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The Toro" Dingo” Compact Utility Loader.
Throw us at your roughest jobs, in your hardest conditions.
We'll come out on top every time. With the Dingo’s
ability to channel full power where it’s needed, when
it’s needed, it’s proven itself again and again, on every

kind of job. In every kind of environment.

So you think you've got a challenge? Bring it on.

For more information call 1-800-DIG-TORO or visit toro.com.
USE READER SERVICE #10
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The shortest distance between broadleaf and grassy weed control.

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

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.

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



http://www.turffacts.com
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IMPROVE THE DURABILITY OF TREES

with Plant Growth Management Techniques

A NEWTOOL

Rainbow Treecare Scientific Advancements announces the introduction of a soil applied
tree care tool for the arborist industry called Cambistat™ 2SC (active ingredient - Paclobutrazol).
This product has been extensively researched and is widely used in the utility industry,

Research has shown the following results:

* Reduced crown vegetative growth. (less pruning needed)

* An improved balance between the crown and root system.

* A measurably more durable tree to drought, heat, salt, and cold.

* A visible reduction in stress related to insects and disease.

» Stabilization of trees in mild decline.

» Stimulation of fibrous roots in trees like oak and linden. (other species need more research)

As with our other products, Arbotect® and Alamo®, we will provide thorough technical
support for the use of Cambistat™ 2SC including field training as well as support to help
you successfully integrate this proven product into your growing business.

www.rainbowscivance.com

SEIVIIINAR

The science and practical
use of Cambistat™ 2SC in
the urban landscape.

"Enhancing Tree Root
Development and
Tree Health with
Paclobutrazol”

Ao e

“How To Grow Your

Management Systems

6 ISA CEU'’s

Call Now For
Location &

Reservations
Detroit Ml Mar 14
Milwaukee Area Apr ||
Chicago IL Apr 12
Maryland Area Apr 14
Denver CO Apr |18
Orlando FL July TBA

Ft Lauderdale FL  July TBA
other locations on-demand

Limited Space
in Some Cities

NG B,
SN0y,
N7
Rainbow Treecare

Scientific Advancements

for Seminar Information, References, Research, and Protocols

ca II Fﬁ\qﬂ!‘l-freg 1 -877-ARBORIS(T)

stered tradmark of Rainbow Tre » Scientific Advancements
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" BUILT TO RES
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longest-lasting trucks on the road. 877-THE TRUCK or chevy.com/silverado

SILVERADO
LIKE A ROCK

*Dependability based on longevity: 1981 ~July 2000 full-ine light-duty truck company registrations. Excludes other GM divisions
Chevrolet and Z71 are registered trademarks of the GM Corp. ©2002 GM Corp. Buckle up, Americal
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CONTEINTS

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

A Features:
CONFERENCES J Don't miss original features, like

g our Message Board, found only
Eussesa fuss J on Lawn & Landscape Online!

“Z" and walkbehinds...again

STORE Posted By “Matthew Morgan” on 2/4/2002 at 3:12 PM

‘ OK, tell me this. You have the same size property that a Z or
MESSAGE BOARD ' a walk behind can do comfortably. An average residential

) lawn for example. Who will get done first? Not running a race,

MSDS TOOLS ! but average times on the job. Same deck on both. How about
at the end of the day?
| am a sponge on this walk behind thing, pour your knowl|-
PRODUCTS J edge out.
EVENTS J Re: “Z" and walkbehinds...again
Posted By Andy N. on 2/4/2002 at 3:16 PM
‘ Problems w/ people seeing a “tractor” on their property, large
RESEARCH J ruts when it its wet, might as well run the walk behind!
CLASSIFIEDS j Re: “Z” and walkbehinds...again
—_ Posted By Gregg Williams on 2/4/2002 at 4:37 PM
CAREER CENTER The z is probably a little quicker.. however I'm taking accounts
from other contractors left and right because they are using
“Z" on smaller properties. So is faster really better?
TRAINING j
BUSINESS CARDS l GE I
e THIIS!Y
Xaly Sign up
ASSOCIATIONS | Xaay | | for these
T — Visit Lawn & Landscape FREE
Online for More Services:
‘ ‘ Infor n_:at.lon : * Weekly E-Newsletter
on This Issue's Feature T
Articles: R AT
* Achieving Well-rounded Revenues E-Nowsletter
* Picking Plants for Specific Zones * Downloadable MSDS
& Labels

Spray Drift Label Legislation

Handling Difficult Clients

Drip Irrigation

8  MARCH 2002 LAWN & LANDSCAPE


http://www.lawnandlandscape.com

EDITORIAL

CINDY CODE Group Publisher

e-mail: ccode@lownandlandscape.com
BOB WEST Editor

e-mail: bwest@lownandlandscape.com
NICOLE WISNIEWSKI Managing Editor

e-mail: nwisniewski@lawnandlandscape.com
KRISTEN HAMPSHIRE \\anaging Editor — Special Projects

e-mail: khampshire@lawnandlandscope.com
KRISTIN MOHN, Assistant Editor

e-mail: kmohn@lawnandlandscape.com
ALI CYBULSKI, Contributing Editor

e-mail: acybulski@ownandlandscape.com

GRAPHICS/PRODUCTION

CHARLOTTE TURCOTTE, At Director

HELEN DUERR, FProduction Manager

CHRISTIE SKRUCK, Advertising Production Coordinator

ADVERTISING/MARKETING
KEVIN GILBRIDE, Iational Sales Manager
e-mail: kgilbride@lownandlondscape.com
MATT ZAHN, Soles Representative
e-mail: mzahn@lownandlandscape.com
DAVID BLASKO, Soles Representative
e-mail: dblasko@lawnandlandscape.com
MIKE STENGER, Scles Representative
e-mail: mstenger@lownandlandscape.com
KEVIN YATES, Soles Represeniative
e-mail; kyates@lawnandlandscape.com
MAUREEN MERTZ, Account Manager
1723 South Hill, Milford, Michigan 4838 |
Phone: 248 /685-2065 , Fax: 248/685-2136
e-mail: mmertz@lawnandlandscape.com
AMY PEPPERS, Market Coordinator
e-mail: apeppers@gie.net
JENNIFER HALAS, Market Coordinator

e-mail: jhalas@gie.net

WEB/INTERNET
CHERYL GREEN, Iniermnet Editor

e-mail: cgreen@lawnandlandscope.com

CORPORATE STAFF
RICHARD J. W. FOSTER, President and CEO
DAN MORELAND, Ceneral Manager
JAMI CHILDS, Direclor, Business Resources and
Operational Systems
JEFF FENNER, Director, Conferences & Seminars
JENNIFER RENNIE, Circulation Marketing & Database Manager
KELLY ANTAL, Accounting Coordinator
LORI SKALA, Manager, Books & Directories

EDITORIAL & SALES OFFICES

4012 Bridge Avenue, Cleveland, Ohio 44113
Phone: 216/961-4130, Fax: 216/961-0364
Infernet: www.lawnandlandscape.com

Snk‘,:.‘}( rlpiix’m:» 42; f;;'(l:;%ufn"‘d.S 2 I C)/ Q() 1-41 30

L&L IS A MEMBER OF:

b 15 )

The American Nursery & landscape Association
The nex .

The at

Why
Weisburger
Insurance?

GREG CROSSLIN, Esq.
Crosslin, Slaten, &
O’Connor PC.

‘ve had the pleasure of working with Michael,
I Charlie, Dan and Mark over the years, and
I've witnessed their interaction with both lawn
control operators and insurers. What sets
WeisburgerGreen apart is that they go above and
beyond selling policies. They are a true resource
for the green industry, and they enable their insured

to be better at what they do.

WEIYBURGERGreen

AU ANCE

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

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

USE READER SERVICE #60
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SUPERCHARGED EL’Z TECHNOLOGY

_~— ROCKER ARMS

— EXHAUST PORT
~——————————— EXHAUST VALVE

S INTAKE VALVE
— PUSH ROD
~ CAM FOLLOWERS

"\ COMBUSTION CHAMBER
"\ REED VALVE
" POWER BOOST CHAMBER

At Shindaiwa. when we develop a new
product we leave no stone unturned. Take

\ '\ our T2500 trimmer. Its new (4 Technology”
\« \ engine was found hiding in an obscure

A U.S. military spy plane. And. trust us.

you'll feel that heritage the first time you
fire a T2500 up. There's more torque
and quicker throttle response than any

old two-stroke. Plus. it's cleaner running

and offers better fuel economy.

Now you may be wondering what are
the drawbacks. Honestly, there aren't any.
The T2500 runs in all positions. there's

no oil reservoir. and it's easier to maintain.

Yes. the future has arrived. And for the
weeds. it's not going to be pretty. Contact
your dealer for details. Find him at

shindaiwa.com, or call 800-521-7733.

shindaiwa
FIRST TO START. LAST T0 QUIT.

USE READER SERVICE #14
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“The rewards in business go to
the man who does something
with an idea.” — William
Benton

Be Your Own

I’m not a big fan of self-promotion. My feeling is that
people or groups that need to beat their own drums
for attention must not be doing their jobs well. After
all, if they were handling their particular duties well,

people would notice, right?

This idea has merit in theory, but it's not good
business. Business success depends largely on sales,
and that means differentiating yourself from your
competition and letting your customers know about
the quality work you do. If you're not going to do
these things for your business, who will? Simply
trusting your customers to notice the quality of your
work is risky.

So, | write this column be-
grudgingly, but now, on to
the self promotion...

As you've likely noticed,
we’ve enhanced our editorial
coverage lately to continue
giving you more information
than you'll find in any other
landscape publication. Last
year, we added industry vet-
eranDavid Minor, and thisyear
we've brought two more col-
umnists on board.

We're very pleased tohave
Jack Mattingly as a regular
contributor to Lawn & Land-
scape. Jack spent five years
with Environmental Careand
the last six years consulting
with landscape companies
across the country. He knows
the right way to run a landscape business and he
understands the challenges contractors commonly
face. His expertise will be shared through
“Mattingly’s Message,” which can be found in our
Market Trends section each month.

The other new face we've added to our pages is
Jean Seawright, a veteran human resources profes-
sional who has worked with some of the largest lawn

Drummer Boy

our Business Strategies or School of Management
conferences, where she was one of our most popular
speakers. Her information about managing people
and personnel policiesis righton the mark, and ithas
never been more pertinent than it is in today’s liti-
gious society where quality workers are so hard to
find and keep. You won't want to miss a single
month of Jean’s column, “In the Office.”

Of course, we're aware of other challenges you
face in your business as well. One area is the myriad
questions many contractors have about the paperwork
they should use in their businesses. There are a host of
forms that can help every company, but coming up
with the time and the words to make them a reality is
never easy. That's where “On Paper” comes in.

This monthly department features business forms
that green industry firms use, along with a descrip-
tion of how each form is used in that business.
Readers can use this information to create their own
forms or visit the Business Tools section of our
dynamic Web site, www.lawnandlandscape.com,
and find electronic versions of the forms along with
dozens of others.

Lastly, we all recognize the importance of con-
tinuing education, and books are a great vehicle for
this. Unfortunately, picking the best read is a daunt-
ing task due to the incredible number of them. That's
why you can find the L&L Book Reportin our Market
Trends section. Each month, a contractor will review
a book he or she found particularly informative,
with the hope that this will help you find new
resources for your own ongoing learning.

Ultimately, our mission is to provide you with
solutions to yourchallenges S0 you can operate more
efficiently and profitably. No one will ever have all
of the answers in business, but there’s no reason you
can’t have more tomorrow than you have today. If
there are issues that you'd like help tackling, drop
me a line at 800/ 456-0707, ext. 239 or send me a note
at bwest@gie.net.

Lo Wit

care firms around. Some of you may have met Jean at

LawN & LANDSCAPE

www.lawnandlandscape.com
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WAIT UNTIL YOU
SEE IT FROM THE

DRIVER'S SEAT.

No matter how you look at it,

the brand-new Bunton® BZT 2000 L %)

Series riders are. built to fast, from

— U [ . \ the tires up. Combined with the

proven performance that you

\ | T expect from Bunton, these

’ ) . ¢ \ ZT riders are loaded with premium

A \ ® extras. Like more gas and diesel

¥ . ‘\ v engine options, plus extra-tough
\ 7-gauge steel construction that

\\ stands up to the most challengifg

| . conditions you encounter_."sﬁ_et,t'er

still, features like an eleets :

and a 12-gallon fuel capacity

‘ | you time and money: Buntgn, 4

U ! : riders also feature our exclusiverte §

f - 3-2-1 warranty} so you.can rest

assured that you've invested in the

right mower. Together with our

e
new walk-behinds, they're praof R
that there’s never been a better ﬁmes _Y
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Managing
Unemployment Costs

Unemployment benefit payments are supposed to be
available to workers (claimants) who are temporarily
unemployed through no fault of their own and who are
attempting to reenter the labor force. Unfortunately, the
unemployment system has not been updated or revised
inmany years, 5o itis fraught with the potential for abuse

that always seems to fall on the back of the employer.

Employees who quit their jobs without good reason
connected with work or employees who are fired for
misconduct connected with work should be disqualified
from receiving unemployment benefits. Employers usu-
ally have to prove this misconduct. This is why it is s0
important for contractors to document employee issues
and have employees develop and sign a written resigna-
tion letter.

Company unemployment taxes pay for unemploy-
ment benefits. For this reason, employers should become
familiar with the events that disqualify former employ-
ees from taking advantage of unemployment.

Before an individual can receive unemployment ben-
efit payments, several basic requirements listed below
must be met. The claimant:

* Must show a prior attachment
to the labor force.

* Must maintain an active search

for employment.

* Must nothave caused hisorher
unemployment. Benefits are paid
only to individuals unemployed
through no fault of their own, Of
course, most states take the position

that “poor job performance” is not

the fault of the employee.

The author Is president of Seawright &
Associates, Inc.. & consulting firm located
in Winter Park, Fla. She can be reached via
e-mail at jplleggiiseawnght com or at
4076452433

TIPS TO KEEP COSTS DOWN. Although it seems
that almost any person can collect unemployment for any
reason, there are some proactive things you candotohelp
manage unemployment costs:

* Keep accurate records of employment agreements,
employee performance, dates and details of warnings
and other disciplinary measures.

* If you have received information that a claimant is
not available for work, is not able to work, has refused to
work or is employed elsewhere, be sure to notify the
Unemployment Office immediately.

* Have new employees complete an “introductory
period acknowledgment” form. Many states disqualify
employees from receiving unemployment compensation
if they are terminated within the first 90 days of their
employment for unsatisfactory job performance. The ac-
knowledgment form is your proof that the employee was

Employees who quit their jobs
without good reason connected
with work or employees who are

fired for misconduct connected

with work should be disqualified

from receiving unemployment

benefits.

under a trial period. (Note: The proper terminology is
“trial period” or “introductory period,” not “probation-
ary period.” The term “probationary period” can create a
conflict with the Employment At Will doctrine.)

* Dismiss employees with unsatisfactory perfor-
mance within the introductory period. This can help
save on unemployment costs and, in most cases, the
employee will notimprove anyway. Afterall, the high-
est motivation to do well is usually when an individual
begins a new job.

THE FIRST 90 DAYS. While unemployment regula-
tions encourage you to terminate an employee with poor
job performance within the first 90 days of his or her
employment, you must still be able to prove that the
termination was legal, fair, compliant and job-related.

{continued on page 16)

www.lawnandlandscape.com
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zero-turn riders are rather intimidating machines. They’re
tough and affordable. And deliver one heck of a mean
cut. Because when it comes to protecting their turf,
they're all business. Giving you the options you need
at the price you want. Choose from air- or liquid-cooled

} gas and liquid-cooled

e s

Now That’s One Mean Cat. L

( N
Nice doggy. Nicer riders. The Bob-Cat” ZT 200 Series  diesel engines, with Bob-Cat’s 7-gauge steel, fully floating,

suspended ContourCut ™ decks ranging from 48" to 72"
wide. In addition, we've added features to improve
operator comfort, like a redesigned footplate, so you can
stretch out your legs, while our comprehensive 3-2-1
warranty gives you all the support you need. For a dealer
near you, call 1-888-922-TURF or visit textronturf.com.

