
• New 900-pound winch design and roller 
wheel body allows the machine to roll up 
and down easier and faster 
• Depth gauge tells operator how deep the 
machine is digging 
• No aggravating clutch or expensive 
clutch parts to replace 
Circle 206 on reader service card 

Chipco 
Acclaim Extra 
Herbicide 
• Helps stop growth of susceptible 
grassy weeds 
• Active ingredient is fenoxaprop 
• Tankmixing Acclaim Extra with 
other herbicides reduces the likeli-
hood of resistance while providing 
better weed control 
• Herbicide works in diverse turf 
management programs 
• Can be applied as a broadcast spray 
directly over trees, shrubs and herba-
ceous and flowering plants 
• Takes only 3.5 ounces per acre to 
control crabgrass 
Circle 207 on reader service card 

TrynEx 
International 
Pivot-Pro 1075 
Tailgate Spreader 
• Designed for both large and small snow 
and ice control contractors 
• Offers a pivot mount, maximum torque 
transmission and spreader control system 
• Mount requires no drill holes in the 
truck bed and 
allows spreader 
to swing away 
• Unit comes 
standard with 
2-inch receiver 
hitch mount 
• Downtime minimized because there are 
no belts, pulleys or chains 
Circle 208 on reader service card 

L A N D S C A P E G R A P H I X C O R P O R A T I O N 
FAST, AFFORDABLE, FULL COLOR LANDSCAPE DESIGN IMAOINO 

SELLING LANDSCAPE JOBS TQ YOUR 
CLIENTS JUS1 BECAME REALLY SIMPLE! 

Just show them our before and after Landscape renderings of their 
property and you will not only contract more installation 

jobs much bigger ones too. 

Step up to the plate like a pro with our beautiful, professional, 
computerized renderings of your clients' properties and 

discover a new world of growing profits, and instant referrals. 

Visit our website today at 

www.landscapegraphix.com 
or call us today 9 am to 5 pm EST MON-FRI to learn more, 

404-236-0973. 
A Picture IS Worth a Thousand.. .or More! 

A L C A brniMfN. cm \ 
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Everywhere You 
Look - There We Are! 

Ranked Among the Best 
Franchise Opportunities in America! 

Success 
Magazine 

GOLD 
100 

Entreprenuer 
Magazine 

Franchise 
500 

Income 
Opportunities 

Magazine 
Platinum 

200 

Business 
Start-ups 
Magazine 

The Top 
150 

: muubuy Proven Leaders in the Lawn Care Industry 
20 year Track Record of Successes 
In-depth Training 
Exclusive Territory A i l f a - f w r t r * a 
Extensive Support SI«».!*?// ^ " S ^ S T I S 

Call us at 888-509-9500 
www. nitrogreen. com 

® 
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Ingersoll 7020LBH 
Loader/Backhoe 
• Compact, 4-wheel-drive is designed and 
built from the ground up as a 

loader/backhoe 
• Features heavy-duty lift arms with rein-
forced bucket for maximum strength 

• Includes single-lever control operation 
• Lift capacity is 750 pounds at full height 
• Backhoe is coupled to the tractor via 
mounting arms 

• Offers 92-inch digging depth with joystick 
controls and a selection of buckets from 8 to 
24 inches 

• Powered by 20-hp Kohler engine 
Circle 209 on reader service card 

FMC SmartBiz 
Software 
• Allows contractors to manage all areas of 
the business with one program 
• Advanced routing and scheduling pro-
vide the ability to preset and organize cus-
tomer appointments, maximizing produc-
tivity and reducing technician travel time 

• Maintains existing and prospective cus-
tomer information, assisting in cross-sell-
ing of new services 

• Tracks complete site history of all activi-
ties performed and materials used 
• Full invoicing and accounts receivable 
capabilities of the software include inter-
face to the general ledger 

• Tracks material usage and routine ve-
hicle and equipment maintenance 

• Ability to custom-tailor software helps 
meet changing business needs 
• New features include interoffice messag-
ing, on-demand scheduling, seasonal 
scheduling, spray notification tables and 
electronic exporting of N.Y. state chemical 
usage report 

• New hand-held field manager technol-
ogy to be available soon 
Circle 210 on reader service card 

Z-Spray Zero Turn Spray System 
New 36" Wide Unit 

Digital speedometer for calibration 
15 Gallon capacity. 5 gpm pump 

3 section/3 valve boom with Al tips 
200 Fertilizer capacity 

15 HP Kawaski electric start 
All hydraulic pump/wheel motor trans. 
Hard rubber coating on all frame parts 

L.T. Rich Products 
920 Hendricks Dr. Lebanon, IN 46052 

765-482-2040 . Fax 765-482-2050 
E-mail: z-spray@engineer.com 

KEEP YOUR EYE ON 

CHECKOUT www.TurtoTuif.com You wHI find off of If* most 
informative hydro seeding sitm on the internet Learn why hydro seeding 
is one of the hot trends in landscaping. Learn how to price jobs, whet they 

cost, where to çet watet, what seeds wiH work and tots more. 

Turin Turfs 300 galon hydro seeding system wtf seed 4000 sq. tt per load 300 gstor sys 
/ems are priced from 13995 00 ready to run, or lease at S 99.00 a month mih S196 00 down. 

50 Gei. 650 $1205 00 500 Gai. 0600 SQ/fttoad S 4706 00 
100 Gei 1300 tQfft/loed $1006 00 750 Gei. IM AcrvAoad $ 7006 00 
150 Gei. 2000 SQ/rt/toad $2705 00 1000 Gai. 1/3 Acna/load $ 0005 00 
300 Gei 4000 *q/W\oeà $3005 00 1500 Gai. 1/2 AcraAoad $10005 00 

For a {zlz video Qvui hi^dro s>ttdivu$ info pactes c a l l : 

TURBO TECHNOLOGIES, INC 
1SOO First Ave., Braver Falls, PA 15010 

I Tì 4 «46 0 6 7 0 1-800-822-343 7 r.tn 1 774 «46 J470 

www.turhotur1.com E Mail salos 1urhoturt.com 

USE READER SERVICE # 7 4 USE READER SERVICE # 7 3 
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Red Max 
PSZ25005 Power 
Pole Saw 
• Power pole saw powered by a 25.4-cc 
Strato-Charged, two-cycle engine 
• Engine meets CARB II and EPA clean-air 
standards by introducing fresh air into the 

engine between 
the exhaust gases 
and the fresh 
charge of air/fuel 

• Pole saw reaches 8 feet 
• Offers 74 percent fewer emissions and is 34 
percent more fuel efficient 
Circle 211 on reader service card 

PH Gordon Coip. Power Zone Herbicide 
• Excellent postemergent activity 
with proven performance for broad-
leaf weed control in turfgrass 
• The herbicide's fast-acting, cool-
weather response exhibits evidence of 
injury within hours 
• Serves as an alternative formulation 
where 2,4-D is not an option 

• Herbicide is rain-fast in as 
little as three hours 
• Able to reseed in as little as 
two weeks 
• Offers extended season for 
applications - apply earlier in 
the spring and later in the fall 
Circle 212 on reader service 

Banko 
Manufacturing 
Spray Products 
• Two spray products to choose from in-
clude a 200-
gallon space 
saver sprayer 
and a spot 
sprayer 
• The 200-gal-
lon sprayer 
comes on aluminum frame and is 
equipped with Honda engine and 
Maruyama piston pump 
• Spot sprayer available in 25-, 30- and 50-
gallon sizes and equipped with a Honda 4-
cycle engine and Maruyama piston pump 
• Engine pump on spot sprayer capable of 
delivering up to 1.8 gpm at up to 360 psi 
Circle 213 on reader service card 

<8> 
ISUZU 

TRUCK 

ATTENTION 
LANDSCAPERS 

Special Deals On All 
Landscape Trucks 

GNC INDUSTRIES: Call for details, 800-462-2005 

Call Isuzu Sales 
478-788-4601 

1-800-899-8696 
Middle GA. Freightliner-lsuzu 

Fax: 478-781-0966 
e-mail: chrisfountain@mindspring.com 

2002 ISUZU Crewcab, 14' dump body, 48" tool 
box, hitch, tarp, auto., ac, am/fm cass. 

2001 ISUZU NPR: gas, 16' landscape body, auto., 
ac, am/fm, weedeater racks, water cooler rack, 

shovel rack, curbside gate folds down 

Flatbeds, Dump Trucks, Super Lawn 
Trucks, Stake Bodies...WE GOT IT! 

2002 ISUZU NPR: diesel, auto., ac, am/fm, 16' 
LANDSCAPE BODY, Weed Eater Racks, Water Cooler 

Rack, Shovel Rack, Curbside, Gate Fold Down 

READER SERVICE #51 
120 

USE READER SERVICE #54 USE 
LAWN & LANDSCAPE 

mailto:chrisfountain@mindspring.com


FAX FORM 216/961-0594 
I ¡WlM M f a f f l 
Ml IIIW I i H I H V V U N V , 

I would like to receive (continue to receive) L&L free of charge 
(Free to qualified contractors. U.S. only) C 3 Yes No 

Signature. 

Name 

Title 

Date. 

Company, 

Address^ 

City _State_ _Zip_ 

Phone Fax 

E-mail Address 

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

• Yes G N O 

1. What is your primary business 
at this location? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2. Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
Q 6. Landscape Architect 
• 7. Other Contract Services (please describe) 

II. 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 Estates, Commercial & Industrial Parks 

III. DISTRIBUTOR/MANUFACTURER 
• 9. Dealer 
• 10. Distributor 
• 11. Formulator 
• 12. Manufacturer 

IV. 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) 

3. What services does your business offer? 
(please check all that apply) 
1. Landscape Installation 
2. Landscape Maintenance 
3. Landscape Renovation 
4. Mowing and related maintenance 
5. Irrigation Installation 
6. Irrigation Maintenance 
7. Turf pesticide application 
8. Omamental/tree pesticide application 
9. Turf fertilization 
10. Omamental/tree fertilization 
11. Tree Pruning 
12. Snow Removal 
13. Interiorscape 
14. Other 

2. 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) 

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

5. What year was your business founded? 

6. What were your company's 
gross revenues for 2000? 
1. Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4. $200,000 to $299,999 
5. $300,000 to $499,999 
6. $500,000 to $699,999 
7. $700,000 to $999,999 
8. $1,000,000 to $1,999,999 
9. $2,000,000 to $3,999,999 
10. $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2. Commercial % 
3. Other % Specify types. 

FOR M O R E I N F O R M A T I O N 
on advertised and featured products and services, 

circle the appropriate number below. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 

31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 

46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 

61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 

76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 

91 92 93 94 95 96 97 98 99 100 101 102 103 104 105 

106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 

121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 

136 137 138 139 140 141 142 143 144 145 146 147 148 149 150 

151 152 153 154 155 156 157 158 159 160 161 162 163 164 165 

166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 

196 197 198 199 200 201 202 203 204 205 206 207 208 209 210 

211 212 213 214 215 216 217 218 219 220 221 222 223 224 225 

226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 

241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 

256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 

271 272 273 274 275 276 277 278 279 280 281 282 283 284 285 

286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

JANUARY.02 

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

• Canada/Mexico 1 Year $35.00 
• South America/Europe* 1 Year $98.00 
• Other International* 1 Year $218.00 

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

•Check Enclosed 

• MCA/ISA • Amex • Novus/Discover 

Expiration Date. 

Signature 

(prepayment required) 

Total 100% 

Publisher reserves the right to determine qualification for free subscription. Incomplete forms are automatically invalidated. 

Do not staple. 

G1XLL 
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Rain Bird RSD 
Rain Sensor 
• Easy to install and durable 
• Saves water and extends irrigation sys-
tem life by automatically measuring pre-
cipitation and keeping irrigation systems from watering in 
rainy conditions 

• Suitable for 24VAC residential /commercial applications 
• Multiple rainfall settings from 1/8-inch to 34-inch are quick 
and easy by twisting a dial 
• Adjustable vent ring helps control drying time 
• The sensor's high-grade, UV-resistant polymer body resists 
the elements 
• 25 feet of UV resistant extension wire offers easy connec-

tion to irrigation controllers 
Circle 214 on reader service card 

Vermeer 
Manufacturing 
BC1000XL Brush 
Chipper 
• Enlarged feed opening 
• Equipped with standard 85-hp Cummins 
diesel engine 

• Split fiberglass engine hood provides easy 
access to engine components 
• Equipped with 66-inch feed table to put 
more distance between the operator and the 
roller system 
• Features noise-reducing design and op-
tional sound abatement package 
• Cutter drum provides cutting inertia to 
handle wood up to 12 inches in diameter 
Circle 215 on reader service card 

Advanced growing solutions 

Plant Survival Essentials 

T/0 PlflnTI 
Four (4) Critical "Plant Survival Essentials"... 

In 1 Convenient, Cost-Effective Planting Package! 

#1. 2-3-2 NATURAL ORGANIC FERTILIZER 
#2. ENDO-ECTOMYCORRHIZAL FUNGI 
#3. ADVANCED POLYMER GEL 
#4. BIO-PLEX BIO-STIMULANT 

More Information & Ordering 
1-800-441-3573 

Hydro Seeding Systems 

Register on-line 
to receive 

F R E E sample 
bottle of 

«me goo 

"Compare... 
Before You Buy" 

- Industry L e a d i n g 
P e r f o r m a n c e 

- Minimal Maintenance 
- H o l d s More Mulch 
- E a s y to Operate 

350 Gal lon Units 
Start ing at 

. $3995 . 

Model Shown: 
L90 

Price as 
Shown: 

$22,495.00 

-GO TO easylawn.com 
FOR A LISTING OF OUR 

UPCOMING TRADE SHOWS 

Model Shown: 
TM35-SR 

Price as Shown: 
$3,995.00 

s f r 

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION 

CALL 800-638-1769 
ION ^ ^ ^ 

LAWN 

USE READER SERVICE # 7 6 
& LANDSCAPE 

USE READER SERVICE # 7 7 
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Gehl Mid-size 
Compact 
Excavator Models 
• Four new mid-size units range from 5,557 
to 8,125 pounds 
• New models feature joystick controls with 
pressure-sensing hydraulics 
• Self-balancing power regulation delivers 
hydraulic power where needed 
• Cushioned cylinders and effort-free con-
trols provide hydraulic balance, enabling 
precise operation 
• Standard features include auxiliary 
hydraulics, two-speed drive, ISO/SAE 
pattern selector, dozer blade, independent 
boom swing and a wide variety of 
attachments 
Circle 216 on reader service card 

Great Dane 
Super Surfer 

V-200 V-300 

Call For Our Color Catalog 

region 
llork 

SPRAYING 
EQUIPMENT 

PO Box 8, Le Roy, NY 14482 
800-706-9530 716-768-7035 FAX 716-768-4771 

Financing Available 
www.gregsonclark.com 

Considering adding irrigation 
services to your outfit? 

Landscapers who have been certified 
through our courses have exceeded $250k in 
their second year in irrigation sales alone. 

* Courses: 5 day installation training (2 in-class, 3 on-the-job) 

* Follow up supervision on your 1st job when available 

* Limited class size-register early! 