\

TOUGH. AFFORDABLE.
e USE READER
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~In The Office

(continued from page 14)

If your decision gives the appearance of
discrimination or if an employee believes
that he or she is a victim of discrimination,
acharge can be lodged against you. This is
true even if the employee only worked for
you one day (or one hour, for that matter!).
The first 90 days is not a “free time” dur-
ing which you can terminate an employee
and not have to worry about meeting the
burden of proof.

Also, itis perfectly acceptable to estab-
lish a trial, or introductory, period that is
longer than 90 days. Some organizations
have six-month introductory periods. Re-
gardless of how long your trial period is,
in most states you have 90 days during
which to evaluate and terminate an em-
ployee for poor job performance before
your account will be charged with any
benefits the person receives.

One final thought about trial periods:
if an employee transfers to a new position
or is promoted into a new position, it is
perfectly acceptable to place him or her
under a new trial period. In most states,
the unemployment benefit, however, only
pertains to new hires during the first 90
days of their employment.

INVOLUNTARY SEPARATIONS AND
MISCONDUCT. Involuntary separations
can include termination for poor job per-
formance (for example, excessive absen-
teeism or tardiness), termination for mis-
conduct, layoff due to lack of work or
position elimination.

When an employee is terminated (a.k.a.,
involuntarily separated) he or she will be
disqualified from receiving unemployment

these essential employee traits for success:

whenever you can prove that the employee
engaged in an act of “misconduct.” Miscon-
duct may be established where there was any
of the following:

* Disregard of the company’s interests.

o Willful violation of company rules.
(Note: An up-to-date, properly written em-
ployee handbook with a signed acknow-
ledgement receipt can help prove thata policy
was willfully violated.)

* Disregard of the standards of behavior
that the company has a right to expect of its
employees.

¢ Disregard of the employee’s duties and
obligations to the company.

If allegations of wrongdoing are more
general than these, you may not be able to
prove that the employee committed an act of
misconduct and your unemployment case
could be lost.

As a matter of practice, you should fight
any claims that are unjustified. This could
mean attending a phone or personal unem-
ploymenthearing during which you will need
to present direct evidence of the misconduct
(hint: hearsay is inadmissible) to meet the
burden of proof. Your well-written, detailed
documentation along with credible witnesses
can help you win the case.

Here is one last thought regarding this
issue: if the employee is unable to perform
assigned work, you may terminate the em-
ployee for inability to perform, but their in-
ability is not considered “misconduct” in the
eyes of unemployment officials. This is be-
cause, many times, employees can establish
their inability was something that they could
not change.

You have to love the system.

Select for Success

hat about replacing these employees with qualified, valuable workers? Jean
Seawright, president, Seawright & Associates, Winter Park, Fla., pointed out

«Work ethic « Integrity

» Loyalty « Maturity
«Sense of humor « Dependability
+ Respect = Intelligence

+ Judgement » Enthusiasm

« Flexibility - Initiative

LAwN & LANDSCAPE







FIRST-QUARTER REVIEW

B - Bi l

To gain some insight into landscape con-
tractors’ progressin 2001 and the first part of
2002, Lawn & Landscape conducted a reader
survey, asking about growth, hiring plans,
new services and equipment purchases.

The majority of respondents-61 percent
~ reported 2001 growth. Of those that in-
creased, 36 percent grew 1 to 10 percent, 35
percentgrew 11 to 20 percentand 10 percent
grew 31 to40 percent. Many businesses —27
percent—reported no growth, and only 11
percent experienced decline.

While most contractors — 50 percent -
reported positive 2002 hiring plans, agood
chunk - 33 percent - said they were not
going to add to their crews. The majority
of people who plan to add employees - 66
percent — will hire one to three people.

As far as new equipment is concerned,
45 percent of respondents said they plan
to buy trucks this year, 34 percent said
they plan to add walk-behinds to their
equipment fleets this year, 30 percent will
purchase riding mowers and 17 percent
will acquire skid-steer loaders.

While the bulk of respondents ~ 72
percent-did notadd new servicesin 2001,
the most popular service additions in-
cluded irrigation, landscape installation,
tree services, pesticide and fertilizer ap-
plications, pond installation, maintenance
and snow and ice management.
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While price tops the list of
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What is the most common customer complaint?
COMPLAINT % OF CONTRACTORS
Price 49%
Timeliness 12%
Responsiveness 12%

client complaints for many
contractors, followed by
timeliness and responsive-
ness, according to a Lawn &
Landscape Online survey, the
Better Business Bureau (BBB)

reported that customers will

Job Results 10%
Other 6%
Contractual items 5%
Servicing Times 4%
Types of Products Used 2%

always complain when their
expectations are not met.

Consequently, busi-
nesses that secure customer
relations policies - even if
they have few complaints - = » .

Source: Lawn & Landscape Online Survey
demonstrate their commit- i
ment to client satisfaction and are better prepared to handle grievances.

The policy should follow a specific procedure, the BBB recommended. First, log all
complaints and dates. Next, investigate complaints. Third, inform customers of the time
needed to satisfy complaints. Fourth, formulate solutions, taking into account contrac-
tual or warranty obligations, customer expectations, a cost/ benefit analysis, the ability

to deliver on decisions and the prospect
that clients may reject solutions and seek |awncmd|andscape com
other service providers. Then, warrant e’

clear responses with respectful explana-
tions. Finally, follow-up with clients, checking that matters were satisfactorily resolved.

See Customer Complaints on page 68 for more tips on managing difficult clients and securing
a customer relations policy.

COMPANY DEVELOPMENTS
Omni: Ready to Grow

/ As the number of acquisitions made in 1998 and 1999 mounted, the
"/ mostcommonly discussed companies were TruGreen and LandCare
USA, which ultimately became one organization, now known as
TruGreen LandCare.

During that same time, another company entered the landscape
industry via acquisition with a few significant deals between At-
lanta and Philadelphia. That company, Omni Facility Services, set
out to be a “true one-stop shop” for commercial property managers,
according to then-CEO Betty Browne.

“One-stop shopping is growing based on customer demand, and this is
atrend thatis only growing in strength,” Browne explained in late 1999. “We
saw the outsourcing of services move from an experiment in business
management to something that is a given in the corporate environment.”

Omni jumped into the industry with both feet, acquiring $7-million
Heyser Landscaping in Philadelphia, $15-million The Morrell Group, in
Atlanta, Ga., $3-million Spring Garden in [jamsville, Md., and $3-million
Smith-Fox in Philadelphia, Pa. These deals allowed Omni to care for the
inside and outside of clients” properties, which complemented the
company’s other service offerings of mechanical and electrical mainte-

(continued on page 21)
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Textron Golf & Turf named Dennis Schwieger cxecutive vice
president of sales and marketing - turf and Professional Lawn Care (PLC),
Ralph Nicotera vice presidernt of marketing and product management -
turf and PLC, Joe Thompson vice president of sales - turf, and Joe
LaFollette vice president of customer care - turf and PLC

Shindaiwa hired Mike Nichols as direcior of marketing, Staecy
Smith as sales support manager, Jay Larsem as product marketing
and communication manager, and havra Sorrentino-Howard
and Skye Watts 25 marketing assistants

The J.R. Simplot Co.'s Turf & Horticulture group named Steve
Franzen westemn region director of sales for its fertilizer division and
Glenn Peterson national fertilizer sales manager for Australia and ~ Steve Franzen
New Zoaland. (top ), Dennis

Schwieger

Exmark hired Bruce €Cooper as national sales manager

Contra Costa Landscaping, an American Civil Constructors group
company, announced the promotion of Jesse Maderes to manager of its California
Landscape Construction operations.

Glenmac announced the addition of Jeff Caldwell as a territory sales manager.

George Johnson has been named sales manager for Bluebird and Yazoo/Kees

(contimued from page 18)
nance, commercial janitorial, food sanitation
and architectural maintenance.

Once these deals were complete, how-
ever, the company stopped making acquisi-
tions and turned its attention toward inte-
grating these businesses into its other opera-
tions, Now, two years later, Omni is seeking
acquisition opportunities to bolster its land-
sCape presence.

“The exterior marketplace has been
shuffled through by the likes of TruGreen, so
what we're looking for is the independent
company that doesn’t necessarily have to
sell, but would like to be part of something of
quality and of good management strength
that they can gain from,” explained current
CEO Dick Cottrill, who took over from
Browne in September 2000

Cottrill said Omni‘s plan doesn’tinvolve
coast-to-coast locations or call for the com-
pany to be the biggest firm in the industry.
“We just want to offer an uncompromising
service for which people are prepared to pay,

{ —— s maoy 15
(contimued on page 25)
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(continued from page 21)
and I think there is room in most major
markets for that,” he related, adding that
Omni remains open to making acquisitions
inits current markets as well as new markets.
“Initially, we'll concentrate on the area from
Washington, D.C., south to the Florida line
and west to the Mississippi River.”
Building more of a regional presence will
still allow Omni to compete for the prized
national contracts that other consolidators
have talked about using their national net-
work of locations to pursue, according to
Cottrill. “In the past, it has been easy to
assume that if you're a national company
you’ll be able to get national accounts,” ex-
plained this service industry veteran who
spent 35 years working with Orkin and
Rentokil. “I think our best customers are
better than that because they know that a
national company doesn’t necessarily de-
liver the same level of service nationwide.”
Cottrill also thinks Omni’s focus on creat-
ing one company out of the earlier acquisi-
tions before purchasing additional businesses

strengthened it for the future. “I think I
learned that approach in my Rentokil expe-
rience,” he commented. “Over the years in
interior landscaping and pest control, Imade
more than 70 acquisitions. One of the key
things I learned is if the company was good,
it was good for one reason - the quality of the
ownership. T have always strived to keep the
owner if he or she wants tostay because that's
thesecret, that’s where the jewels are kept - in
the owner’s mind. We're looking to combine

On the' )\

Timber Creek Design -
Harvest Lawn Care -
University of Missouri
Horticulture Publications -
Ford Commercial Trucks -
K-Rain Sprinklers -

i

‘Market Trends

our experience with the owners’ experiences
so we can achieve a strong product.”

Some people may be surprised to see
anyone interested in spending money on
acquisitions in the midst of such an unpre-
dictable economy, but Cottrillisn’t concerned
about the market for landscape services. “I
have a great deal of confidence in all of the
business streams that we're in,” he main-
tained. “They are all necessities — the lawn
has to be mowed.”

e
e Yass
www.timbercreekdesign.com
www.harvestlawncare.com

muextension.missouri.edu/xplor/agguides/hort/index.him
www.commiruck.ford.com
www.k-rain.com

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

Scotts Lawn
Service Acquires
J.C. Ehrlich’s
Green Team

MARYSVILLE, OHIO - Scotts LawnService
acquired the lawn and tree care services of
the ].C. Ehrlich Co.’s Green Team division.

J.C. Ehrlich’s Green Team, Reading, Pa,,
totaled $10.1 million in 2000 revenue, ac-

cording to Lawn & Landscape’s Top 100 List,
but the sale only added $7 million to Scotts
LawnService’s $42-million total revenue, ac-
cording to Mark Long, Scotts LawnService’s
vice president of business development. The
Green Team'’s tree surgery and grounds
management services were sold to a local
tree company in the area, while the company
held on to its vegetation management por-
tion of the business, according to J.C. Ehrlich

President Victor Hammel.
J.C. Ehrlich is a $75-million company that
(continued on page 28)

FOCuUs

by Al Ries

A natural tendency for an entrepreneur is
to create - to constantly brainstorm, ex-
periment, tweak and tinker. But many
times, this diversified approach sways in
novative business owners from focusing
on strengths. “Entrepreneurs are always
looking for some new venture," remarked
Marty Grunder, president, Grunder Land-
scaping Co., Miamisburg, Ohio. After
reading Focus by Al Ries, he noticed this
"scattered” trait in his own management
techniques and sought to correct it

Instead of branching business into sev-

eral sectors that were not all successful
Grunder reshaped his mentality and redi-

rected his attention to the 20 percent of his cli-
ents that brought in 80 percent of his revenues,
he said

Focus outlines the importance of sticking to
strengths, Grunder identified, citing the following
passage: “When a company is unfocused, you
can't dramatically improve results by doing the
same things only better. It's like a photograph
not in focus. You can enlarge it, increase the
contrast, color it and print it on better paper,
but you're not going to dramatically improve
the results until you get the picture in focus.”

The book explores companies like IBM and
Coca-Cola, but it also targets the small entre-
preneur. "Focus is story after story about small
and large companies who found success by fo
cusing on core products and getting rid of the
extra, energy-wasting ventures,” Grunder
related. -~ Kristen Hampshire

SureTurf.® Quick and easy landscaping - |
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+ Cost Effective - sod-like results at one quarter the cost

+ Use It Anywhere - slopes, channels, yards, golf, sports, etc.

* Instant Coverage - erosion control today, 90+% turf coverage in six weeks
+ Simple Installation - no equipment, training, or callbacks - just results

+ Custom Seeding - mats designed for your specific site requirements

+ Get Started Today - get finished quicker - with SureTurf” Seeded Mats

Green & Big Tech (]

G&B

- SURETURF

SureTurf® - the only proven seeded mat.
For more information call (877) 787-3529 or visit www.SureTurf.com/a2
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This causes flush growth and loss of nitrogen due to
leaching and volatilization. MESA is methylene urea and
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result? Astounding rich green color and response which

To learn more about slow release

nitrogen and fertilization, simply go
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the online request form to request a
FREE copy of our agronomy manual
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outlasts the coatings. And Lebanon Pro 15-2-5 40%
MESA with Merit is an excellent way to protect your
turf. MESA with Merit provides the ultimate in turf qual-
ity and protection against damaging grub infestations.
Don't risk your turf. Use MESA. For more information,
1-800-233-0628.
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(continued from page 26)

offers primarily structural pest control. The
company decided to sell the Green Team
portion of its company to focus more on its
core services, Hammell said.

After three years of keeping in touch with
the J.C. Ehrlich Co. to exchange business
updates, Long said Scotts LawnService was
intrigued by the company’s reputation for
quality service in its pest control business,
and was confident in its discovery that the
same was true for the lawn care business. “1
saw that their retention of customers was
high and that their revenue per customer
was very high, so we confirmed this quality
reputation through due diligence,” he said.
“It's obvious that over three generations,
Victor Hammel and the Ehrlich family have
put together a top-notch quality business.”

According to Long, this acquisition, as
well as a few others made in the fall and
winter after the end of its fiscal year, has
broughtScotts LawnService toapproximately
$55 million in corporate revenue, notinclud-
ing its $10 million in franchise revenue. The

MISSION STATEMENT

Lawn & Landscape magazine delivers superior total coverage of the continually evolving professional lawn and landscape
contractor market, from dn-depth business wends and technical research reports 1o matket analysis and new product intro-
ductons. For 20 years, Lawn & Landscape has provided Industry presidents, business ownets and top-level managers the

most up-to-date information needed to effectively run thelr businesses

company grew from $27 million in 2000
revenue to $42 million in 2001 and plans to
continue growing in 2002. “System-wide
right now, we're probably at around $65
million, but by Sept. 30, 2002, we plan to
have $78 million in corporate revenue,” he
said. “Overall, Scotts LawnService combined
revenue should be around $90 million by the
end of September.”