N i l 
Northeastern Irrigation Institute, LLC 
Portsmouth, NH 03801 

603.433.6333 

124 
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USE READER SERVICE #83 

LAWN & LANDSCAPE 

• Available 
with 36-, 48-, 
52-, and 61-
inch decks 
• Floating 
deck follows 
ground 
contours 
• Change 
cutting 
height in seconds with easy height of cut 
adjustments 
• Stand-on platform positioned forward to 
increase operator comfort and improve 
performance 
• Enhances visibility for trimming 
• Available with 15-, 17-, 18-, 22- and 23-
hp Kawasaki engines 
Circle 217 on reader service card 

http://www.gregsonclark.com


Komatsu 
PC03 
Excavator 
• Expandable track adjusts from 28 to 
36 inches 
• Dig depth is 4 feet 11 inches using a 14-
inch bucket 
• Features one-piece boom design, articu-
lated boom swing design and 8.1-hp 
2D68E engine 
• 3.4-gallon fuel tank powers unit for up to 
7.5 hours without refueling 

• Auxiliary 
hydraulics 
reduce per-
sonal injury 

Circle 218 

on reader 

service card 

Poulenger USA 
AQUABOND-HL 
• Combines liq-
uid linear co-
polymer with 
plant abstracts 
• Available with 
an easy-to-use 
64-ounce hose-
end applicator 
formula that ser-
vices 5,000 
square feet 
• Eliminates dry spots and provides 
relief from drought and heat stress 
• Allows applied irrigation and rain to 
penetrate hardened and compacted soils 
• Helps conserve water resources 
Circle 219 on reader service card 

Scag Power 
Equipment Turf 
Tiger Grass 
Catcher 
• Catcher assembly can be removed and 
reinstalled without tools 
• Features 148-gallon, 15.9-bushel capacity 
• Compact, vertical blower design adds 
only 81/2 inches to the width 
• Three grass collection bags make dump-
ing easy with steel handles on the bottom 
• Easy-to-use latch system keeps hopper 
lid shut and grass bags in place even in un-

even, bumpy terrain 
Circle 220 on reader 

jT*v service card 

ISk 
ID 

Scarify • Rip Vegetation • Push/Pull Soil • Finish Grade • Prepare Seedbeds 
Call for Free Video (877)788*7253 

3 Tools-in-ONE! 
• Scarifier 

• Box Scraper 
• Finish Rake 

US PM-n Murrte 5606606 

www.tr3rake . COm HydroSeed innovators, mc 10680 McKinley H\yy • Osceola IN 46561 
(219)674*5296 • (219)674*5902 (fax) • (677)786*7253 (RAKE) • http >ww\v tr3rake cow • mfoCtr3rake com 

NEW JERSEY 
LANDSCAPE 
2002 
2 5 T H A N N U A L 
T R A D E S H O W 
& C O N F E R E N C E 

"Meeting the Needs of the Green Industry Professional' 

WEDNESDAY, FEBRUARY 27, 2002 
8:30 AM - 4:30 PM 

Meadowlands Exposition Center 
Secaucus, New Jersey 

$20 pre-registration • $30 day of show 

• Trade Show — A world of new ideas, methods, and materials awaits the Green Industry 
professional at New Jersey landscape 2002. Time and money savings for landscape contradors, 
lawn care operators, chemical applicators, grounds maintenance supervisors, irrigation installers, 
arborists, cemetery managers, property managers, school buildings/grounds supervisors, parks and 
recreation supervisors, municipalities and related occupations. See over 150 companies exhibiting 
everything you need to be successful in today's economy. 

• Conference — Seminars presented by Rutgers University Cooperative Extension Service. 
DEP recertification credits offered. 

• 25th Anniversary Grand Prize Give-Away — 48" Walker Mower 

Sponsored by New Jersey Landscape Contractors Association 

630 Valley Cowrt, Township of Washington, NJ 07676 ^ ^ r u t c e r s 

201-664-6310 • Fax: 201-664-7014 • www.njlta.org © c c x w r a t i v e » 
' ^ ^ V l > H I hM IIIIIU I 
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Rates 
All classified advertising is $1 per word. For box 
numbers, add $1.50 plus six words. Classified display 
ads $115.00 per column inch. Standard 2-color avail-
able on classified display ads at $175.00 additional. All 
classified ads must be received by the publisher before 
the first of the month preceding publication and be 
accompanied by check or money order covering full 
pavment. Submit ads to: Lawn & Landscape, 4012 Bridge 
Ave., Cleveland OH 44113. Fax: 216/961-0364. 

Business Opportunities 
SELLING YOUR BUSINESS? 

PUTTING GREENS 

FREE 
APPRAISAL 

NO BROKER 
FEES 

V Business 

D>L % 
\ 

Merger A Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

PUTTING GREENS 
Buy manufacturer direct! We offer a full ar-
ray of programs. On-site training. Protected 
areas Call today 866/460-PUTT. 

www.greenwaysystems.com 

EXTRA INCOME 
Easy parking lot clean-up with simple tool 

1-888/205-1929 ext.1 

PUTTING GREENS UNLIMITED 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use /market, new technology liquid slow-
release fertilizer, micro-nutients, adjuvants, 

drift control, seed treatments, etc. 
BUY DIRECT FROM MANUFACTURER 

Free Catalog - 800/832-9635 
Fax: 320/238-2390 

Email: kmfranke@hutchtel.net 

tmmnzmÊÊÊÊÊÊm 
LET THE GOVERNMENT FINANCE 
your small business. Grants/loans to 

$2,200,000. 
(www.usgovernmentinformation.com). 

Free recorded message: 707/448-0270. (NK8) 

Synthetic Turf International, LLC' 
Putting Greens Unlimited 

STI is offering profitable Distributor ships 
Utilize your existing equipment and man power 
to gain a new market for your business. 

Minimal Investment 
No Inventory Required 
Exclusive Territories 
Onsite Training 
Easy Installations 

Call to join the #1 Synthetic Putting Green 
Company in the World. 800-40S7455 

wwontheticMcom 

Back-\ard Putting Greens 
Synthetic putting greens are the fastest growing 
segment of the $20 Billion a year golf industry 

Reasons to call us: 
* Huge Profit ( enter 
* Easy Install Process FREE VIDEO 
* C a m NO Im enton 
* Excellent Add-On Service 
4 Residential & Commercial 
* Utilize Existing Equipment 
* B b y Manufacturer Direct 
4 \lan\ Extras 

www.allDro2reens.com 
FRANCHISE OPPORTUNITY 

Mow-N-Go' 2 0 5 / 5 4 1 - 1 9 0 0 

BIDDING FOR PROFITS 

BIDDING FOR PROFIT 
Are you earning what you deserve? Learn 

profitable techniques quickly & easily from our 
22 years as an industry leader. 

PROFITS UNLIMITED 
Seminars & Consulting "Your Key to Success" 

BIDDING & CONTRACTS ($47.95) 
Strategies on: Mowing, Landscaping, Mulching, 
Snow Plowing and many more. This manual 
shows you how to calculate cost based on your 
overhead and then how to apply those costs to 
your bidding process. Residential & commercial 
examples. Sample contracts, selling techniques 
and much more. 

CONTRACTS & GOALS ($39.95) 
Complete information on Service Agreements and 
Sample Contracts. They can be used as they are 
or as a framework to design your own. In depth 
information on what needs to be included in your 
contracts, selling on contract, establishing realistic 
goals to grow your company and much more. 

MARKETING & SALES ($39.95) 
Are you getting your market share? Let us help 
you generate the calls & sales that you deserve. 
Successful, time tested and proven strategies that 
work. Learn the who, what, when, where and why's 
of the lawn industry. Sales do not just happen! 

LETTERS FOR SUCCESS ($29.95) 
Set of 20 forms and letters ready to use as they 
are or to be used as a framework to customize 
your own. They include: "Introduction Letter," 
Bid Letter, Bid Proposals, Service Agreements, 
Hand-Outs and much more. Please send to: 

Mail check with your order, 
Print name and address to: 

#1 Profits Unlimited 
3930-B Bardstown Road, Louisville, KY 40218 

800/845-0499 
Visa, MasterCard, 

Discover, American Express 
www.profitsareus.com 
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Businesses for Sale 
COMMERCIAL LANDSCAPE 
MAINTENANCE 

Commercial landscape maintenance business 
includes tree trimming and installation. Orange 
County, California. Established 22 years, $5.5 
million annual sales, 3.5M or equity partner. 
Great opportunity for out-of-state company to 
expand into Southern California. 714/401-9128. 

COMMERCIAL 
LAWN MAINTENANCE 

Commercial lawn maintenance company serv-
ing Southern Nevada for 15 years. Grosses $1 
million a year. 5 trucks: 1997, 2-1999s, 2000, and 
2002, 3 walk behinds, 20 Toro mowers , 
whiptrims, blowers. $350,000. Started business 
overseas! Turnkey ready to take over today! Call 
702/400-1039. 

BUSINESS FOR SALE 
HOME & LAWN PEST CONTROL serving S.W. 
FLA. for 25+ years for sale. Grossed $130,000 in 
2000 (2 routes) Asking $75,000. Excellent oppor-
tunity for existing company expansion and 
growth with community! Owner retiring - 941 / 
290-6695. Serious inquiries only. 

FOR SALE 
RETAIL/WHOLESALE GARDEN CENTER 

Established 17 years, mom & pop operation. 
Must sell for health reasons. Volume of $300,000. 
Almost 2 acres, buildings - 4,000 sq. ft. Loaded 
inventory - dealerships. Located in fast grow-
ing North Texas. Fantastic opportunity to grow 
business. Serious inquiry only. Selling $325,000. 
Will finance partial. Reply to L&L, Box 409,4012 
Bridge Ave., Cleveland, OH 44113. 

BUSINESS FOR SALE 
LONG ESTABLISHED NURSERY IN 

AFFLUENT COMMUNITY 
Features include: 
Approximately 6 acres with 

• Building & Facilities 
• Nursery Equipment 
• Shade Houses 
• Wholesale Annuals/Flowers Nursery 
• Contract Growers 

Asking $695,000 
Please reply to e-mail: 

janeschwiering@norris-realestate.com 

BUSINESS FOR SALE 
Small, lawn maintenance company in Western 
PA, south of Pittsburgh. Established 21 years. 
Excellent customer base. Commercial residen-
tial accounts. Gross sales $55K. Excellent growth 
opportunity. Customers and all equipment. 
$20,000. Send inquiries to L&L, PO Box 410,4012 
Bridge Ave, Cleveland, OH 44113 

FLORIDA KEYS 
Fabulous Florida Keys, year-round landscaping 
and heavy equipment. Business with 6.4-acre 
wholesale nursery. Established with excellent 
growth opportunity. Inventory, accounts, prop-
erty. Call Sal 305/394-2914 Schwartz Property 
Sales 800/486-3377 ext. 219. 

Education 
EDUCATION/INSTRUCTION 

[ B E A LANDSCAPE DESIGNER 1 

| Home study. Design lawns, courtyards, wal 
ways, gardens, shrubbery. Free literature. 

I Send OR CALU 800-223-4542 
I 

School of Landscap« Design, Dept. GTA668 
I 430 Technology Pky., PCCH. Norcross, QA 30092 

For Sale 
LANDSCAPE DESIGN KIT 3 

LANDSCAPE DESIGN KIT 3 
4 8 rubber stamp symbols of trees, 
shrubs, plants & more. 1/B" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$89 • $6.50 8/h. VISA, MasterCard. & 
MO's shipped next day. Check delays 
[shipment 3 weeks. CA add 7.75%tax. 

, AMERICAN STAMP CO. 
FREE BROCHURE 12290 Rising Rd. LL22, Wilton. CA 95693 

Ifrotk. Looi 916-667-7102 TOLL FREE 877-687-7102 

e h h ï ï e c e 
Usedhydromulchers.com 

HYDROSEEDING/ 
EQUIPMENT AND SUPPLIES 

®"®CNHMEMM ( C O W W W C M . 
T — E - C - M - N - O — l - O - O — I — i—S 

• EC3000 Tackifier • 
• Hydro Seeders * 
• Straw Blowers * 

New 61 Used Equipment!!!^ 

One-Stop Shopping 
33SO Ric. 22 W., Unit 3A. Brjnchburj, N) 08876 

800-243-0551 •908-707-0800*Fax: 908-707-144$ 

www.ErosionControlTech.com 

HYDROSEEDING/ 
HYDROMULCHING 
EQUIPMENT AND SUPPLIES 

HYDRO SEEDING HELPER 

Slicky Sticky, com 
800/527-2304 

GPS VEHICLE TRACKING 
No Monthly Fees 

Call 800/779-1905 
www.mobiletimeclock.com 

STEEL BUILDINGS 

FACTORY LIQUIDATION 
OFF 

S U P E R T O U G H 
H E A V Y I - B E A M 

B U I L D I N G S 

Perfect for Use 
as Equipment 

Storage or 
Repair Shop 

4 0 X 6 5 ( 3 L E F T ) 
4 0 X 85 (1 LEFT) 

50 X 1 1 0 ( 2 L E F T ) 
6 0 X 150 (1 LEFT) 

> 2 0 Year Roof & Wal l War ran ty 
> P lenty of R o o m for S t o r a g e 

& a Workshop 

Prime Steel Some Other 
Models Avail. 

1 - 8 0 0 - 2 9 1 - 6 7 7 7 e x t . 1 0 8 

HYDRO-MULCHING 
MACHINERY 

Tu r f / \ A a k&r<§> 
Sod-Quality Results 

I f 
A High-Performance Real 
Hydromulching Machine 

• four minute loading 
• instant mixing 
• thick mulch 
• long hoses 
• no clogs 

Tur/Maker Corp. 
www. tur/maker, com 800-55J-2304 

FOR SALE 
80-inch Big John Tree transplanter. 7 years old. 
Mounted on 1985 Ford FT8000. $35,000 in good 
condition. 404/317-7703 

Help Wanted 
KEY EMPLOYEE SEARCHES 

Florapersonnel, Inc. in our second decade of 
performing confidential key employee searches 
for the landscape industry and allied trades 
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free. 
Florapersonnel Inc., 1740 Lake Markham Road, 
Sanford, FL 32771. Phone 407 /320-8177 , Fax 
4 0 7 / 3 2 0 - 8 0 8 3 . Email: Hortsearch@aol .com 
Website: http/ / www.florapersonnel.com 

GREENMATCHMAKER.COM 
The fastest, easiest way to find great jobs 

in the Green Industry nationwide. 
Where job seekers and industry leaders meet! 

www.greenmatchmaker.com 
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THE BRICKMAN GROUP, LTD. 
Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565. 

Email: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

GREENSEARCH 
GreenSearch is recognized as the premier pro-
vider of professional executive search, human 
resource consulting and Web-based job posting 
services for exterior and interior landscape com-
panies and allied horticultural trades through-
out the United States. Companies and job seek-
ers are invited to check us out on the Web at 

www.greensearch.com or call toll free 
888/375.7787 or via Email 

info@greensearch com 

HORTICULTURAL JOBS.COM 
Search Jobs - Post Resumes 

www.horticulturaljobs.com 

ACRES GROUP 
The BEST Place for the BEST 

People to Work! 
Acres Group, one of Northern Illinois' largest 
independent landscaping contractors growing 
at +17%, seeks additional MAINTENANCE 
MANAGERS & Customer Service Specialists 
to continue our growth. Opportunities avail-
able in 3 of our 5 facilities - Wauconda, Roselle 
& Naperville. Maintenance managers super 
vise & train multiple crews. Customer Service 
Specialists will assist in selling new projects 
&c overseeing them. Superior compensation 
and benefit opportunities. Contact Maureen 
for immediate confidential consideration PO 
Box 448, Wauconda, IL 60084. Phone: 847/526-
4554; Fax: 847/526-4587; email: 
maureen.fiantago@acresgroup.com. Surpass 
your own personal expectations in a fantastic 
team environment. Visit our Web site 
www.acresgroup.com for more career oppor-
tunities! 