When acquiring companies, Long said
Scotts LawnService doesn’t want to “go into
a city with the object of buying everybody,”
he said. “Instead, we look at it as finding
what company would be a good fit for us in
terms of how we can grow the business. We
ask ourselves, ‘Do they emphasize service?
Do they emphasize revenue per customer
and offer enough services per customer?’
We use those criteria to begin with and out

of that falls the companies we have a purpose
in acquiring that are in a market we want to
expand into. We're also very judicious about
our due diligence process to make sure a
company we acquire is going to fit and work
with our company.”

To make integration of acquired busi-
nesses and management of day-to-day op-
erations run more smoothly during Scotts
LawnService growth spurt, the company has
added to its management team, Long said.
Tony Colatrella, who was the chief financial
officer of the Scotts Co. North America, is
now the senior vice president of Scotts
LawnService, providing internal support to
the growing division, Long said. Currently,
Long's duties focus on acquisitions and fran-
chise development.

{continued on page 32)

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

still using old-fashioned StA ke & wire

to plant your new trees & shrubs?
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The revolutionary new stabilizing system that’s

SAFER because it’s completely below-grade
CH EAPER because it never needs to be adjusted

or removed

EAS. EH 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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THE INDUSTRY STANDARD

FOR EXCELLENCE.

T RN S TN e ok

BASF
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OTHER PREEMERGENTS TALK

WITH PENDULUM, IT
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Pendulum  herbicide consistently controls crabgrass better than other preemergent herbicides.* What

\
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-

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

"l more can we say? How about Pendulum controls costs better, too, to offer you far greater value. It also

@'

BASF pendimethalin is available on ferfilizer from Scotts and Helena, for maximum application flexibility. With Pendulum,

there's just so much more to talk about than crabgrass.
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‘A LOT ABOUT CRABGRASS.

{(NEVER COMES UP.
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To learn more about why everyone's falking about Pendulum, call

o 1-800-545-9525 or visit www.turffacts.com.
l ﬁi; Always read and follow label directions.
;é

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

BASF
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Market Trends

{ (con

Finn, Express
Blower Team Up

CINCINNATI, OHIO-Finnexpanded its prod-

ed from page 28)

Sl S

¢ Professional Lawn Care Association of America announced its

The Express Blower units resemble trac-
tor /trailer trucks and generally have a 40-cu- officers -utive Forun

Byrn

bic-yard capacity, and they complete the prod-
uct lineup for Finn, which already had a series

1 on naoe 34
{confinued on page 34)

PLANT SURVIVAL Kl

v Mycorrhizal Inoculant v Water Holding Gels
v Organic Fertilizer

60 packets
in 1 bucket

USE READER SERVICE #69
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in February

secretary/treasurer; and Drew St

uctline in a big way - literally ~ when it added sward winners at the annual meeting and dinner during the Green Industry Confe A
Rexius’ Express Blower line of products after pa, ¥
Finn's parent company, DHG Corp., pur- + Environmental Improvement Award - Spring-Green/Olympia, Olympia, Wash
chased the assets of Express Blower from n Y Award - Clean Lawn, Johnstown, Tire Hill, Pa
Rexius Forest By-Products, Eugene, Ore P i rd
“We're ecstaticabout the opportunity this « Cool-Season Turf/Residential - Chalet Nursery and G
deal gives us,” explained David Nelson, + Cool-Season Turf/Commercial - Spring-Gréen Lawn Care "'u“'{' sld. 1l
presidentand chiefexecutive officer of DHG, + Best Yellow Pages Advertisement Award - Robertson Lawn Care, Springfield, il
adding that the two companies will operate » FitzGibbon Scholarship Award - Andrew Ku iversity of Wisconsin. Madison. Wisc
independent of each other and Express Pendulum Awards, SDODSOIEd by BASF and Lawn & Landscape magazine:
Blower will remain in Oregon. “This gives us » Marketing of Services Category - Quality Seasons, Savage, Minn
a strong position in the market - there's + Employee Retention and Recruitment Category - Swingle Tree and Landscape Care,
obviously a tremendous demand for labor- Denver, Colo |
saving machines.” - Customer Relations Category - Prairie State Landscaping, Hazel Crest, Il |

The Auoclahd I.andsccpo Contractors of America insialled its new

They are: Rick Doesburg, president; Michael §

John, immediate

\

DoAngoIo Brothers
INCORPORATED

TRACTOR & MOWING
EQUIPMENT SALE

MO, FL & PA
npping Available

(800) 360-9333

Joe Farkus « jfarkus @ dbiservices.com

Equipment Located in IL,
Nationwide S}

TRACTORS
John Deere 5300, 63001, 6405
‘ New Holland 6640, 7740
Masey Ferguson 281, 283
Kubota 4700

MOWERS
John Deere & Alamo 5' & 6' Rotary
Alamo Machete 21' Side Arm
Tiger TRB 50C 21’ Side Arm
Brown TCF-2620, 5600 Folding Deck
ASV’s
HD 4520 Posi-Track Tread
All Surface Vehicles 118 HP Diesel
(1) wiBrown 5600 Hydraulic Rotary Mower

Additional Equipment
Medium Duty Cab & Chassis Trucks
Trallers, Pickup Trucks, Wood Chippers, Bucket
Trucks w/Chip Box Dumps
Pickup Beds and Flatbeds

Complete Service Records
Multi-Purchase Discounts * Pricing Negotiable
Call for Additional Specifications & Pricing

USE READER SERVICE #70
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é; [IASSIC MOWING BY

- 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).

g 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.

5925 E. HARMONY ROAD + DEPT. L&L Dot :
FORT COLLINS, CO 80528 2 . e N\ N
/ (800) 279-8537 wwwwalkermowers com - RS

USE READER SERVICE #22 ) ~ 2N
Independent, Family Owned Company Designing and Producing ’ .
| Commercial Riding Mowers since 1980 ' . '
( : L SN

| WALKER MANUFACTURING CO. o g ol
|


http://www.walkermowers.com

Works great
under pressure.

Hendrickson’s PR5500 regulator
delivers exceptional outlet pres-

covering every installation, sonic
welded joints and high-strength,

sure control chemical
over the resistant
widest range plastics for
20t0 720 reliable,
GPH. Your long-term
choice of service.
factory preset Call today
pressures - 10, 15, 20, 25, 30 for solutions to all your pressure

and 35 psi - with thread options

W Tated :::QHENDRICKSON
BROS.

problems.

2931 Rimpau Avenue, Corona, CA 92881-3625
(909) 737-6822 » Fax (909) 737-9151
www.hendricksonbros.com

MADE IN USA

USE READER SERVICE #71

P

ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !!
: e ° Stainless Steel Construction
. Sealed Motor * Debris Shield
o * One button/foot operation
* Quick detach on & off.

\..“

| +800-847-8958

' COMBINED MFG. INC.
“ www.4dmowerproducts.com
EXPO 2001 BOOTH # 4015

I,‘*?

Made \. | il S
inthe fi
USA /% .3

*Equipment Storage
*Workshops * Maintenance
26 x 44 (11eft) 46 x 92 (1 left)

30x52(3left) 50 x 110 (3 left) Call Taday
40 x 68 (2 left) 55 x 150 (1 left)

“#1 in Customer Satisfaction” 1 '000'803'7382

USE READER SERVICE #73
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Market Trends

(continued from page 32)
of skid-, trailer- and truck-mounted bark blow-
ers with capacities from 1.5 cubic yards to 16
cubic yards. “We now have all of the machines
for contractors’ needs,” pointed out Wally
Butman, executive vice president of Finn.
Regarding the market for these machines,
Nelson predicted thatit will continue to grow.
“Mulch application is so labor intensive that
contractors who put down mulch need a
better way to do it, and even the ones who
only do a little mulch still apply hundreds of
cubic yards,” he noted. “The bigger contrac-
tors putdown thousands of yards every year,
and that justifies the investment in a pneu-
matic machine pretty quickly.”

BUSINESS BASICS
Hiring the Right
Consultant

ARLINGTON, Va. - Do you have a prob-
lem in your company or need expert ad-

vice on how to develop a program or plan?
If so, hiring a consultant may be the an-
swer. However, the Better Business Bureau
(BBB) cautions companies to research their
options — sometimes you don’t always get
the advice you need. While the right con-
sultant can help you improve efficiency,
use technology more wisely or target new
markets, the wrong consultant can harm
your company by wasting time and money
and alienating employees.

The BBB offers the following tips to help
you pick the right consultant:

* Consider whether yourimmediate prob-
lem is a symptom of a larger problem. By
carefully thinking things through, you may
discover that you don’t need an outsider -
maybe one of your employees has the ability
and desire to do the job.

* Ask people you trust for referrals of
qualified consulting firms or sole practitio-
ners. Contact each referral with a brief letter
or phone call describing the problem you
need to solve, your industry conditions and
your management style.

* Schedule an introductory meeting with
three or more of your best prospects. This
will allow you the opportunity, by asking
pointed questions, to verify that the consult-
ant has experience with the specific problem
and your industry.

* Check references thoroughly. Reputable
consultants should be able to provide refer-

LAwWN & LANDSCAPE
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EDITOR'S
NOTE: Eve
month,
industry
consultant
Jack
Mattingly
will offer

suggestions

Ty It's all about man-hours. There is no magic to keeping labor cost down. It's a
matter of focus. And, the primary people who should focus are the account
managers, field supervisors and, particularly, the foremen. It is your responsi-
bility as owners and managers to provide these people with the tools to

manage the field labor. Here are a few “tools” for your consideration:

on key tasks

for
contractor:
to focus on.
Here are his
March
thoughts.

« Share all budgeted hours with your field employees. They need this target
2 and they will respond accordingly.
« Make it a rule to never ask crews to perform work without first providing the
total budgeted man-hours in writing.
« Feedback is critical. Provide each crew with what I call a scorecard each
week. This scorecard should list each project the crew worked on and the budgeted
hours vs. the actual hours. I recommend posting this in an area that all crews
congregate by no later than Tuesday afternoon before they arrive. They now know
quickly where they stand as of the end of last week.
« In landscape maintenance, you also need a monthly report showing not only the
total budgeted hours vs. the actual for last month, but also the total budgeted hours
year-to-date vs. the actual year-to-date. This is a fantastic management tool and I
guarantee this will keep you disciplined and focused.
« With landscape installation, you also need similar reports by crew, particularly the
weekly scorecard listing the crews' projects.
- Consider an incentive plan for your field employees based on how well they
perform relative to the budgeted hours. I do not suggest you commence with this
program until you have fine-tuned and tested all your reports for at least two to three
months. This might be an implementation target for the summer. You absolutely
need a program for quality control if an incentive is tied to budgeted hours.
« Indirect hours - those hours that people work but do not charge directly to a job,
such as travel time, shop time, etc. - are arguably the Achilles heel of managing
man-hours. You must budget and monitor these indirect hours by crew, just the
same as you do a job. If these hours are not part of your budget, you will have a big
black hole and wonder why you are not making more profit when your reports show
that your actual hours spent on the jobs are OK. Be sure to budget and track indirect
hours by crew.

One final thought: With a lame economy, resist the urge to squeeze costs and
hope things improve. Prospering landscape companies find new markets and

redesign operations to serve the client better for less cost.

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

ences readily, while would-be-consultants
will have few, if any, to offer. Also, check to
see if the consultant is accredited by a na-
tional association. Some associations do ex-
tensive background checks and their mem-
bers usually must be in business for at least
five years.

* Get a written proposal. Reliable con-
sultants will provide a written, detailed pro-
posal before the contract is signed.

* Clearly spell out all fees. Consultants
can charge a fixed fee or an hourly rate.
Hourly rates could raise your costs substan-
tially, so ask the consultant to puta ceiling on
the job to cap your expenses. Also, beware of
the consultant who asks for all of the money
up-front. It’s customary to pay as much as
one-third in advance, with the rest due on
specific dates or at project completion.

BUSINESS ALUANCE

Lawn & Landscape,
PlantFind.com
Form Partnership

CLEVELAND /BOYTON BEACH, Fla. -
Lawn & Landscape magazine and
PlantFind.com announced that they formed
an exclusive partnership to develop a dy-

namic Internet site that help contractors
simplify the plant purchasing process.

“The tools that PlantFind.com has and is
developing are exactly the type of tools that
we have looked for in a partnership and that
we can bring to our subscribers to help en-
hance their business without putting a dent
in their pocket,” said Cindy Code, group
publisher for the Lawn & Landscape Media
Group. “This allows our customers to take
full advantage of the Internet.”

Michael Ferraro, president of
PlantFind.com, which currently offers more
than 238 million individual plant listings
from more than 1,700 growers and compre-
hensive customer support prgrams online,
also commented that the partnership will
help build landscape contractors industry
knowledge through the Internet. “This part-
nership is in line with our business strategy
to bring the best partnerships and the best
minds together that will assist the nursery
and landscape industry in education and
take full advantage of the Internet as an
everyday tool,” Ferraro said.

LawN
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SPRING FIOWERS

Spring-
blooming
bulbs, like
tulips,
crocuses and
daffodils,
require fall
planting.
Photo:
Netherlands
Flower Bulb
Information

Center

36 MARCH 2002

Bulb FAQs
Answered

The first tulip or crocus bloom starts the spring explosion of bulb
color. Though such plants are typically low maintenance, some
common problems and questions do pop up. Here, experts at
the Netherlands Flower Bulb Information Center answer

your most frequently asked questions about bulbs.

Q: Why can’t I plant tulips in spring?

A: Spring-flowering bulbs, such as tulips and daffodils,
must be planted in the fall or early winter to bloom in spring
because they require a long period of cool temperatures to
spark the biochemical process that causes them to flower.
Consultthe U.S. Department of Agriculture’s hardiness zone
map for further guidelines on when to plant in your climate.
Q: Is planting earlier or later in fall better?

A: Planting times vary, depending on your climate zone,
but as a general rule, earlier is better. Bulbs need to establish
strong root systems before winter frosts set in. Remember to
plant bulbs in an area that drains well and water newly
planted bulbs to help roots grow.

Q: Spring weather is often so erratic. What should I do if we
get warm weather followed by a cold snap and my client’s
bulbs are already “up?”

A: Nothing. Tulipsand
other spring-flowering
bulbs are tough. Snow-
drops and crocuses
come up in early
spring, even peeking
through the snow.
They can usually take
what Mother Nature
dishes out. A short
freeze won't do lasting
damage to young bulb
and buds,
though it may burn
open blossoms.

Q: How do I grow
spring-flowering bulbs

shoots

in warm climates?
A: Growing spring-
flowering bulbs in

hepoy

zones 9 and 10 is possible, but the blooming season in these
zones is much earlier than in cooler zones.

Toensuresuccess, choose cultivars that do well in warmer
climates. A few examples are Amaryllis, Anemone de Caen,
Dutch iris, Freesia, lilies and daffodils.

Optimally, such bulbs should be put in the ground in
December or early January. Plant them about 6 to 8 inches
deep, water well and spread a layer of mulch to retain
moisture and protect them from heat.

Q: Should I apply mulch? How deep? When?

A: Mulch is not required, but it is often beneficial, and 3
inches is plenty. Wait until the ground cools down to apply.
Applying mulch too early in the fall, when the ground is still
softand warm, can invite infestations by field mice and other
pests that like to burrow in to establish winter quarters and

" Bonanza

For more information on bulb
planting, care, history and fun
facts, see www.bulb.com.

dig up tasty tulip treats.
Q: Should I fertilize bulbs?
A:Ifyou're planting bulbs
foronly one year’sblooms,
fertilizer is not needed.
Bulbs already carry a
season’s supply of food in
the moist tissue surround-
ing the flower.

Q: Do tulips prefer sun or shade?

A: Tulips are sunand shade lovers, but when planting in fall,
don’t be fooled by the patterns of sun and shade in the fall
landscape. Come spring, when tulips bloom, all the decidu-
ous trees will be leafless, which means there is a lot of sun in
the spring landscape.

Q: Why should I plant bulbs in clusters?