ACCOUNT SALES REP 
GROUND PROS INC. 

Award-winning landscape contractor servicing 
the Chicagoland market seeks key person for our 
management team. Develop new leads, contracts 
and relationships with corporate, commercial 
and retail clients. Full-time, year-round position 
offers great compensation along with life, health 
and dental insurance. 

Fax: 630/705-1930 
EMAIL: groundpros@aol.com 

NEED EMPLOYEES? 
Advertise online and in print -

JOBS in Horticulture, Inc™. Attract industry 
experienced jobseekers. Powerful new features 

online - www.hortjobs.com. 800/428-2474. 
Fax: 800/884-5198. 

DeAngelo Brothers, Inc. is experiencing tremen-
dous growth throughout the country creating 
the following openings: 

• Division Managers 
• Branch Managers 

We have immediate openings in: 
MO, PA, GA, IL, MA 

Responsible for managing day-to-day opera-
tions, including the supervision of field person-
nel. Business/Horticultural degree desired with 
a minimum of 2 years experience working in the 
green industry. Qualified applicants must have 
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer an ex-
cellent salary, bonus and benefits packages, includ-
ing 401k and company paid medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geo-
graphic preferences and willingness to relocate 
to: DeAngelo Brothers, Inc., Attention: Paul D. 
DeAngelo, 100 North Conahan Drive, Hazleton, 
PA 18201. Phone: 800/360-9333, Fax: 570/459-
2690. EOE/AAP, M-F. 

CAREER OPPORTUNITIES 

CAREER OPPORTUNITIES 

With Northern California's Largest 
Independently Owned Landscape Company 

WWW.CAGW1N.COM 

EMPLOYMENT 
OPPORTUNITIES 

GREENSCAPE LANDSCAPE 
CONTRACTOR INC, 

A PA/NJ / DE firm seeks motivated individuals 
who have experience in the green industry. 
Available positions include: 

• Operation & Production Managers 
• Crew Leaders 
• Salesperson for Landscape & Tree Services 
• Landscape Designer 
• Arborist 
• Lawn Technicians 
• Equipment Operator/CDL Driver 

Year round salary with full benefit package in-
cluding 40IK plan and commissions. Fax resume 
to 856/321-0105, or call 215/927-9960. Email: 
jobs@GreenscapeOnline.com 

HELP WANTED 
Come join our sensational design/build and 
maintenance team. Opportunity awaits talented 
Branch Managers, Designers and Sales Repre-
sentatives for our Cleveland and Detroit opera-
tions. Great salaries, generous benefits and 
promises kept. 

Fax your resume to 
HR Director 440/357-1624 or call 

440/357-8400 ext 144 

Wheat's Lawn & Custom Landscape 
Wheat's, a premiere residential landscape firm 
in northern Virginia since 1978, has an opening 
for a personable, organized, "take charge" per-
son. Industry experience is essential. 
Wheat's offers: 

• $45-$50k benefit package 
• company paid health insurance 
• advancement opportunities 
• fantastic working environment and 
• 401(k) 

For confidential consideration, please send or fax 
your resume to: 

Wheat's Landscape Design Centre 
8620 Park Street 

Vienna, VA 22180 
Fax 703/641-4792 

Email wheatslcl@aol.com 

BRANCH MANAGER 

4 * T h e B r i c k n i u n G r o u p , Ltd . 

BRANCH MANAGER 
The Brickman Group, Ltd., a rapidly grow-
ing national landscape company, seeks expe-
rienced managers. Responsible for achieving 
client satisfaction, building a high perfor-
mance team, maintaining a profitable branch. 
Requires 8 years supervisory experience in a 
horticultural or related industry; college de-
gree or equivalent experience; strong written 
and verbal communication skills; computer 
literacy. Willingness to relocate desirable. We 
offer outstanding compensation and benefits 
in an environment of trust, honesty and re-
spect. Please send your resume to: 

Kathy Tracy 
18211A Flower Hill Way 

Gaithersburg, MD 20879; 301/987-1565 
or jobs@brickmangroup.com. EOE 

LANDSCAPE MANAGEMENT 
Wheat's Lawn & Custom Landscape 

Wheat's, a premiere residential landscape firm 
in northern Virginia since 1978, has immediate 
openings for management and sales candidates. 
Interested candidates should want to surpass 
own personal expectations, and have a desire to 
work with a motivated team. 
Wheat's offers: 

• excellent salaries 
• company paid health insurance 
• 401(k) 
• advancement opportunities 
• fantastic working environment 

For confidential consideration, please send or fax 
your resume to: 

Wheat's Landscape Design Centre 
8620 Park Street 

Vienna, VA 22180 
Fax 703/641-4792 

Email wheatslcl@aol.com 
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HELP WANTED 
Operations Manager/Engineer II (Services) 

NISH National Office 
Vienna, VA 

Position requires ability to provide advice, tech-
nical consultations, problem solving, costing/ 
staffing analysis plus negotiations, and training 
to Community Rehabilitation Programs (CRP), 
Federal Procurement personnel, and NISH Team 
members. Position is responsible for assisting in 
the development of federal government set-
aside contracts for grounds & landscape ser-
vices, to be performed by associated CRPs. As-
sistance in determining work requirements, es-
timating labor, assessing capabilities, develop-
ing standards, costing, analyzing operations, 
and providing on-site assistance are essential 
parts of the job. Developing and presenting 
training seminars, information briefings, qual-
ity assurance practices and materials, market-
ing data/materials, NISH Technical manuals. In-
volves travel up to half of the time. Eight years 
experience in grounds and landscaping indus-
tries, five of that with federal government land-
scaping contracts. Estimating and pricing of 
grounds and landscaping contracts. Experience 
in Quality Management a plus. PC skills, 
Microsoft Office and spreadsheet capability is 
required. Successfully manage multiple projects 
simultaneously. Experience with a CRP desired. 
Bachelor's degree in a related field required, and 
advanced degree helpful. 

Please submit resume to: Curtis D. Salter, AVP, 
Service Operations, NISH, 2235 Cedar Lane, 
Vienna, VA 22182, Fax: 703/560-3437, email: 
cusalter@nish.org E O E / M / D / V 

SALESPERSON WANTED 
Rapidly growing, 26-year-old arboricultural 
company is looking for 2 highly motivated sales-
people for our Plant Health Care division. Posi-
tion sells PHC Services (Tree & Lawn) to our 
current clients and company generated leads. 

Applicants should have good diagnostic 
skills, preferably ISA "certified arborist" or abil-
ity to obtain "certified arborist" designation, 
some knowledge of turf diseases and a burning 
desire to build his or her own business within a 
business. 

This position has excellent income potential. 
Renewal commissions afford a great opportu-
nity to build a personal long-term business 
within our current corporate structure. 

Compensation package includes base salary, 
excellent commission and renewal structure, 
company medical / dental / retirement plans and 
on-going company training. 

Qualified candidates should send resume, 
with salary history or call for interview. Direct 
inquiries or resumes to: 

Winkler's Tree Service 
Mr. Scott Franz, Director of Operations 

PO Box 1154 
LaGrange Park, Illinois 60526 

708/544-1219 
email: info@winklerstreeservice.com 

HELP WANTED HELP WANTED 

Can't find the job 
you're looking for? 