A: Groups of bulbs make a nicer show than individual
soldiers marching single file. For greater color impact in the
landscape, plant clusters of same-color flowers together in
blocks or “bouquets.” Visually, your clients will get more
bang for the buck. One trick - try positioning similar bulbs
in a triangular planting pattern with the point of the triangle
toward the frontand the long leg toward the back. The result
is that it will look like you planted more flowers than you
actually did. Generally, larger bulbs should be planted 3 to
6 inches apart and smaller bulbs 1 to 2 inches apart.

Q: [ have seen the same variety of bulb priced very differ-
ently - some very inexpensive and others quite expensive.
What's the difference?

A: In the Holland auctions, bulbs are gauged by the mea-
surement of their circumference. For each variety, more
mature bulbs are larger and yield bigger flowers, so they
demand a higher price. For high-profile bed plantings, the
higher price is worth it. But younger, smaller bulbs, often
sold at lower prices, offer a great way of adding color to
large or marginal areas, where they can be left in place to
naturalize and mature, gaining in size over time.

www.lawnandlandscape.com
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Get it up fast with

Launch’® Biostimulant:

Fast establishment is critical when you're
planting steep, erosion-susceptible slopes.
That’s what hydroseeding is all about:
getting seed on the ground, up and estab-
lished — FAST.

Hydroseeding research has shown that the
addition of Launch Biostimulant to the
hydroseeding mixture can result in 40%
greater germination and establishment rates
in cool-season grass applications. Bermuda-
grass seed treated with Launch required
three days for germination compared to 11
days to germination in untreated plots —
less than half the time!

Turfgrass, native grasses or
wildflowers — Launch gets
them all up fast.

Call 800-821-7925 for your free copy of
“The Professional’s Guide to Biostimulants”
or visit us at
www.pbigordon.com/biostimulant_main.htm

© 2001 PBYGordon Corporation Launch Is a registered trademark of PBI/Gordon Corporation

» H

Get it up clean with

Tupersan® Herbicide:

A lot can interfere with seeding schedules.
And a late schedule runs into crabgrass,
foxtail and barnyardgrass germination
timing. These highly competitive weeds can
interfere with the establishment of your
hydroseeded turfgrass.

Tupersan Herbicide Wettable Powder is the
only pre-emergent EPA registered for use
through hydroseeders.

Tupersan has a high degree of selectivity
which reduces competition without injury
to germinating seedlings of most cool-season
grasses.

’ Call 800-821-7925 for your
free copy of “Gordon’s Pre-Emergent
Application Guide”.

G Pbi /cordon
corporation

An Employee-Owned Company

Tupersan Is a registered trademark of Gowan Company. 3/2001
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Mulching
Matters

UL LIL U

Mulch is often thought of as a necessity in the
landscape. When someone asks whether or not
they should mulch after planting, the answer is

always; “Yes, of course,” without much thought

being given to application methods and ques-

Not only does mulch offer aesthetic appeal to this flower bed, but it

tions or mulching options and advantages.

Mulchis as common in a landscape setting as
the ever-present red pygmy barberries and moon-
beam coreopsis. In fact, mulch is such an everyday
landscape asset that most landscape contractors take
it for granted - possibly forgetting why itis there atall.

BIG BENEFITS. There are four benefits of muich
in a landscape:

1. Water savings. Compared with non-mulched or
bare-soil plantings, properly mulched landscape
plantings conserve more water. Mulch coverings, es-
pecially organic mulch coverings, buffer wind’s dry-
ing effects, holding moisture in the soil. To observe

Cheers & Jeers

River Rock, Stone

Wood Ct

Decorative

ttonseed h

Colored Rubber

Nuggets

(Cocoa bean hulls,

il

provides

may create ¢

with color combinations i1

Hot - adds heat and stress to p

ge aesthie

also reduces weed seed germination. Photo: Mary Buck

this in a landscape, thoroughly water a bare soil land-
scape and a mulched landscape after planting. Then,
check the soil moisture with a screwdriver every other
day for a couple of weeks. The soil in the mulched
landscape will remain moist longer, reducing the need
for future watering.

2. Weed suppression. Mulched landscapes usually
have fewer weeds than non-mulched areas. Mulches
block the sunlight from reaching the soil, reducing the
germination of undesirable weeds. Sure, weeds can
grow in mulch. But, in general, they are greatly re-
duced. Fewer weeds are a plus because, as a result, less
labor and materials are needed
for weed control

3. Cooling effect. The blocking
of the sunlight not only sup-
presses weeds, it also cools the
soil. In fact, the lighter the color
of mulch, the cooler it tends to be
underneath due to the light be-
ing reflected rather than ab-
sorbed. Bare soil is dark -
whether it’s red Oklahoma clay
or deep black lowa corn ground,
and it can cause a landscape to
heat up quickly.

4. Aesthetic appeal. Natural-
colored mulch can produce both
enhancing and neutralizing ef-

fects in the landscape. This is

quite helpful from an appear-

(continued on page 40)
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PRODUCTS ! COMPANY

Quality since 1946

Professional Landscape
Trailer Accessories

LT15
Multi-Rack

Available Today

at a Buyers Price! .
Lockable Hand Tool
Trimmer Rack Rack

LT25
Water
Cooler Rack

LT30 LT20
Gas Can Rack Backpack Blower Rack

LTB66
Toolbox

Contact Buyers for your nearest distributor, or visit buyersproducis.com for more information
440-974-8888 + Toll Free FAX: 800-841-8003 * www.buyersproducts.com
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'Horticulture Forum

(continued from page 38)

ance standpoint, especially if the plant mate-
rial chosen is brightly colored or variegated.
The mulch also serves to unify the land-
scape, particularly after installation.

All of these factors work together to cre-
ate a healthier landscape with more abun-
dant and extensive roots. The Morton Arbo-
retum has documented the beneficial effects
of mulch in several studies. In one, the estab-
lishment rate for various landscape trees was
twotothreetimes faster when they were planted
with proper levels of mulch compared to being
surrounded by turf or bare soil.

APPLICATION TIPS. Believe it or not,
applying mulch is not as simple as it looks.
The first consideration is proper depth.
To realize mulching benefits, a depth of 2 to 3
inches of loose, coarse mulch should be used.
This provides enough thickness to shade the
soil, hold moisture and suppress weeds. This
level also holds up to wind, but contractors
should periodically inspect landscapes to
determine if re-mulching is necessary.

Problems usually develop when mulch
depth exceeds 5 inches, as excessive water is
retained in the root zone and can lead to root
rot. To avoid problems with collar rot, mulch
should be placed around ornamentals, start-
ing about 2 to 3 inches away from the crown

Mulch is such an everyday

landscape asset, that most

landscape contractors

fake it for granted — possibly.
forgetting why it is there

or trunk. In many situations, mulch is ap-
plied with the particles in close contact with
the tree trunk or shrub stems, causing them
to remain wet for long periods. Pulling the
mulch back a few inches will prevent this.
Mulch canbe presentinalandscape year-

round, but the most important time to apply
mulch or add to existing mulch is late spring
and early summer. This is the beginning of
the warm-season annual grass germination
season when the effects of hot temperatures
need to be mitigated.

Another time for mulching is in
late fall or early winter, which helps
prevent winter injury. In this situa-
tion, 6 to 12 inches of mulch are ap-
plied over the crowns of sensitive
perennials and shrubs. This is par-
ticularly helpful if the plant material
is off-zone or recommended for a
hardiness zone south of the site loca-
tion, for instance, if Zone 6 plants -
butterfly bush, weigela, rose of
Sharon -are growing in Zone 5. When
growth resumes in spring, remove
the mulch from the crown and scatter it in
the landscape to replace what was lost in
winter. — John Fech LL

The author is an extension educator at the Uni-
versity of Nebraska Extension, Omaha, Neb.
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Short on Labor?
Let S.I.L.C. take care of the Labor part for you

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

as a landscape and irrigation contractor
« Still 100% success rate

your workers.

America’s leading H2B provider
currently serving 212 GREEN INDUSTRY

companies in 38 states
» Green Industry Specific. Our president has 20 years experience

« Totally bilingual staff of 5 certified H2B case managers.
* One point accountability for total certification through receiving

* SILC Lite for smaller companies (6 workers or less)
« Offices in Bay City, Texas & Monterey, Mexico

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

Member National H2B Users Association

! ,
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INSTALL CUSTOM LANDSCAPE BORDERS! FAST, EASY, &
EXTREMELY PROFITABLE! FOR FREE VIDEO & CATALOG
CALL The Concrete Edge Co. (800) 314-9984 or

(407) 658-2788www.lilbubba.com
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Now you can walk or ride a Great Dane for these low monthly payments:

534.99 per month* 555.99 per month* 872.99 per month*

Scamper HG Super Surfer Chariot Jr.
*15 hp with 36-inch cut *15 hp with 36-inch cut *17 hp with 48-inch cut

-
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®

For the Dealer nearest you, call 1-877-246-8770, toll free.

USE READER SERVICE #25

There's no better time to turn a Great Dane
loose on your toughest mowing jobs. Because
now, Great Dane is offering special financing on
some of its most popular mowers when you use
the John Deere Credit revolving credit plan.
The Scamper HG is easy to use, thanks to its
dual-drive hydro and single-lever tracking. And
the mid-Z Chariot, with low center of gravity,
delivers superb hillside stability. What about
Super Surfer! The 30 percent on-the-job time
savings that mowing contractors have reported
(when compared to standard walk-behinds)
says it all. Get out and romp with the big dogs.

Great Dane. Only from your participating dealer.

GREATGDANE
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OSHA -
& You

Gettinginto trouble with OSHA, the Occupational Safety

QVironn

and Health Administration, often results in lost man-
agement and production time, costly legal expenses

and large government fines.

Many employers-unaware of how they are affected
by OSHA regulations - are caught off guard when a
serious injury occurs or a disgruntled employee files a
complaintand an OSHA inspector unexpectedly shows
up on their property. They’re also unaware thatasingle
“repeat” or “willful” violation can result in a penalty as
high as $70,000.

SAFETY CONCERNS

An OSHA Checklist

Staying on top of Occupational Safety and Health Administration (OSHA)
legislation means keeping a few office basics in mind.

« Post OSHA's Job Safety & Health Protection poster in a prominent
location where employees will see it

+ Maintain an OSHA No. 300 iliness and injury log (the OSHA Form 300 log
replaced the 200 log effective Jan. 1) for the current calendar year. Record
all job-related ilinesses and injuries. Make sure the log is accessible

to employees.

« Complete an OSHA 101 Form (or an equivalent) for any work-related
injury or iliness

« Retain OSHA No. 300 logs and OSHA 101 Forms for five years beyond the
end of the current calendar year.

« Notify OSHA within eight hours of any work-related incident that results in the
death of a worker or the hospitalization of three or more workers

- Have a written Hazard Communication Program that includes a current
listing of all hazardous chemicals used in your operation, plus a HAZCOM
training program for employees

« Keep a written record of all employees who receive HAZCOM training.

« Maintain current MSDS sheets for each hazardous chemical used in
your operation.

+ Keep current medical records and records of employee exposures to
hazardous substances.

« Have a written safety program that includes safety training. - Gempler's

EDITOR'S NOTE: This copyrighted checklist is being reprinted with
permission from Gempler's How to Avoid an OSHA Nightmare: A Guide
for Ag/Hort Employers

Lawn careand landscape businesses are by no means
immune from enforcement of OSHA regulations. One
of the most recent OSHA standards to go into effect that
will impact your operation is OSHA's new ergonomics
standard. This controversial standard mandates thatby
Oct. 14, employers must provide employees with basic
information about musculoskeletal disorders (MSDs),
their signs and symptoms and how to report them. After
that date, employers must take certain specific actionsin
response to employee reports of MSDs in the workplace.

With legislation like this being enacted, understand-
ing how OSHA affects you and identifying some of the
basic policies you need to follow to stay out of trouble

with this government agency is critical.

OSHA BASICS. OSHA was developed to re-
duce injuries and illnesses and to improve the
health and safety of workers in the United States.
Inorder todo this, the federal agency has numer-
ous safety-related standards lawn care and land-
scape businesses must comply with, legislating
everything from the use of pesticidesto the proper
use of respirators and other personal protective
equipment.

Even when OSHA does not have a specific
standard that affects your operation, an OSHA
inspector can cite you and fine you thousands of
dollars for violations of its “general duty clause.”
OSHA's general duty clause requires employers to
furnish places of employment free from recognized
hazards that are causing or are likely to cause
death or serious physical harm to employees.

In other words, regardless of whether or not
you are covered by a specific OSHA standard, if
an OSHA inspector spots a serious hazard on
your operation that he or she thinks you should
have recognized, you can be cited and fined
under OSHA's general duty clause.

Also, make sure you know whether you live
in a state regulated by federal OSHA or a state
that hasits own “state-run” OSHA plan. Twenty-
four states plus Puerto Rico and the Virgin Is-
lands, have their own state-run OSHA programs,

(continued on page 44)
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The new SL Series has it all...

And who would expect anything less from

Irritrol Systems? We've built our business by

¢ Affordable Price consistently providing irrigation contractors

with unbeatable quality and exceptional value,
* Reliable Performance

and these new residential/light commercial
e Low Profile Design sprayheads are no exception.

* Wide Selection of Nozzles The SL Series sprayheads: Tomorrow'’s

e 2-, 4-, and 6-inch Models standard — available today!

* One-piece Molded Body

e Field-installable Check Valve

Irritrol

¢ Three-year Warranty SYSTEMS

Irritrol Systems, 5825 Jasmine Street, Riverside, CA 92504-1183  (909) 785-3623  Fax: (909) 785-3795

www.irritrolsystems.com
USE READER SERVICE #26
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Environmental Forum

(continued from page 42)

which have regulations that are at least as
strict, if not stricter, than the federal OSHA
standards. These states are: Washington, Or-
egon, California, Nevada, Utah, Arizona,
Wyoming, New Mexico, Minnesota, Iowa,
Michigan, Indiana, Kentucky, Tennessee,
Vermont, New York, Connecticut, Maryland,
Virginia, North Carolina, South Carolina,
New Jersey, Alaska and Hawaii.

What are some of the “basics” an OSHA
inspector will look for when he or she shows
up on your property? These include:

* OSHA's Job Safety & Health Protection
poster (or the agency’s new workplace safety
poster entitled: You Have a Right to a Safe
and Healthful Workplace: It's The Law!). See
www.osha.gov for more information.

* AnOSHA No. 200illness and injury log
properly completed to date for the current
calendar year

* Evidence of a written Hazard Commu-
nication Program thatincludes a listing of all
pesticides used in your operation and train-
ing for employees

* Current material safety data sheets
(MSDSs) for all hazardous chemicals used in
your operation

* A written safety program that includes
regular safety training for employees (Also
see the accompanying OSHA Basics Check-
list sidebar on page 42.)

OSHA PENALTIES. One good reason why
you want to stay out of trouble with OSHA is
because of its severe penalty structure. OSHA
may cite you for one or more “willful,” “re-
peat,
lations. You may also be cited for a “regula-
tory” (record keeping or reporting) violation.

Penalties for a single willful or repeat
violation can be as high as $70,000, while
“serious” violations must carry penalties of
up to $7,000, and “other-than-serious” vio-
lations may carry penalties of up to $7,000.
The failure to post the required workplace
safety poster (ina prominent location where
employees can see it) can result in a $1,000
penalty — as can the failure to maintain a
current OSHA No. 200 injury and illness log.

" ou

serious,” or “other-than-serious” vio-

Also, an employer’s failure to notify
OSHA within eight hours of any work-
related incident that results in the death
of an employee or the hospitalization of
three or more employees can result in a
$5,000 penalty.

Lastly, OSHA inspectors rarely cite an
employer for just one violation - it's much
more probable that if you undergo an OSHA
investigation, you will be cited for a number
of violations, which can quickly add up to
thousands of dollars in penalties.