The best place to find the 
best careers in Agriculture and 

Natural Sciences is at 
www.jobhog.net. Check it out today. 

oz.net 

CAREER OPPORTUNITIES 
Green Acres Landscape Management 

A diversified, full service, commercial landscape 
contractor located in the heart of NE Wisconsin 
is seeking candidates for the following listed 
positions: 

Project Manager 
Responsibilities will include overseeing large 
commercial landscape projects, ensure timeli-
ness and cost efficiency. A degree in a related 
field is preferred and five years minimum expe-
rience of similar responsibilities. 

Landscape Foreman 
Ability to oversee projects and people with lim-
ited supervision. 

Sales & Marketing Manager 
Responsibilities will include implementing mar-
keting, business development, sales, and cus-
tomer retention plans. Must be focused and goal 
orientated. 

Ideal candidates would be willing to travel 
throughout the Midwest, have an exceptionally 
positive work ethic and excellent communication 
skills. Previous experience required. All positions 
include excellent health insurance, benefits and 
401k. Please e-mail resumes and salary require-
ments for project manager and landscape foreman 
to: 

Tom Bohn at 
twbohn@greenacreslandscape.com. 

Resumes for sales and marketing can be directed 
to Dave Wiegman at 

dcwiegman@greenacreslandscape.com. 
EOE 

HELP WANTED 
BOZZUTO LANDSCAPING COMPANY 

Serving Maryland & Virginia 

BLC is a stable, profitable, award-winning firm, 
seeking career minded individuals. 
Positions Available in: 

• Field 
• Sales 
• Management 

Email: tdavis@land.bozzuto.com 
Web Site: www.bozzuto.com 

Phone: 301/497-3900 

Regional Operations Manager 

TRUE OR FALSE? 
1. You know you're better than what 

the boss thinks. 
2. You're tired of company rhetoric. 
3. Your ability to train and help others is 

one of your strongest points. 
4. You're a bit of a "rebel" and believe in 

your opinion. 
5. You like to work hard but REALLY 

enjoy playing hard. 

FOUR O R M O R E T R U E ANSWERS? 
Then we want to talk to you. We have 
an immediate opening for a regional 
operations manager. This position is an 
excellent opportunity for a well-
organized individual with a proven track 
record. You must be able to communi-
cate well and have good organizational 
skills. If you enjoy people, we want you! 
E-mail your resume and salary history 
jsteiner@nl-amer.com. 

Industry Web Site 
LAWNCARESUCCESS.COM 

LawnCareSuccess.com 
Free Information and Consultation, Free 

Weekly Tips, Tips From Industry Experts, 
Green Industry Bookshelf, Hundreds of 

Valuable Resources on Marketing, 
Management, Customer Service, 

Employees, Start-Up. 

PROTURFEQUIPMENT.COM 
ProTurffEquipment.com 

Find everything for the Green Industry in one 
place - Machinery, Mowers, Hand 

Held Equipment, Parts, Irrigation, Lighting, 
Landscape Supplies, Fertilizers, 

Business Services, Snow Plows, Software, 
Hand Tools, Trucks, Trailers, and more. 

Let us help you get the word out. 

Lawn & Landscape Media Group 
Article Reprint Service 

Our professionally designed article reprints can 
be used as direct mail pieces, sales literature, 
training aids or trade show handouts. Add your 
customized advertising message, logo, mission 
statement or other valuable company informa-
tion for high impact promotion! 

bwiKdandscaoe 
ARTICLE REPRINT SERVICE 

Call 800/456-0707 to learn more. 
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Insurance 
COMMERCIAL INSURANCE 

Start-Ups and Franchises are our Specialty! 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services we 
can design a program for your company: 

Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb. / Pest. App. Irrig. Install. /Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

800/886-2398 or by fax at 614/221-2203 

M.F.P. INSURANCE AGENCY, INC. 

Landscape Equipment 
TREE STAKES 

Doweled Lodgepole Pine 
CCA Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Website: www.jasper-inc.com 

Supplies 
POSTING SIGNS 

Promotional yet economical 
800/328-4009 • www.rndsigns.com 

DOOR HANGER BAGS 
4 stock sizes • 800/328-4009 

www.rndsigns.com 

Software 
SOFTWARE 

Lighting 
LIGHTING 

Powerful Profits 

S m / Ì , & I 

A 
' A 

T r 
Holiday Lighting 

Keep Employees Year Round 

j f i f nry \ 

Wl >¡¡ 

ri 
S a i É l i t e 

Landscape Lighting 
Offer High Margin Services 

Training • Marketing • Suppl ies 
Over 350 Locations in 47 States & Canada 

t e P t e S S S â É C ^ i mC+ \mk V 
N Ì t e T Ì m e 

^ DECOR 
Elegant landscape lighting 

8 0 0 - 6 8 7 - 9 5 5 1 
www.ChristmasDecor.net 

Training 
TRAINING 
Interactive software empowers your 

employees with knowledge. 
800/328-4009 • www.rndsigns.com 

Turf Equipment 
TURF EQUIPMENT 

www.ritfenhc 

(continued from page 50) 

rock with checks and balances as it grows. 
"It takes time to go through and build the 

systems and procedures that are going to be 
necessary," Schmitt realized. "I want to build 
a capable company. I want the systems and 
procedures to grow and maybe even dupli-
cate themselves." 

Laying solid groundwork means polish-
ing the nitty-gritty numbers - like account-
ing systems. "I 'm still fussing with it," Schmitt 
admitted, adding that he underestimated 
the value of a large company's accounting 
entourage. Shamrock's department consists 
of Schmitt and a bookkeeper who comes in 
two days a week. 

And to make sure the business continues 
to do more than break even, maintaining low 
debt is imperative, he added. So is low over-
head, which is why he will decrease his 19-
percent cost to 15 percent this year. Schmitt is 
weary to accept credit lines, and he is skep-
tical of loans that hand over ownership of the 
company. "As a small start-up, you need to 
gut it out, and we're gutting it out." 

At the same time, the company fosters 
community partnership through the rotary 
club, chamber of commerce and involve-
ment in the Boy Scouts. "I think it's too easy 
to look at your business as something aside 
or apart from where you live," he pointed 
out. "If you can mold the two together. . ." 

He considers this possibility and returns 
to the reason he founded Shamrock: for fam-
ily, community and a sense of independence. 
For his two daughters and wife, for a chance 
to work for a lifestyle and not a paycheck, 
and for the ability to share these goals with 
like-minded achievers. 

The company might be "scrappy" for a 
bit longer, but "word of mouth is starting to 
kick in," he noticed. Schmitt struggles with 
invoices and billing, but still, Shamrock is 
feasting on the area's opportunities, han-
dling the turbulence of its first year quite 
well. 

"We are building an organization that is 
good at finding the low-hanging fruit and pluck-
ing it, so we will be an efficient business with 
low overhead and low debt ratio," Schmitt 
insisted. "We are following through with our 
employees, so they will be well taken care of 
and happy in the long term." [Q 

The author is Associate Editor of Lawn & Land-
scape magazine. 

p e r een The all-in-one 
Edition software for 
u landscapers 

True 32-bit Windows^ Design, Unlimited Data Capacity 
• Visual Job Scheduler, Job Costing, Street Mapping 
• Automatic Maintenance Scheduling and Routing 
• Automatic Invoicing, Phase Billing, Profit Tracking 
• Track Work History, Material. Labor, Productivity-
• Attach your own Photos to Customers, Job Sites 
• Full Accounting: G/L, A/R, A/P, Payroll, Checking, 

Inventory. Or link to QuickBooks \ Peachtree ® MS Office * 
• Print Proposals, Invoices, Work Orders. Statements, 

Purchase Orders, Reports, Letters, Labels. Send Email! 

Only $799 complete. 
Includes Free Support! 