The author is editor, Gempler’s ALERT. For
more information on How to Avoid an OSHA
Nightmare, contact Gempler's at: 800/382-8473,
or fax: 800/551-1128, and request information on
Item No. 929704. You can also visit
www.gemplersalert.com.

EDITOR'’S NOTE: This article includes mate-
rial from Gempler’s How to Avoid an OSHA
Nightmare: A Guide for Ag/Hort Employ-
ers, copyrighted and published by Gempler’s,
Inc., Web site: www.gemplersalert.com.

—F- GGATE

H - *U.S. Patent 6183031
The AWARD WINNING Gate Lifting System!

£

—

R

RN
N\
\

ERof

7

" WINN

Technological &
Innovative Excellence

44 MARCH 2002

g A

H.D. Spring, No Rattle
Polished Stainless

Easy to sell, add on product
» Saves on workman comp. claims due to back injury.
* |-Kit works on gates up to 180 Ibs.

* Reduces lifting by up to 80%.

* Increase crews productivity.

pen L UL E D ¢ Quality |-Year Warranty.

Assembly, No

Maintenance Hardware. * Universal, easy 20 minute installation.

Easy Adjustment Cable. ®

For More I\

Fully assembled, no welding.
Note: Works on all utility trailers with side rails.

CALL for a DEALER Near You!
Toll Free: I -877-965'095 I

* DIRECT ORDERS STILL AVAILABLE IN SOME AREAS -

Information Contact:

Ballard, Inc. 6550 N.E. | 4th, Des Moines, IA 50313

USE READER SERVICE #77

(515) 289-3723

www.ez-gate.com
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Our plants
are naturally
fortified with
life enhancing
mycorrhizae

for the strongest
root systems
and greatest
disease

resistance.

EMONROVIA

Healthiest, hardiest, most beautiful plants.
Our natural living soil contains a unique custom blend of mycorrhizae
and other beneficial microorganisms, time-released nutrients and
optimally aged compost. These elements work together to strengthen
each plant’s root system resulting in improved nutrient uptake, increased
flower yield and better tolerance to transplant shock and drought stress.
Monrovia...Grower of DISTINCTIVELY BETTER plants.

Wienner of the prestigious Evergreen Award from the EPA

for our environmentally friendly approach to growing.

MONROVIA
ZGROWERS

HORTICULTURAL CRAFTSMEN"SINCE 1926

Call for mare information on our New Plant varieties

Azusa, CA: (800) 999-9321 La Grange, NC: (800) 790-9194
Cairo, GA: (800) 342-6012 Springfield, OH: (800) 995-4001
Dayton, OR: (800) 666-9321 Visalia, CA: (800) 999-9321

www.monrovia.com
OMonrovia 2002
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PESTICIDE SAFETY

Debating Drift

Pesticide spray drift occurs as a normal, yet harmful, side effect
of most pesticide applications. While applicators cannot elimi-
nate drift across the board, they can minimize its consequences

and consider appropriate procedures whenapplying pesticides.

Debate currently surrounds Environmental Protection
Agency (EPA)-proposed blanket labels on pesticides that at-
tempt to reduce spray drift violations, but no legislation or
regulation revisions have been passed as of press time. Never-
theless, for basic environmental health and safety, lawn care
operators should review their knowledge and limit pesticide
spray drift on their properties.

DRIFTING AWAY. Spray drift occurs when pesticide par-
ticles move through the air to asite, plant or object other than the
intended application target. The National Coalition on Drift
Minimization (NCODM) is an organization consisting of repre-
sentatives from the EPA and U.S. Department of Agriculture, as
well as manufacturers, scientists and other individuals con-
cerned about spray drift. This organization attempts to further
industry education on the topic, and identifies two types of
spray drift: physical drift and vapor drift. Physical drift occurs
from small pesticide droplet sizes, inadequate boom heights
and high wind speeds. Vapor driftis affected by wind speed, but
can be caused by volatility, air temperature and humidity.

Contractors can control drift simply by minimizing spray pres-
sureand increasing droplet size, advised John Buechner, director of
technical services, Lawn Doctor, Holmdel, N.J. “Just watch your
pressure and your droplet size, which can be controlled right at the
sprayer if the system is set up properly,” he said, adding that
droplet size may be increased by adding surfactants to the tank
for that purpose. Keeping the spray nozzle as low to the ground
as possible also helps minimize unnecessary drift.

Drift usually is not a problem with turf applications because
of generally low pressures and high volumes of water, Buechner
continued. Tony Mills, vice president, Southern Greens Lawn
Care, Brandenton, Fla., agreed, noting that for residential appli-
cations, his company uses4- to 5-gallon-per-minute spray nozzles
that give out large droplets to begin with. “We're not using mist
sprayers on large condos, and most of the time you're getting
spray drift off the fine mist sprayers.”

In fact, most lawn applications, when made in liquid form,
incorporate large-droplet spray nozzles so that spray drift is
“essentially nil,” remarked John Thatcher, director of technical
services, TruGreen-ChemLawn, Delaware, Ohio. However, lawn
care operators must still consider where they are spraying to

When applying pesticides, contractors should pay attention to the droplet
size, sprayer nozzle height and pressure, and weather conditions in an
effort to limit potentially harmful pesticide spray drift. Photo: Syngenta

avoid contaminating sensitive areas, he reminded. “Our company
stays 3 feet or so away from bodies of water. We call it our ‘ring of
responsibility,” he said. “Drift can be a big issue when it happens,
since plant damage can occur and it’s a violation to apply pesticides
in a manner that affects humans, etc. It's bad business.”

After contractors check droplet size, set ideal pressures and
maintain the correct water volume, they should set a proper
nozzle height for the application. The NCODM suggests a
height of 18 to 20 inches above the application target for vehicles
with boom sprayers. However, even when these factors are
controlled, a worn or damaged nozzle can spark spray drift.

Finally, certain wind speeds may accelerate drift from a
pesticide application, and many states have regulations as far as
amaximum wind speed for safe pesticide applications, Buechner
identified. The NCODM lists 5 mph as a safe limit to avoid
wayward pesticide spray. “Just use common sense if you are
going tospray ona windy day when you are still legally able to,”
Buechner continued. “If you get too much material off target,
you have to be careful of aquatic life, sensitive plants, over-drift
to neighbors’ clothes and toys, yard items, picnic tables, etc.”

On the other hand, high winds can be used to the benefit of
some tree applications, Thatcher noted. “Thereis value tohaving
some movement of the material with wind,” he said. “Youbasically
have to get full coverage of the leaves for disease and insect
protection, and the only way to get good coverage is to spray with
the prevailing wind so the wind carries the spray into the tree
canopy. Just make sure it's not overly high wind velocity so the
material doesn’t go beyond the tree.”

In general, applicator education about drift, as well as keep-
ing up with any labeling changes that may occur, can only serve
to further lawn care interests and increase proper health and
safety measures, Thatcher stressed. “The most reasonable ap-
proach is to continue licensing applicators to ensure training
has occurred, and have states regulate their own pesticide usage
and detection of residues,” he said. — Kristin Mohn

The author is Assistant Editor of Lawn & Landscape magazine.

46

www.lawnandlandscape.com

LAWN & LANDSCAPE




B Al o ma e ] o2

These
Cats Can
Cut It!

If you are serious about commercial cutting, you
need serious equipment like Scag...a mower you
can count on every time you put it on a job. Over
the years, our customers have been able to count
on Scag for productivity and dependability. Only
Scag delivers this kind of return on your
investment, year after year.

No matter what your cutting needs, we have the
mower to get the job done.Whether it’s our
dependable walk behinds, proven 3-wheel riders,
the versatile Cougar bagging riders, or our agile
zero-turn Tigers, you know you're getting
"Simply the Best".

Ask your nearest Scag dealer for a field
demonstration today and put these cats to the test.
Visit www.scag.com for a list of Scag dealers and
for more details on Scag products.

"Simply the Best"

USE READER SERVICE #28
SCAG Power Equipment® All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000
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Keeping Score

Creating a team approach to quality lawn care is a top the company tried to make the form as easy to fill out
priority for Ed Reier, vice president of operations, Tecza
Environmental Group, Elgin, Ill. To that end, his com- addressed stamped envelope for clients to send it

pany created an annual client survey that serves as a

scorecard for each foreman.

“This form helps to quantify each
foreman’s work during their annual re-
view,” Reier explained. “The two main
things this form is used for is to evaluate
job profitability and quality. You can’t
have one without the other.”

Reier remarked that using this form has
helped each foreman see how he or she can
grow personally, professionally and finan-
cially, which has helped employee reten-
tion. “The percentage of employee reten-
tion that we get is outstanding — it's over 85
percent every year,” he enthused.

The form, which has long been used
by the company to improve employee
performance, is also used by Reier to
prepare an annual report regarding job
quality and profitability to the rest of
the organization. In addition, the forms
are scrutinized during meetings Reier
holds with the company’s account man-
agers every other week. “These forms
are a regular part of that meeting,” he
noted. “We learn from each other and if
a negative point comes in, the team
takes it as a strike against it rather than
the individual account manager.”

To receive a 35 to 40 percent return
rate each year, Reier acknowledged that

To view additional documents contractors use, visit the
Business Tools section at www.lawnandlandscape.com. If
you have a form you think contractors would benefit from,

contact Cheryl Green at cgreen@gie.net or 800/456-0707.

and return as possible. “The form is short and easy to
complete,” he commented. “We even include a self-
back in.” - Cheryl Green

The author is Internet Editor of Lawn & Landscape Online,

LET US KNOW HOW WE'RE DOING!

Your help in completing this brief questionnaire will ollow us to determine how well we
are meeting your needs.

Please rate us with 9 being the highest ‘grade’ possible, 1 being the lowest.

Who is your account manager:

1. Account Manager Circle One Number

* Meeting your needs and expectations V' 2°3°4:5 6728 .9
* Explanation of company’s capabilities 25 & oh 6 7B
* Knowledge of the landscape industry Y 203 45 6. 7/'8 9
* Follow-through on requests & changes 15 2-3) 4. 56 TS IB NS
* Neat, clean & professional manner 1 2.3 45678 9
2. Miscellaneous Additional Services

¢ Unique and creative design 1 203 45 678 %
* Quality of plant material ) 2: 304 506 7 B
* Thoroughness of site cleanup s R S DR gl T Sy - L
* Neat, clean & professional manner | 223 435 6789
* Communication with site personnel 1 23485 67 8%
3. Maintenance Services

* Ability to accomplish tasks at hand 1 2 30 4G ES7 N8
* Quality of work completed 1 2.3 4 567089
* Communication with site personnel 1 203 4056 708 'R
» Follow-through on requests 1 23 4 5:67:8.9
» Thoroughness of site cleanup 1 2.3 4 576 7 89
¢ Neat, clean & professional manner | 20845 6 &89
4. Administrative & Corporate Services

¢ Communication with corporate staff 2.3 4567 89
* Invoices accurate and understandable e G 6 8 9

Overall Value & Quality of Products & Services 1 203 4576 F 81

What is one thing you like best about how we service your needs?

What is one thing we could do better to satisfy you?

Other co s

Nome (Optional):

12N442 Switzer Road - Elgin, IL. 60123+ 847/742-3320 « Fax: 847/742-3171
Landscape Archi e, Construction & Maintenance

48

MARCH 2002

www.lawnandlandscape.com Lawn & LANDSCAPE



http://www.lawnandlandscape.com
mailto:cgreen@gie.net

lawnandlandscape.com (%

[CHE|

(¢ ungla uizaeliyg
A enaas/planminy SHeeTs)

yie it 3iuey ol

Meetings are like a team huddle. They build morale and

provide a place to hash out issues, learn new tactics and

discuss plans of action.

But, ina setting where time is money and client visits
cram schedules, finding time for crews and managers to
touch base can be a challenge. “You have to make sure
everyone slows down and talks to each other,” stressed
Steven Bruce, operations manager, TruGreen LandCare,
Tampa, Fla. “The key to meetings is getting back to the
basics and keeping everyone fresh.”

Since time is so valuable, covering key issues in a
modest time frame is a priority for many companies -
like N.D. Landscape in Topsfield, Mass. Chuck Morgan,
production manager, bringsastopwatch to his 39-minute
meetings and clocks each segment of the meeting, from
employee reports to positive feedback. Thirty seconds
from the end of the meeting, he issues a warning.

“What used to happen is we would get stuck on one
subject and talk about it for an hour and a half - things
were becoming unproductive,” he explained.

While this regimented timing method might seem
extreme to some, Bruce also keeps meetings to a half-
hour per person and there are five other managers
present at each meeting.

Besides keeping time,
organizing a structured
agenda also keeps manag-
ers and crew members on
task during meetings, Bruceadded.
“For efficiency, it’s important that
thoughts are gathered and points

are bulleted and addressed,” he
emphasized. “The pointof understanding your business
and being pointed, direct and efficient is key. I tell
managers if they organize how they communicate, they
will be successful.”

Bruce put it this way: “Organization equals profit-
ability.” This is why he hands out agendas to his manag-
ers on Thursdays before Friday morning meetings, so
each person has time to prepare their report. Bruce keeps
a notebook of issues he addresses throughout the week,

also jotting down notes in his dayplanner as issues arise
so he doesn’t forget events. He compiles his notes and
reports from managers he receives during the week,
which include client contact sheets, labor variance re-
ports and monthly quality audits. Managers supple-
ment this information at meetings by spending their half
hour discussing pending projects and new sales.

Meeting minutes are typed and compiled for refer-
ence, Bruce added. Then, managers can share these
issues with their crews during Monday meetings. “What-
ever we address needs to keep filtering down,” he said.

To supplement this communication, the enhancement
department has added hands-on lessons with on-site train-
ing sessions during the crew’s Monday meeting. Bruce
would like to see other crews implement these as well.

“You show proper ways to do things, and the guys will
bringoutissues, too~-things we cando better,” Bruce noted.

Morgan also keeps a strict agenda for his meetings,
beginning weekly crew training gatherings with the mis-
sion statement, a plant of the week and, then, the meeting
focus, which can be anything from role playing customer
service to plant identification, he said. His management
meetings start with one positive situation from each
manager, followed by reports from each person.

But Morgan doesntstop with these reports. He brings
an action planner that is filled out during the meeting to
enforce accountability. “We put up a name and date and
when the task will be complete,” he explained. “It's hard
to get away from the task if it is written down, and then
during the meeting we can address whether it is almost
done or where it stands.”

Since N.D. Landscape plans to jump from $3 million
to $6 million in revenue in two years, company develop-
ment updates are crucial, Morgan added. “If we didn’t
[have the meetings], we're going in so many directionsin
this office, even thought we're sitting 3 feet away from
each other, we're going so fast that if we didn't talk once
a week the company wouldn't gel,” he said. - Kristen
Hampshire

The author is Managing Editor — Special Projects for Lawn &
Landscape magazine.
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by Kristen Hampshire

HIGHGROVE
PARTNERS
HEADQUARTERS: Smyrna, Ga.
BRANCH OFFICES: Alpharetta,
Ga., Charlotte, N.C.,

Huntersville, N.C.

2001 REVENUE: $15,520,000
2002 PROJECTED GROWTH: 10
percent

SERVICE MIX: 80 percent commer-
cial/industrial and 20 percent
residential

EMPLOYEES: 230 year-round, 20
seasonal

EQUIPMENT: 33 trimmers, 128
blowers, 57 edgers, 8 pruners, 45
walk-behind mowers, 22 riding
mowers, 16 chain saws, 4 brush
cutters, 56 hedge trimmers, 62
maintenance vehicles, 5 spray
vehicles, 25 installation vehicles

THE COMPANY

THE ACQUISITION: Formerly Post
Landscape Group, the three partners
acquired the service from the real
estate giant last November and
formed an independent landscape
design/build and maintenance firm
- HighGrove Partners.
CHALLENGES: The economy,
finding good people and a highly
competitive market

PRESIDENT: Bill Lincicome has a
degree in landscape architecture
and worked for Post Landscape
Group since its inception in 1989.
CHIEF OPERATING OFFICER: Jim
McCutcheon also has a degree in
landscape architecture and worked
with Lincicome and Rogers at

Post Landscape Group as one of its
key managers.

CHIEF FINANCIAL OFFICER: Ken
Rogers joined Post Landscape Group
in 1995 and helped the company
fine-tune its accounting, tracking and
job costing systems.

AL &
Glance
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2971 Atlanta Road
Smyrna, Ga. 30080
PH: 678/298-0550
FX: 678/298-0608

The HighGrove partners left home for the first time with-

out a wink of doubt.

Normally, breaking away from the nest sets off uncer-
tainty, triggers some nerves. No more security blanket - no

more financial pillow, market reputation or big-business
clout. No more endless budget or surplus labor. Quite |
frankly, independence takes guts and gumption and struggle before glory. |
But all this doesn’t make the former Post Landscape Group trio a bit homesick. |
“It was time for us to leave home and venture out on our own,” recognized Bill '
Lincicome, president of the Smyrna, Ga.-based partnership, once part of the real |

estate giant Post Properties. For him, Jim McCutcheon (chief operating officer) and
Ken Rogers (chief financial officer), the time was right last November when their
parent decided to concentrate on its core property man-
agement business. In an amicable deal, Post Properties
sold its landscape group to its three top managers, who
formed HighGrove Partners.

“It was a back-to-the-basics campaign for Post, and it is
a win-win situation, because it affords us the opportu-
nity to do what we want to do,” Rogers noted.

“We had dreams about this years ago,”
McCutcheonadded. “We were proud of what
we had done over these many years, and
Post provided us an opportunity that we saw made sense.”

Besides, parting from their Post home didn’t mean leaving their
comfort zone. Now the long-time co-workers are testing their indus-
try education in an adventure all their own, with some fresh ideas on
boosting maintenance business, piling up profit, preserving a solid
reputation and, most of all, putting people first.

THE RIGHT TOOLS. HighGrove is a bit of a double entendre in
some respects, The $15.5-million company started its operation with
high standards, high-quality employees, a high reputation to uphold -
not to mention high aspirations. But, like any growing business, the
company climbed some steep hills first.

These milestones come with mud puddles. For example, before
smooth systems are “accounting nightmares,” like Lincicome described.
“Iwasspending 50 percent of my time in the accounting department trying
to get things sorted out. We couldn’t grow because the accounting situation
was a nightmare, and | knew if we were going to go anywhere we had to find
someone in tune with business.”

This was in 1995, when the three were working at Post Properties y
and systems were not so smooth. In fact, operating on the real
estate company’s accounting system was skewing landscape
pricing because the software was not designed for such detail.

(continued on page 52)
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Equipped with a clever
game plan and established
reputation, three former
Post Landscape veterans
test their independence as

HighGrove Partners.
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B 3 e Ken Rogers, Jim McCutcheon and Bill Lincicome (left to right)
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head the HighGrove team. Photo: Jill Alikonis
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(continued from page 50)

Enter Rogers. “When I got there, we had
about six different systems in our landscape
division to track everything,” he explained.
“We had an accounting system to track our
man hours, and another to track our job
costing. And Post Properties had a lot of
hybrid accounting systems in place for their
construction and property management de-

partments — we were all using completely
different systems. It was a real nightmare to
marry all of that.”

Rogers sorted through the mess, under-
taking a project to integrate all of the depart-
ments and “put everyone on the same plat-
form” - a scenario many small companies
experience when first testing accounting sys-

Trim Costs & Grass Fast

With Our New
Low Price

On The Industry’s Most <
Powerful Trimmers &%

/BCMOODL
&N

" Suggested Retail Was $549.99
Suggested Retail Now $446.99

BC4400DWM
Suggested Retail Was $619.99

You Save $103
Suggested Retail Now $499.99

You Save $120 .~

Our BC3400DL and BC4400DWM string trimmers
P set the standard for professional trimmers. With 33.6
cc and 41.5 cc two cycle engines, respectively, and
6" commercial tap and go heads, these trimmers
are sure to boost your productivity. With savings of
more than $100 on each of these machines, they
are sure to trim your costs as fast as they trim grass.
Check out these machines and the cost saving
at your nearest participting RedMax retailer now
s0 you can get a full season of higher productivity.

RedMax-

Komatsu Zenoah America, Inc.

4344 Shackleford Road, Suite 500 ¢ Norcross, GA 30093
800-291-8251, ext.213 * Fax: 770-381-5150
www.redmax.com
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tems. After all, an $15-million landscape divi-
sion couldn’t operate from the same systems
that worked for a $2-billion real estate firm.

“We had to start from ground zero,”
Lincicome remarked. “We needed a process.
When I say accounting, there are two aspects
to that. It's really understanding how the job
is performing financially and, internally, our
managers needed to understand where they
areas farashours and expenses - they needed
a job management tool. We couldn’t expect
them to succeed if they didn’t have the neces-
sary tools.”

The goal: Improve job costing and put
pricing in perspective. Price slashing was the
trend and the landscape group found its prices
were a bit out of touch from the market.
“Now, we take data from industry associa-
tions and we see how our pricing and over-
head compare,” Rogers said.

A lack of job costing created inaccurate bill-
ing in the enhancement department, for ex-
ample, which lost money because costs were
not tracked carefully. “Now, we isolate each
service, evaluate it on its own merit with a
pricing structure, and we've been able to in-
crease our profits because of that,” Rogers said.

Some of the prices were too high, others
weretoo low. Gib Durden, vice president/ sales
manager, said the company did cut prices a bit
to contend with competitors, but some of the
prices were too high to begin with. “We found
we were really competitive on some of the
smaller jobs, but when we got into the high-
production jobs, we weren’t really as com-
petitive because of our bidding systems.”

Lining up costs with other companies was
not only a matter of comparison, but finding
out just how long it takes to perform each
task. “We basically took a stop watch and
said, ‘Go,” and saw how long things take,” he
noted. “We updated our bidding system and
got more competitive.”

Now, HighGrove draws on these money
mistakesand seesits Post parent’s tight reigns
on financials as a business boot camp - a sort
of training and preparation for their new
venture. They stick to quality and don’t worry
so much about price shoppers - less cost-
conscious customers also help this, Durden
added. “They take more of a middle ground,
and if you can back up a little higher price
with exemplary service, they see some value
in that.”
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chipco

Professional Products

L ]
OP tlons Crossing over from organophosphates can be difficult and confusing.
But it doesn’t have to be. At Chipco, we understand that there's not

A program ~ for replacing organophosphates

just one product that can accommodate all your insect control needs.

That’s why we offer you OPtions: a unique, integrated insect management program that includes
three diverse product lines with much to offer. Each is from a different chemical class. Each is successful
and respected. Two provide you with virtually the same spectrum, control performance, plant safety,

and cost effectiveness you get with organophosphates.

Our OPtions program also includes experts to guide you. We'll work closely with you to develop a
customized program that considers your target pests, application timing, control performance, formulation,

and the need for resistance management.

DeltaGard”: The world’s most popular pyrethroid
Known for high performance, pyrethroids are synthetic ver-
sions of naturally occurring insecticides. The world’s most
active and most widely used pyrethroid — deltamethrin —
3] s the active ingredient in our popular
Delta Gard DeltaGard insecticide line,

DeltaGard is an all-purpose insecticide offering the
attractive combination of broad-spectrum efficacy at very
low doses — some of the lowest doses on the planet, in fact.

DeltaGard is effective against more than 50 insect
species, including ants, fleas, ticks, chinch bugs, mole
crickets, billbugs, and bluegrass weevils. DeltaGard’s broad
spectrum efficacy is matched by power: DeltaGard provides
quick knockdown, high mortality, and a
long residual. Yet, its toxicity is
extremely specific to insects.

As an organophosphate
replacement, DeltaGard is up to
the challenge. Several studies have shown it to
perform as well as, or better than, Dursban. (See charts
on Bluegrass Weevil, Chinch Bug and Cutworm control.)
And DeltaGard insecticides carry wide use labels,
enhancing the flexibility of the products.

DeltaGard has other benefits, too: There’s little odor,
it provides for flexible application, and it's economical to
use. It combines readily with many fertilizers, fungicides,
and herbicides, too, making it a good tankmix partner.
DeltaGard has been repeatedly tested and proven.

All in all, DeltaGard offers a very attractive package
of benefits in a hard-working, economical insecticide.

Adult Annual Bluegrass Weevil
April 20 - June 22, 1998
Tumble Brook Country Club, West Hartford, CT
Dr. Pat Vittum, Univ. of Massachussets
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Southern Chinch Bug
August 24 - 31, 1996
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Black Cutworm Larval Control
July 22 - August 5, 1998
Creeping Benigrass Turf, University Park. PA
Dr. Paul Heller, Penn State University
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Sevin®: The world’s most popular carbamate
In addition to having the most popular pyrethroid, we also
offer the most popular insecticide of the carbamate class.
Sevin contains the active ingredient carbaryl and
provides exceptionally broad spectrum control of more
than 130 insect pests on turf, trees, and ornamentals,
pests that include aphids, beetles, chinch bugs, cutworms,
Sevin a loyal following and a reputation as one of the
best all-purpose insecticides available.
Sevin stacks up well against organophosphates, too,
performing better than Dursban against pests like billbugs,

mole crickets, white grubs, and weevils.
Its broad spectrum efficacy has earned

cutworms, June beetles, and sod webworms. (See charts.)
Sevin works both through contact and through
ingestion. The combined effect is quick knockdown and
thorough control. Residual activity keeps Sevin effective
for 7 to 14 days.
Diverse formula-
tions allow Sevin to be
applied with virtually
any type of applica-
tion equipment. It's
economical, and it's
compatible in

tankmixes with a broad range of products, including
herbicides, fungicides, adjuvants, and other insecticides.
Finally, 35 years of use have not diminished Sevin’s
effectiveness in the field. Insects rarely show resistance
to this dependable compound.
If you've never tried Sevin, perhaps you should.

Billbug Larva Control
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Introducing: More choices for mole cricket and fire ant control with fipronil

Two pests have long been the leading insect problems for superintendents in the South — mole crickets
and fire ants. Now, one family of insecticides brings you the ultimate solutions for these problems with
low-dose fipronil formulations — Chipco® Choice™, Chipco TopChoice™, and Chipco FireStar™.

Hm gt I just a few years, Chipco Choice has revolutionized mole cricket control

C Olce on golf courses with superior effectiveness and season-long residual at i
very low doses. So low, in fact, that just one pound of fipronil is equal in efficacy to 200 pounds of an
organophosphate active ingredient. Launched in 1996 as a slit-applied product, Chipco Choice provides
control of mole crickets for six months or more with just one slit application. Now, the new label adds
new sites, pests and the flexibility of broadcast application. When broadcast-applied for fire ants, a
single application of Chipco Choice provides up to 52 weeks of control plus control of mole crickets

(4 months), fleas & ticks (1 month), and nuisance ants (3 months). The broadcast application requires

a spreader capable of applying 12.5 Ibs. product/acre.

dﬁ . « New Chipco TopChoice provides one-step fire ant control for up to a
tn lelce full year. Formulated specifically for broadcast application with a
standard spreader (87 Ibs. product/ acre), TopChoice is designed to be very different from other fire ant
treatments: No multi-step processes. No time-consuming mound treatments. Just one easy, broadcast
application is all it takes to get up to 95 percent control in 4-6 weeks, and eliminate the threat of fire

ants for up to a year. Plus, an application of Chipco TopChoice for fire ants will also control mole crickets,
fleas, ticks, and nuisance ants.

f I r' &t a r" New Chipco FireStar delivers fipronil in a unique, easy-to-use granular

mRE anTaar  bait that's highly attractive to fireants. The result is effective control

with just 0.00015% active ingredient, the lowest concentration in any fire ant treatment. FireStar makes I
an excellent partner for Chipco Choice or TopChoice — use it to treat landscape beds, embankments
and sand trap perimeters, the bases of trees, and other hard-to-reach places fire ants favor.

More than exceptional products

We hope you'll consider these exceptional products as you consider what to do beyond organophos-
phates. Please also keep in mind the company behind them: Chipco Professional Products is an
excellent resource for professionals like you who might have questions about the changing state of
pest control, or concerns about what course of action to take next.

To start exploring your options, please contact your Chipco representative today, call us at
201-307-9700, or visit us online at www.aventischipco.com

Aventis Environmental Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, N) 07645 / 201-307-9700 / www.aventischipco.com
Chipco, DeltaGard, Sevin, Turcam, and Termidor are registered trademarks and Choice, TopChoice and FireStar are trademarks of the Aventis Group. Scimitar
and Mavrik are registered trademarks of Syngenta. Frontline and Topspot are registered trademarks of Menial Corporation. Dursban 15 a trademark of Dow
AgroSciences LLC, Naturalis-T is a registered trademark of Fermone Corporation. Ment, Oftanol, Tempo, and Dylox are regrstered trademarks of Bayer
Corporation. Orthene is a registered trademark of OMS Investments, Inc., and is licensed exclusively to Tomen Corporation for intemational agncultural use
Always remember to read and follow directions carefully, ©2002 Aventis
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raining is more than video tapes and on-site tag-alongs at HighGrove Partners.
People are its greatest investment, so the company implemented a promotion and
ucational program to build skills, confidence and careers.

“It's one thing for us to put the gold in the pot, but if we don't give the employees
{the resources and training, they won't succeed,"” noted Ken Rogers. chief financial of-
ficer of the Atlanta, Ga.-based firm, formerly Post Landscape Group,

devel. Employees leamn the ins and outs of each rung on the ladder before progressing to
Be next position, explained Keith Worsham, branch manager, Atlanta operations,
Smyma, Ga. For instance, a grounds person learns mowing, edging and blowing skills
in the field with a trainer, who demonstrates proper procedures for each task. Later,

ck at the shop, the employee takes a written exam that reviews the information.

ince employees progress at different speeds, there are three categories for each job de-
iption - three steps of learning and three steps before moving to the next level.
“There are three levels in each position — grounds person 1, 2 and 3, and so on.,"
‘Worsham explained. “To be an assistant supervisor, you first have to be certified at all

: ee levels. Then, level three of assistant supervisor prepares you for the next level -
‘BBpervisor. We focus on more experience to get them ready for the next promotion.
Phat's the key to it."

Experience includes making mistakes, but HighGrove won't micromanage. "You
don't have the owners looking over your shoulder and you have the opportunity to fol-
low your nose and succeed,” Worsham described. After 13 years, he moved from mow-
g to managing, and he sees inspiring opportunity. "When I saw the amount of per-
Bonal interest that gets taken in each person and how sincere the company is about

f,{._‘ eryone's progression and long-term goals, I started to see the career aspect of the
job." — Kristen Hampshire

Personal Investment

In essence, being held accountable for
eir numbers and performance in the past
reated a solid beginning for the new part-
Shership, Lincicome recognized.
W “sa good exercise and we were forced
Ir"}arly and we think it will be a big benefit,” he
L figured. “Now, we can analyze what divi-
_sions are doing well, talk about the ones that
> not doing well and why - do we need

re resources? We can get focused on the
mediate problem. Financial reports are a
scipline thatis critical to growth. You can't
ow smart without it.”

ing the company money on fees.

nance would play a profitable part of its
future, especially in a lagging economy.

In1995, Post Landscape Group had
$8 million in revenue with a 75-per- |
cent construction-based business.
Gradually, this top line expanded,
and the ratio of construction to mainte-
nance evened out. 2001 brought
HighGrove Partners $15.5 million in rev-
enue with 60 percent maintenance,
Lincicome reported.