For a FREE demo, call 24 hours: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 
or visit us at: 

www.wintac.net 
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COMPANY NAME 
A.M. Leonard « 

WEB ADDRESS 
.. www.amleo.com .. 

Adkad Technolgies www.adkad.com .. 
Alocet www.alocet.com.. 
American Honda www.honda.com 
American Isuzu www.isuzu.com 
American Steel Buildings www.americansteelspan.com 
Aventis www.aventischipco.com 44-45,100-101 
B.& D.A. Weisburger Insurance www.weisburger.com 9 
BASF www.turffacts.com 28-29,51-53 
BedShaper.... 
Bethel Sales.. 

.. www.bedshaper.com -

.. www.bethelsales.com .. 
BioPlex Organics .. 
Bobcat www.bobcat.com .. 
Brisco ... www.briscoinc.com .. 
C&S Turfcare Equipment www.csturfequip.com 
CDS John Blue www.johnblue.com 
Central Parts Warehouse www.centralparts.com ... 
Concrete Edge www.concreteedge.com .. 
Dow AgroSciences www.dowagro.com .. 
Drafix www.drafix.com . 
Easy Lawn . 
Fabriscape.. 
Finn Corp.. 
CMC.. 

.. www.easylawn.com .. 

.. www.fabriscape.com .. 

.. www.finncorp.com.. 

Creenlnd ust ry Yel low Pages.c< 
Gregson Clark 

.. www.gmc.com.. 

.113 
.113 
.123 . 11 .88 
.107 
.... 18 
.... 18 
..22 
.. 49 
. 8 9 

.123 
..94 
. 4 6 
..2,3 

Hiniker 
Hortica 
Morticopia .. 
Hunter .. 
Hydroseed Innovations .. 
ICD. 
John Dei 
Kohler . 

.. www.greenindustryyellowpages.com 131 

.. www.gregsonclark.com 124 
. www.ninikerco.com 35 
.. www.floristsmutual.com 47 
.. www.horticopia.com 112 

www.hunterindustries.com 134 
www.tr3rake.com 125 
www.selecticd.com 116 

leere.com 87 
com 99 

.. www. 

.. www. 
.johnde 
.kohler. 

Landscape Graphix www.landscapegraphix.com 118 
Lawn & Landscape Online www.lawnandlandscape.com 114-115 
Lawn k Landscape 

Online Sweepstakes www.lawnandlandscape.com 109 
Lawn & Landscape School 

of Management www.lawnschool.com 104-106 
Lebanon Turf Products www.lebturf.com 7,111 
LT Rich Products 119 
Marcus Drake Consultants 24 
Middle CA Freightliner 120 
Monsanto www.monsanto.com 31-34 
N.J. Landscape Show www.njlca.org « 
National Arborist Association www.natlarb.com . 

New Holland.. 
Nitro Green . 
Northeast Irrigation Institute 
Oldham Chemical www.oldhamchem.com . 

.125 
..48 
..30 

.. www.newholland.com/na/ 93 
.118 
.124 
.116 

.. www.nitrogreen.com .. 

RS« 
41 
53 
95 
92 

120 
52 

20,31 
34 

17,22,23 
66 
67 
76 
13 
51 
62 
48 
49 
39 10 
25 
77 
59 
46 

82 
78 
45 
21 
65 
33 
80 
69 
24 
30 
71 

12,64 
.... 74 

40 
75 

... 121 
81 
47 

.... 44 

.... 26 

.... 72 
79 

Stihl www.stihlusa.com .. 
Syngenta www.syngentaprofessionalproducts.com 39 . 
Toyota www.toyota.com 133 . 
~ " 5 0 . Tree Staple 
Tree Teen ..• .. www.tree-tech.com .. 
Triple D Enterprises www.tripled-enterpri» 
Tuflex www.tuflexmfg.com ... 

United Horticultural Supply .. 
Vanguard 
Visual Impact .. 
Wells Cargo 
Westheffer .... 

.. www.turboturi.com .. 

.. www.uhsonline. 

.110 . 
.. 102 . 
. 119 . 
...91 . 

.. www.camelotsoftware.com 

.. www.visualimpactimaging.com 94 . 

.. www.wellscaigo.com 92 .. 
westheffer.com 92 . 

COMMERCIAL MOWER RUYERS 
Dixie Chopper 
Dixon 
Encore .. 
Excel .. 

Ferris Industries 
Frederick 
Grasshopper 
Gravely 
JRCO . 
Jungle Jims.. 
Kubota 

. 58 

. 56 

. 57 

LESCO.. 
Scag 
Snapper 

Textron 
Walker 
Yazoo Kees . 

www.dixiechopper.com M 30 167 
www.dixon-ztr.com M6 tm 
ivww.encoreequipment.com M7 157 
www.excelhustler.com M17 
www.exmark.com M19 H? 
www.ferrisindustries.com M2 1 « 
www.silverstreak.com M23 164 
www.erasshoppermower.com Min m 
www.gravely.com 
www.jrcoinc.com 

M3 1M www.gravely.com 
www.jrcoinc.com M16 171 
www.iunglejimsap.com _ M3 IM 
www.kubota.com M5 ISA 
www.lesco.com M25 IM 
ivww.scag.com M 29 M f 
www.snapper.com MA 1*1 
www.spread4mower.com M16 17S 

M14 173 
www.textron.com Mil, M13, M15 156,160,161 
www.walkermowers.com M21 i t f 
www.yazookees.com M9 158 

'Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape advertisers. 

Come grow 
with us. 

We're seeking experienced Lawn Care 
professionals to provide quality 
service in our NY, NJ, CT, MA, PA 
and VA branches. At SavaLawn, 
we are expanding throughout the 
northeast and our team is growing 
along with us through the support of 
our career advancement program and 
tuition reimbursement. SavaLawn 
offers an excellent benefits package 
& a quality driven work environment. 

If professional growth is 
important to you, 

call SavaLawn. 

P: (914) 241-4999x130 
F: (914) 244-9375 

w w w . s a v a l a w n . c o m 

WWW. GreenlndustryYellowPages com 

Find It. 
Arbor Care 
Environmental 
Erosion Control 
Forestry 
Garden Center 
Golf Course 
Greenhouse 
Holiday Season 
Horticulture 
Interiorscape 
Irrigation & Lighting 
Landscape 
Lawn Care 
Nursery 
Property Management 
Specialty Products 
Turf 
Water Gardens 

Be Found. 
*Build your brand awareness. 

*Reach your targeted audience. 

'Market your services inexpensively to the green industry internet community. 

1 (888)999-5133 sales@GreenlndustryYellowPages.com 

USE READER SERVICE # 8 3 
LAWN & LANDSCAPE 
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Positioning People 
at Tropics North 

Human behavior, an excellent predictor of how one will 

perform a task, is difficult to define, measure or match to 

a job. Before you make well-informed decisions about 

people, you must know what you want and what they 

want. Unfortunately, we used to spend little time deter-

mining what is necessary to do a given job, relying 

primarily on education, job experience and personal 

projection in our hiring practices. This means we fre-

quently took expensive risks when filling positions. 

We didn't want to take those risks any longer. We 
wanted to improve our hiring practices and retention 
level. In 1996, we started utilizing the Cleaver System, 
which uses an integrated four-factor model to provide 
instrumentation for measuring human behavior. 

Recognizing that every job and every individual dis-
plays four behavioral traits (drive, influence, steadiness 
and compliance) in different combinations and to differ-
ent degrees, the Cleaver System teaches an employer to 
better understand those four traits and how they interact 
with and influence each other by measuring a person's 
behavior, internal motivation and motivating values. 

Then the system encourages employers to set job 
standards in their hiring practices so that a potential 
candidate's test score tells the employer whether or not 
that person fits into the company culture and position. 
At Tropics North, we won't hire someone who doesn't 
score above a 75 percent match to our criteria. 