“That was one of the first projects we
undertook shortly after the three of us got
together,” he noted. “We realized that if
we were going to be more profitable, we
had to turn [the company] into a mainte-
nance business.”

This transition might seem a little un-
natural for two landscape architects and
a numbers man. But weekly cash flow
keeps companies alive, and they knew if

OFIT ADD-ONS. Growing smartkeeps
e partners’ critical eyes constantly looking
the company’s clockwork. Their to-do list
a healthy size, and finding more profit is

ver scratched off the roll.
So, aftersmoothing out systems, the land-
scape group took a second look at subcon-
tracting work. In 1998, Post Landscape Group
~ subcontracted irrigation repair, turf care -
everything except construction, which was
in-house, Roger said. Since then, it added
these high-profit services toits business, sav-

LawN & LANDSCAPE www.lawnandlandscape.com
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“We focused more on our enhancement
work as a percent of our contract maintenance
and that'sbeen a big help,” Rogers recognized.
From here, the company decided that mainte-

i J

they were going to hit Post’s targets each
year, which were set at between 10 to 15
percent in growth, they needed a more con-
stant revenue source. Maintenance was the
answer, and it plays an important role in the
business plan for their new organization.
“Constructionis good when the economy
is good, but in 2001 it slowed down,” Rogers
said. “You need to be able to insulate your-
self from those downturns in the economy.
In our case, we cut our teeth on installation
and design and we'll never get away fromit,
but we want to be 75 to 80 percent mainte-
nance and have the ability to choose the
construction work that we want to do.”
Adding more maintenance requires more
capital, however—more people, more equip-
ment, more management to oversee the work.
First, the company focused its operational
performance. “Initially, it was, well, not quite
that good,” McCutcheon admitted. A part-
time sales person wasn't enough to feed
more business into the department. Also, the
company needed more and better equip-
ment, which required a multi-million dollar
investment spread over a couple years — not
such a stress when it was financed through
Post Properties. Now, HighGrove pays for
these needs with a line of credit, and help
from industry consultants “turned the ship,”
McCutcheon said.
“When we had a transition from design/
build to maintenance, that was a pivotal
decision,” he noted,
adding thata people-
oriented service re-
quires a compatible
manager. McCutcheon
| was that maintenance
| point man in 1998, be-
fore he shifted into a
broader management
position. “Mainte-
nance is where 70 per-
centofour peopleare -
it's people intensive,”
he noted. “Managing people in a creative
way is critical.”
In fact, any add-on service will survive
only with the right people, Lincicome
pointed out, Hisadvice for landscape com-
panies striving for one-stop-shopping sta-
tusis to know limitations and recruit valu-
able employees.
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(continued on page 60)
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WE STARTED INVENTING
IN THE 19TH CENTURY.

I THE WORLD'S FIRST

Admittedly, we're obsessed. For 165 years,
we've scratched our heads over how to
improve plows and tractors.

And if computers had existed back in the 19th
century, we certainly would have considered
harnessing the semi-conductor sooner.

But now, here they are: The first compacts

available with electronic transmissions
and controls, The 4000 TEN Series.
eHydro™ electronically activated pedals
are up to 70 percent easier to push than before

A LoadMatch™ power management system 4000 TEN Series ROPS

meet new SAE, ASAE
and OSHA standards.

makes stalls almost impossible. Cruise control
is speed-sensing (plus has accelerate/deceler-

ate and resume features — just like your car).

The optional iMatch™ hitch
Try it once and you'll be hooked.
Simply back tractor up, and
slide on PTO shaft

New SpeedMatch™ and MotionMatch™ systems

allow functions never before possible on a

tractor this size.

In fact, there's so many new features, you
honestly need a test drive to appreciate them all.
Your John Deere dealer would love to show
you (or provide an onsite demonstration) what's

next in tractors
No ad can do them justice.

We've never forgotten the lessons learned over more than
a century and a half: That there's no substitute for real-waorld
tests, for rugged ponents and cust feedback

The TEN Series survived three years of intensive customer
evaluations and rigorous field tests.

Nine Tractors. Three chassis sizes. Four years in dev
ment Over 120 improvements o the previous-generat
4000 Series models,

|
www.JohnDeere.com l



LABOR-SAVING DEVICES
AND HAVEN'T STOPPED.

IOMPACW ELECTRONIC TRANSMISSIONS.
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New low-effort electronic
controls are located right at
your fingertips, and grouped
in a convenient console.

After initial installation,

Quik-Park™ Loaders (and Backhoes)
can be attached and detached in
four minutes or less,

New LoadMatch™ hydrostatic transmission: Torgue is New Frontier™ implements fill out an already comprehensive
always maximized. Response is instant, And stalling? line-up of landscaping tools. Include landscape rakes, core
Almost a thing of the past: The transmission automatically | aerators, pulverizers and more.

adjusts to engine output, maximizing productivity.

JOHN DEERE
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(continued from page 57)

Same goes for managers to grow a com-
pany, he noted. “Every manager knows people
who are reliable,” he identified. “You need to
circle those wagons around you and get trust
and respect pulling between that group.” Co-
incidentally, this is how McCutcheon and
Rogers became such valuable managers, and
eventually, partners, in the HighGrove

dream. “I didn’t have a plan, but I always
knew in the back of my mind, if I got in a
position of success where I started to grow,
there would be people I would need,”
Lincicome reflected.

“Ken was one,” he continued. “I didn’t
just discover him, he was targeted. Jim was
the same way.”

Landscape Contractors:

Realize Up

to

$20,000 a Year in
Additional Profits!?

Our patented Super Lawn Truck™ System is a veritable business-
in-a-box — an efficient system that pays for itself! Everything your
crew needs to organize, store and transport your equipment is all in
one secure vehicle. Plus...your Super Lawn Truck™ is a customized
rolling billboard that advertises your company everywhere you drive!

Save thousands of dollars when you use the Super Lawn Truck™
System over the outdated “truck-and-trailer’ method of operating
your business.

Fueling on site is easy with SLT’s fuel storage system.

¢/ Eliminate time-intensive loading and
unloading every day

¢/ Minimize stops at the gas station—the
SLT System features a unique fuel storage
system

v/ Free up valuable warehouse space
by keeping everything organized and
loaded inside the truck - tools, ladders,
riding mowers, water coolers...whatever
you use

v/ Save wear and tear on your tools and
prevent theft

v/ Patented ramp folds neatly to a lock-
able rear door, eliminating the need for
trailers

CONTACT US NOW for your copy of the
Business Builder Plan

Use our toll-free number or
visit our web site for information

SUPER LAWN TRUCKS™

866-787-3752  (478) 923-0027 + (478) 929-3583 fax
info@superlawntrucks.com e www.superlawntrucks.com
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CREATING CAREERS. Marking high-po-
tential employees doesn’t end with upper
management. Actually, HighGrove’s empha-
sis on training, developing and promoting
middle management creates a close-knit com-
pany fabric.

“We try to find the best people, train them
the best we can, lay out the expectations and
allow them to do their jobs,” McCutcheon ex-
plained. “That has enabled us to take on more
services and provide more for our customers.”

“It also develops opportunities for our
people - career growth,” Rogers pointed out.
“And that’s very important also.”

The HighGrove partners step back from
their managers and employees - they let them
make mistakes and find new ways to handle
problems. Sure, it's not easy all the time,
McCutcheon admitted. “We're challenging
our people to think instead of pointing a
finger and saying, ‘Do this,”” he said.

Avoiding micromanagement tactics also
allows employees the independence to make
decisions. Some are better than others, butall
of them are learning opportunities,
McCutcheon added.

“You have to have faith,” he remarked.
“We have made mistakes. There is no way we
could’ve grown from zero to $18 million with-
out that. Our employees have learned a lot
from usand they are applying the samelogic.”

Promoting from within will grow the com-
pany and provide a solid, knowledgeable
management team. “A lot of companies are
started by one or two guys and stay in the
family,” Lincicome said. “For us, it will stay
with the people that operate it.”

Essentially, HighGrove, in its first year, is
grooming its next generation of owners. Per-
haps the partners want to pass on the oppor-
tunity that was afforded to them by Post, or
maybe they simply appreciate the value in
company loyalty and want to reward those
who do the same. Either way, Lincicome
communicates this potential to employees.

“It will be the people that run the busi-
ness, and they know that,” he said clearly.
“All of our operations are set up that way.
We're offering them the incentive that if they
work hard and smart, this will grow into
something that is theirs.”

HighGrove talks this up, but its training
programs and intricate infrastructure back
these words. Take Keith Worsham. As a
branch manager of Atlanta operations, he is

LAawN & LANDSCAPE
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responsible for the irrigation department,
turf care and floriculture, and he has four
account mangers and mechanics who report
to him on a daily basis. After 13 years with
the company, Worsham sees possibilities -
“I've come through the
ranks,” he pointed out.

he sees a career,

Each position has three levels, he ex-
plained: Ground person one, two and three,
then assistant supervisor one, two three, and
so on. “The top level of each position pre-
pares you for the next level,” Worsham de-
scribed. “People progress differently at each
level. You need to break [training] down into
smaller increments.”

Now, Worsham is looking forward as
well - he’s thinking about his next step and
where he might fit into the larger picture.
This is exactly what the partners want.
“People really feel like they're successful,
and there’s a future and an opportunity if
they work hard - there is an avenue for
them,” Lincicome related.

HIGH EXPECTATIONS. Four months on
their own, and the HighGrove threesome is
holding their own. They are filling out the
footprints of rather large shoes, but finding
anidentity that both preserves and builds on
the Post reputation.

“I think we'll develop our own culture,”
“It's important for us
to grow from our experience at Post, and

Lincicome concluded.

develop our own culture witha commitment
to customer service, professionalism and
quality. All of those things have always been
importantand the managementknows that.”
Resources for people, growth for profit
and quality for reputation - these staples
will drive success, McCutcheon added. That,
and a simple mantra - “Have fun and make
money,” Rogers added, laughing.
Multi-family clients present sales oppor-
tunities, and the “formerly Post Landscape
Group” tag will follow the new name until
the company establishes market recognition,
Lincicome noted. A favorable market that
surges 60,000 in population every six months

LAWN & LANDSCAPE

willalso encourage the company’s growth
- a 10-percent revenue increase for 2002,
they hope. Furthermore, a synchronized re-
lationship among the three partners will ce-
ment the operation.

“We don’t have any desire to be the big-
gest company in the country, we just want to
be the best,” McCutcheon related. Best, de-

fined in terms not marked by dollar signs.
“We want this to be a great place to work
and where people feel success and have a
bright future,” Lincicome recognized. “And
that's what we work toward every day.”

The author is Managing Editor - Special Projects
for Lawn & Landscape magazine.

HUNTING
FOR A NEW
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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!

Fnpress Jlower

800-285-7227 www.expressblower.com
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David Teas

has learned
that bigger isn't
always better.

by Cheryl Green

Paying attention to the
small details has

helped Clean Cut Lawn

Maintenance achieve

success. Photo: David

Teas

Throughout the past 10 years, David Teas, owner, Clean Cut Lawn Maintenance , Charleston,
S.C., has learned to be happy with conservative growth. “I like where I am,” he asserted. “1
tried getting bigger a few years ago and I wasn't happy with the results.”

Teas explained that he noticed quality starting to slip when he tried to expand his business,
which offers lawn maintenance, irrigation, annual color and holiday lighting services to both
residential and commercial properties, so he decided to pull back. “I didn’t have the systems
in place to get bigger,” he related. In addition, he said that money was an issue associated with
his attempt at expansion.

“I've been burnt on the money end of it as far as getting over extended,” he stated. “I
definitely wasn’t happy with the profitability.”

62 MARCH 2002

So, instead of rushing growth, Teas decided to take it nice and
easy — improving the qualities that initially made his businesses
successful, so that when he’s ready to expand again, the systems
will be in place.
As far as Teas is concerned, learning from past mistakes will
position Clean Cut as a leader in the marketplace.
“When I'look at my first two years, I was totally undercapital-
ized and 1 borrowed up the yin-yang, and I'm still paying for
that,” he lamented. “Four years ago, I starting running the busi-
ness on a S(lillctly cash basis and now, I‘ve sot Clean Cut Lawn
the numbers in place to recoup my capital in-
vestments so there’s no reason not to pay cash.
That's been the biggest turning point.” 1480 Edgewater Drive
Other tough decisions Teas had to make  Charleston, 5.C. 29407
involved his clientlist. He had todrop a project  pH- 843/556-3926
that comprised about 30 percent of his busi-
ness, simply because he saw no growth potential with the cus-
tomer. “I chose not to rebid this property because I saw that there
would be some adversarial situations,” he maintained. “They
wanted to go low dollar and I didn’t want to go there.”
{continued on page 64)

Maintenance

Running a successful business and being able to enjoy life is the perfect balance that
David Teas is hoping to achieve. Photo: David Teas
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Nu-Gro Technologies
Providing All Your
Nifrogen Needs
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Nu-Gro Technologies, Inc. is a leading manufacturer and
marketer of controlled release nitrogen sources throughout the
world. Our goal is providing the highest quality, environmentally

acceptable products for the market place. /)))))

nu-gro
Nu-Gro Technologies, Inc 2680 Horizon Drive SE, Suite F5, Grand Rapids, Ml 49546
Telephone: 1-888-370-1874 www.nugrotech.com
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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!
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800-543-8955
Or log on at
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Despite a reduction in staff, the Clean
Cut team is still able to provide
quality services to its existing
customers without working overtime.
Photo: David Teas

After dropping that major clientand
deciding toget rid of abouteightsmaller
accounts that Teas did not consider to be qual-
ity customers, Teas decided to reduce his
workforce from two, two-man crews down to
one. Although he continues to add to his
client base, he has decided not to expand his
work force again, “We don’t work more
hours in the day,” he pronounced. “If we
can‘t getitdone in eight to 10 hours, then we
don‘t do it.”

Teas explained that taking on more reli-
able and profitable clients and revising the
routing schedules helped him and his em-
ployees handle the amount of work since the
loss of the extra labor. “Over the past two
years, I got rid of eight low-income proper-
ties and added six quality customers, so if
anything, running the business has gotten
easier,” he noted.

HOLDING THE KEYS. Every business
can hold the keys to success. It's simply up to
the owner to decide what keys to putinto the
ignition to get the company headed in the
right direction. For Teas, the main key to his
success is customer service. While most com-
panies would say the same thing, Teas real-
izes that providing good customer service
requires commitment.

“Our No. 1 goal is keeping customers,”
Teas trumpeted. “I will lose money to keep a
customer because I know down the road I'll
make that money back by giving them great
customer service. I consider that paramount.”

Teas explained that he believes this phi-
losophy sometimes gets lost on bigger com-
panies, with a strong financial focus. “It's
just a numbers game to them.”

One component of customer service
that Teas remarked as being invaluable is
consistency. “People can set their clocks
by our service,” he said. “Other compa-
nies, my competitors, aren’t consistent.”

Although it may sound simple, Teas
explained that “billing what you say you're
going to bill, doing what you say you're
going to do and keeping your customers
informed,” is the essence of consistency.

Forinstance, if it rains and Teas’ crew can’t
get to the accounts scheduled for that day,
those customers know that they will be
first on the list to receive service the next
day. Then, after those accounts are caught
up, Teas will begin with the accounts sched-
uled for that day.

Another primary component of this con-
sistency, Teas said, is continuous communi-
cation with the client to resolve concerns
right away. “I'm on all our properties every
week or every other week,” Teas asserted.
“If the communication with the customer
can’t be conducted face-to-face, we use e-
mail. All concerns are handled within 24
hours - period.”

To ensure he services only the top-notch
clientele, Teas carefully screens all potential
customers - only taking on new clients who
are referred by current patrons.