All potential new hires are evaluated and measured 
against 13 success indicators, which are education, work 
experience, mental agility, character, financial wisdom, 
behavior, internal motivation, values, outside influences, 

maturity, contacts, energy and personal projection. Rarely 
is any candidate a perfect match, but the Cleaver System 
teaches us how to create personal development plans for 
employees to reach and exceed job expectations and 
enhance personal growth. 

For instance, Manuel Leyjas had been a loyal, long-
term employee with Tropics North. Unfortunately, Leyjas 
was stuck in a role as a grower for several years and 
became frustrated with his inability to progress. As a 
result, his performance fell below expectations. Both the 
company and Leyjas were limited in their ability to help 
him progress and contribute in a more significant way. 

Leyjas went through the preliminary Cleaver evalu-
ation process, which is a three-page, multiple-choice and 
question-and-answer profile that asks people to rate 
different values and define their characteristics. The test 
results reported that Leyjas was best suited for a sales 
role and not a grower role, so we put him in charge of 
sales for our tree farm division. Without any formal sales 
training, Leyjas increased sales by 30 percent in his first 
year and almost doubled his income. His self esteem and 
job satisfaction went through the roof. 

When we found out what motivated Leyjas and put him 
in the right job, great things happened. Once we determine 
what motivates individuals, we unlock their potential. 

After an employee completes the basic profile, an evalu-
ation date is set, which is when we go over his or her results. 

Through this program, Tropics North had the choice 
of paying $400 per individual to have an evaluation done or 
to train someone in the company to conduct these evalua-
tions. I went through the basic and advanced training 
courses, which cost less than $15,000. Then we evaluated all 
middle and senior managers, and now we evaluate every 
potential job candidate before he or she is hired. The system 
helps us make better hiring decisions, ensuring the appli-
cant is qualified to meet our company's objectives. 

By implementing this system, we learned that under-
standing the impact of people's values (the personal 
desires and priorities that most influence and direct 
motivation and behavior) in the workplace can mean the 
difference between success and failure. ID 

Th&author is chief executive officer at Tropics North, Princeton, 
Fla. To learn more about how the Cleaver System helped 
Tropics North, call Greg Proch at 305/258-8011 or 
gregp@tropicsnorth.net. Or contact the Cleaver Co. directly at 
508/620-0553 or www.cleavercompany.com. 

lê Create a common management language. 

2. Determine what is necessary to do a given job. 

3. Measure each candidate against the standard. 

4. Identify key motivating employee values. 

5. Develop programs for continuous employee 
improvement. 
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A FIELD GUIDE 
TO CATCHING A1512LB. BLACK MARLIN 

USING TOYOTA TRUCKS. 

THE WATERS OFF THE COAST OF PERU ARE ICY. BUT HAVE NO FEAR — YOU RE ON THE DECK OF THE SHIP WITH A TUNA MELT 

A RELIABLE FLEET OF TRUCKS FROM 
US MEANS MORE FREE TIME FOR YOU. 

BUT BAD NEWS FOR FISH. 

YOU'VE got your fleet of Toyota trucks 
and you haven't heard a word about 
them in weeks when it dawns on you 
that t h i s free 
t ime c o u l d be 
cashed in on that 
mar l in f i s h i n g 
trip you've always 
dreamed about. 
A little research 
on Thursday and 
you've booked 
a flight south. 
Friday you take an hour and call Uncle 
Al who's been there twice. He's got the 
name of some guy in Lima, Peru, who 
sets you up right. Monday 
comes and you take your 
first "personal day" in years. 
Just so you can familiarize 
yourself with all the items 
in the equipment section 
at Fishing World. 

MOUNT HIM NEXT TO YOUR PHYSICS P H D 
GUESS WHICH ONE PEOPLE WILL TALK ABOUT? 

snaps taut. Time freezes as you reach 
for the pole. A whirlwind of all the 
decisions that got you here races 
through your mind. And at this precise 
moment you're realizing, if you'd had 
Toyota trucks in your fleet years ago, 
this might be your third or fourth trip 
to South America. When suddenly the 

line whips to the 
left and you're 
b a c k to the 
moment at hand. 

T H E TECHNICAL 

name for marlin 
is Makaira indica 
but for now we'll 
just call him... 

let's see...how about...Stan. Stan's 
come all the way from the Galapagos 
Islands and he's doing his best to 

decline your invitation to the backyard 
fish fry that's been planned for your 
return. He breaks the water and you 
see him staring you in the face. 
Winking as if to say, "How strong are 
your arms? How sturdy your back? My 
pull on this line is that of six strong 
men, so how's about you come in here 
with me in the water?" 

STAN THE MARLIN S FAVORITE DISH THE SLANT-FACED 
KONA LURE YUM YUM YUMMY YUM 

BUT NO, you say. "My choice of a 
reliable fleet of trucks from Toyota 
(blatant sponsor plug) has put me here 
today and I'm going to stay on the nice 
boat with my sandwiches and sodas. 
With my support crew who'll get whatever 
I need on a whim. Enjoying the sweet 
salt air and the crystal-clear blue cobalt 
waters." And so the conversation goes 
between you and Stan from the Galapagos 
Islands. Minutes go by. A half hour. 
Forty-five minutes later you're totally 
spent and you're thinkin' this Stan is 
quite an arguer, when he finally agrees 
to join you on the boat. And while you 
know the ache in your arms will go 
away someday, you'll always be grateful 
that your fleet of Toyotas freed you up 
to spend some quality time with Stan. 

A WEEK later you're 
strapped into the "fighting 
chair" on the back of a 
boat just about 25 miles 
off the coast when the line 

THE RELIABILITY AND TOUGHNESS of Tacoma and Tundra mean you'll have 
some free time on your hands. Time not spent dealing with hassles. 
Just the ticket for anyone who wants a fleet they can count on. Our 
proof? The Tundra received the highest overall safety rating of any 
full-size pickup by the Insurance Institute for Highway Safety:* And 
to rid you of even more angst, we've assigned field fleet managers to 
your part of the country to ensure more personal, timely service. To 

get started, visit fleet.etoyota.com. 
You'll find competitive comparison 
links to other industry Web sites, and 
once you've qualified, you can order 
your vehicles online. 

'Jundta rest dat* 4/30/01 - Trod* evaluated to date 4 <40-mph 40% frontal offset crash test). Ratings are only meaningful ortien comparing 
vehicles in the same werght class ©2001 Toyota Motor Sales. U SA , Inc Buckle Up! Do it for those *tic love you 

TO O R D E R Y O U R TOYOTA F L E E T CALL US AT ( 8 0 0) 7 3 2 - 2 7 98. 
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Resources 

Enhance Yo "Designs 

Resource management plays an increasingly 
critical role in site planning. Water, labor and 
energy-efficiency all impact the design and 

viability of public and private projects, regardless of 
geographic location. 

At Hunter Industries our corporate 
mission challenges us to produce irriga-
tion equipment that promotes a visually-
stimulating landscape, yet water-wise 
environment. That's why we invite you 
to become better acquainted with our 
expanded line of advanced products for 
improved water management. Hunter 

rotors, sprays, valves and central control systems offer a 
range of technically-superior enhancements, including 
spray heads and valves with water-saving regulators, new 
rotors for low pressure sites and control systems that are 
fully expandable with state-of-the-art modularity. 

For more information on an efficient Hunter system, 
contact us for a free copy of the Hunter Water Management 

Kit with ideas on how you can incorporate 
new water-saving techniques into your 
landscape plans. 

At Hunter Water Management is Our Mission. 

Himter 
The Irrigation Innovators 

1940 Diamond Street, San Marcos, CA 92069 USA • 800-733-2823 • Fax: 760-471-9626 • www.Hunterlndustries.com 
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