“Over time, you slowly become a judge
of character,” Teas commented. “Generally
speaking, if the referral is from someone I
know, the [potential customer] is going to be
someone good - someone who is willing to
pay for the services rendered.”

He feels screening potential customers is
necessary because he doesn’t want to waste
his limited time with a client who is only
price shopping. “I always ask the person
why they called me and how they got my
number,” he declared. “Right away | ask
them what they’re looking to spend, and if
they hem-haw around, I know they’re just
price shopping.”

With this method and through careful bud-
geting, Teas is in a position where he can pick
and choose the clients he wants to take on.

“I know what my revenue is going to be
at the beginning of the month,” Teas ad-
vised. “I typically turn down more clients
than [ take.”

ON THE HORIZON. In the future, Teas
expects to continue growing ata slow pace,
making small, sensible changes. In 2002,
Teas expects growth of about 8 percent
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over last year, with projected revenue be-
tween $150,000 to $200,000. However, this
revenue doesn’t include any installation
projects Teas may take on. “I don't push
the installation side of the business and
I've had four calls for installation in the
past few weeks,” heasserted. “I don’t push
it because it would take away from the
maintenance side, and the maintenance is
what gives us these opportunities.”

In an effort to save money and streamline
his operations, Teas is also reevaluating his
equipmentand accounting systems this year.
Because of the narrow streets through the
downtown Charleston area, Teas plans to
eliminate the use of trailers in favor of trucks
with drop tails for liability reasons. In addi-
tion, he’s currently evaluating his account-
ing system to see if there are any software
systems on the market that will help him run
a tighter ship.

“I've been shopping around for a new sys-
tem but for a company my size, I'm not sold,”
he advised. “I've got the systems in place, so
I'm just going to improve upon those.”

While shopping for new software and
trucks hasn’t been a burden, Teas expects
that his goal of reducing training costs will
be more time intensive and require more
resources. Because he only has two perma-
nent employees on his payroll, Teas utilizes
an H2B staffing service when bigger projects
require more labor. Therefore, one of his
major goals for 2002 is to produce bilingual
training manuals and office communications.
“Iwant to put everything down on paper so
that when the workers switch out, it will
reduce the amount of training required,” he
declared.

As he achieves these goals, Teas expects
that his company will raise the bar for the
industry in his area. And while he continues
to strive to be the best - he’s okay with not
being the biggest.

“The big companies have the same prob-
lems we have, just on a different scale,” he
emphasized. “They are successful and some
people want to get to that level.

“But, a lot of guys are happy making a
decent living,” he continued. “I live on the
intercoastal waterway - it's beautiful here
and I'm able to take advantage of that.”

The author is the Internet Editor for Lawn &
Landscape Online.
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'GET AHEAD!

Reduce Clippings and Mowings 50% or More

Keeping property looking neat and trim, and keeping mowers and
trimmers on schedule, makes you look good. Experienced turf
management professionals get it done with EMBARK® Turf &
Ornamental Growth Regulator! Applied during periods of peak grass
growth, it reduces mowings and clippings by 50% or more!

This gives you time to get more done. Or, it can give you and your
schedule a cushion, so you aren’t cutting ruts or frantically playing
catch up when there are rain delays, worker absences or equipment
downtime. EMBARK growth regulator can be tank-mixed, if you like,
and applied with your preemergent herbicide or TRIMEC® broadleaf
herbicide. Also, applied within 4 to 6 weeks of initial spring green-up,
EMBARK can inhibit seedheads in tall fescue or Kentucky bluegrass
lawns all season long.

@ Economically priced!

@ Mowing frequency reduced 50% or more!
® Less need to double mow.

® Unparalleled seedhead suppression.

® 4 to 6 weeks duration.

@ Use to reduce edging and string trimming
labor.

® Also retards growth of 25 labeled

Always read and follow
label directions.

Envisank:

ornamentals.
Questions? Let’s Talk Gordon
1-800-821-7925 &) conponstic

www.pbigordon.com
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© 2002, PBYGORDON CORPORATION.
EMBARK and TRIMEC are registered trademark of PBI/Gordon Corporation.
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Being prepared for difficult clients in advance -
brushing up on service ABCs - transforms most

worrisome clients into satisfied customers.

Start with the persnickety older woman who glares out the window whileemployees
are on her property, add a wealthy residential client who sees a single leaf on his
driveway as a world disaster, toss in the loyal customer who worries that your
business growth will compromise her services-and you've gotarecipe for landscape

clients at their worst.

However, choosing to initially write off difficult clients may very well amount to
throwing away dollars. First impressions can be misleading — irritated customers
may, over time, turn out to be your most valuable clients, explained Jerry Lesak,
president, J.L. Land Development, Kirtland, Ohio. “It's hard to read people in the
beginning and itis always opposite of what you thought,” he related. “The bad ones
turn out greatand the ones you thought were great turn out bad.”

In other words, taking a deep breath and going with the flow when clients make
you see red can eventually increase, rather than limit, your customer base. Prepara-
tion and patience for antagonistic customers can result in positive solutions for both
contractors and clients.

GROWING PAINS. Company expansion and growth opportunities spell success
for every element in the business equation - except for, sometimes, the customers.
Clients may feel anxious about the quality of their lawn care as a company gains
newer and more prominent service opportunities, suggested David Ruckman,
project manager, Scape-Abilities, Mountainside, N.J.

Ruckman’s company has consistently grownin the past few years-45 percent last
year alone-and some of his original customers expressed concern with the increased
business. “They think, “You guys are the big hotshots now,”” he described. “Their
image is that a little company might take care of them better.”

(continued on page 70)
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1 Ram Bll'd You cannot afford to waste time and money a!'the job site. Y
need to install irrigation products that work right out of the box and continue to deliver long after
you leave. For nearly seven decades, Rain Bird has been the preferred choice for contractors who

know that time is money. Install confidence. Install Rain Bird.

For your free tools to Install Confidence, call 1-800-RainBird (U.S. only) and request this CD
that contains product information, specifications and technical data or visit www.rainbird.com

for more information about Rain Bird products.

RaIN I BIRD
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(continued from page 68)

Consequently, even though business ex-
pansion led to redesigned logos, advanced
equipment and greater visibility for Scape-
Abilities, the company’simage among long-
time customers suffered. As a solution,
Ruckman insisted on the principal key to
any relationship: communication. “We put
out a personalized letter explaining what

was happening,” he related. “Wesaid, ‘Yeah,
you'reseeing more of us, we're growing, but
we're not forgetting about you guys.””

The letter served as an outreach reminder
that erased many complaints, Ruckman re-
membered. Even whena few clients continued
to place disappointed phone calls, mentioning
the letter caused customers to realize

New Products,
New Profitability

Vista Is Your Source for Landscape Lighting

At Vista Professional Outdoor Lighting we are

ready to assist professionals like you in

expanding your business into landscape

lighting. This exciting service adds new

profitability to every job and is in

demand year-round. Let Vista show you

how - with innovative products, technical

training and on-target marketing materials,

You'll also find that Vista can ensure the

fastest delivery in the industry because all our

New Vista Composite
12-Volt Fixtures
Vista composites are the most durable
fixtures on the market and handle all
harsh environments. Backed with a
10-year warranty against corrosion

Wide selection of styles
\/

TA
/II\N

Spotlight is on
New Composites

products are made in the U.S.A. Call

today for the distributor nearest you.

Model 5290

Vista Professional Outdoor Lighting, 1625 No. Surveyor Ave.,
Simi Valley, CA 93063 » B00-766-8478 e www.,VistaPro.com
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Ruckman'’s effort to continue the relationship.
“If they still called after receiving the letter,
we asked them why they didn’t do anything
about it sooner,” he said. “They tend to get
embarrassed and wonder why they waited
so long, why they didn't call us sooner, etc.”
The growing company that maintains cus-
tomer contact can thus substantiate expan-
sion without leaving loyal clients in the dust.

Still, clients with smaller service requests
may feel that a budding company with thou-
sand-dollar install projects does not have the
time or interest for $25-a-week mowing re-
quests. Again, a quick call to the customer or
continued presence during the maintenance
service calls can do wonders for reassuring
nervous clients, Ruckmaninsisted. Headded
that even when a brief mowing job only re-
quires five to 10 minutes on a property, con-
tractors should take the extra two minutes to
stop themowerand have a conversation with
the client. “It's soimportant for them to think,
‘He had enough time to say hi,”” he said.

Sometimes, company growth paysoff with
added customer protection, pointed out Michael
Cassimatis, president, Incrediscape, Garland,
Texas. As his company expanded, he began
carrying insurance, such as workmens’ com-
pensation, whicheliminated clientliability. Even
though the insurance costs raised prices, con-
vincing the customer of the insurance benefits
usually wasenough reassurance, hesaid. “Most
of our customers were receptive—95 percent of
them were understanding,” he observed.

Companies that don’tadjust well to growth
may lose a few clients along the way. And when
those displaced customers seek lawn care ser-
vicesagain, the new company needstomakean
extra effort to assure these potential clients of
its commitment, Lesak explained. “When |
have come across difficult customers right
from the beginning, they have been hurt by
other companies,” he stated. “The other com-
pany didn’t listen to them and maybe pushed
something on them. They need more attention
because of the past.”

In this situation, listening to the customer’s
concerns with an open mind and taking more
time to ease the effects of the past relationship
convince the customer that this experience
with lawn care services will be different from
the last. “Take the time to really hear what
clients are saying to you,” Lesak said. “Ask
the right questions and listen for a response.

(continued on page 72)
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(continued from page 70)

Once you identify what they are saying, make
sure you deliver. Never drop the ball.”
Lesak suggested letting customers vent
their concerns initially, following up with
subtle questioning about how services could
have been performed differently and dis-
cussing how similar problems have been
solved by the company in the past. Easing

into these conversations and building trust
thus significantly improves the contractor’s
chances of keeping clients, he added.

GREAT EXPECTATIONS. Keeping cus-
tomers in the loop with service expectations
will eliminate misunderstanding and frus-
trations down the line. In particular, commu-

\'{ ¥ -
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nicate clearly to new lawn care customers, said
Bob Borden, president, B&W Landscaping, New
Hamburg, New York.

“They may have never
used a lawn maintenance service or landscape
company and they don’t know what to ex-
pect,” he said. “They want their lawn to look
like their neighbor’s lawn, which has had
years of proper care, while theirlawn hashad
years of neglect.”

Most importantly, be specific, but realis-
tic, when informing customers of arrival and
starttimes for projects and services, Ruckman
advised. “We never give an exact start date,”
he declared. “We give them a window, and
then our sales people and project managers
stay close to that window.” Then, if the com-
pany realizes in advance that it might miss
the window of time originally set, a simple
phone call usually is enough to keep the
customers updated and satisfied.

In fact, when Scape-Abilities started grow-
ing, its employees lagged a bit on follow-up
phone calls. However, the company quickly
realized the importance of this small step in
retaining clients. “Our firm put more train-
ing and more manpower into that, and now
he said. Then,
when projects actually do occur during the

we just pick up the phone,”

original time window, customers view this
as an over-achievement, Ruckman enthused.

Cassimatis utilizes a customer contract
that he labels a “schedule 37,” which is an
agreement that states Incrediscape will be on
the property 37 times throughout the year for
the client’s maintenance needs. Setting forth
this schedule early on erases timing miscon-
ceptions, he said,

Further, remind clients that the sooner
they report complaints to the company, the
sooner problems can be resolved, Borden
stated. “I had a customer that had damage to
a lighting fixture from a mower two seasons
ago, which he never reported but repaired on
his own so [ never noticed it,” he related. “I
had to explain to him the importance of let-
ting me know the problems as quickly as
possible so we can take steps to make sure the
situation doesn’t happen again.”

(continued on page 77)
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The proof is in the leaf.’
Monsanto scientists used scanning-
electron microscopy to photograph
the effects of weeds sprayed with
Roundup PRO and an imitator.
Taken just one hour after
application, these images clearly
show more formulation in the leaf
sprayed with Roundup PRO.

Get Roundup PRO" herbicide with
patented PROformance” technology.

In the first two hours, it delivers three times more power
to the roots than Syngenta’s latest imitator product.
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I The proof is in the roots.’
Scientists also used autoradiography

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




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

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

already at work inside. In the first two hours,

almost no imitator
herbicide has moved
to the roots.

Scientific photography taken
two hours after application
shows three times more

herbicide.

e proof is in your control.

See for yourself the difference Roundup PRO with patented
PROformance technology can make in your weed management.
See your dealer or call 1-800-ROUNDUP for more information.
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five-minute video. Scientists Dr. Tracey Reynolds

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

Call 1-800-ROUNDUP and ask for your
free Roundup PRO video today!
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A recent Lawn & Landscape online poll
identified price as the most common cus-
tomer complaint. But being upfront with
costs and service charges will spark discus-
sions immediately, rather than after the ser-

vice hasbeen completed. Scape-Abilities uti-
lizes a concise proposal form that foremen
can easily fill out for each job. The form lists
_certifications and licensing qualifications, in
addition toservice details, so customers know
exactly what they are paying for. “Then, in
advance, we can thwartany complaints about
pricing,” Ruckman noted. “When people are
asking us to drop our prices, we can say, ‘We
don’t want to deal with you because we have
non-negotiable prices.”

Similarly, Cassimatis’ service contract
binds customers to a payment plan, which
also includes a 30-day option to redo ser-
Wices or bow out of the contract if customers
aren't satisfied. “Customers have a 30-day
out if they are not satisfied, and we come out
and make it right,” he said. “It's then not an
excuse that we weren’t doing a good job.”

Yet, customers who shop around for the
lowest bid or try to take advantage of con-

* tractors’ desire to please are a fact of life,
Lesak insisted. “The trick is to find them out
~ before you start working for them,” he said.
Since “bad seed” customers can take on many

~his inherently difficult clients:

B

R

- entail, including the following:
» How long the meeting will last

IEsa

That I will bring a portfolio and ideas
» Any items they need to bring

* A rough idea of the finished product
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That all decision makers need to be present

forms, a simple prequalifying process can
separate the bid shopper from actual pros-
pects, Ruckman said (see sidebar below).

This becomes even more of an issue as a
company experiences growth, he continued.
“We try to prequalify on the phone, but we're
still grabbing as much business as we can,” he
said. “I'm sure we'll get more to that point, and
there are certain people we don’t meet with.”
When contractors have an intuitive feeling
about a difficult client, a brief, to-the-point
explanation is usually best. “We just say, ‘It
doesn’tseem thatour firmis the right fit for you
at this point,” Ruckman remarked.

Rex Mann, president, RM Stonescaping,
Medina, Ohio, admitted he will take on or-
nery clients, but will he incorporate a higher
price for the additional attention. “I build
that factor into the price of the job,” he said.
“When I do meet with someone and realize
they are not someone we would enjoy work-
ing for and with, I tell them the truth: ‘Our
company is not a fit for your project.”

Maintaining this direct and honest ap-
proach, rather than failing to return phone
calls or avoiding confrontation, usually im-
presses the clients, even if they decide not to
go with the company’s services, he added.
“It allows us to maintain a professional im-
age in a very tricky situation,” he noted.

ex Mann, president, RM Stonescaping, Medina, Ohio, set a few ground rules for
his customer prequalifying process, a procedure that helps eliminate some of

“I prequalify over the phone and tell them exactly what the initial meeting will

What decisions will be made during the meeting

At the end, we will set up another meeting, proposal or go our separate ways

. "If they do not agree to any of the above points, I trust my judgment to help me
ecide if I should meet with them. I'll let referrals from past clients slide a little on the

gualifications because they are already somewhat prequalified due to the referral. This

. “For example, last season I had 235 leads. I had initial meetings with 100 of those.
1 had a second meeting and proposal with 59 of the 100. I weeded out over 135
“shoppers. If you figure, conservatively, one hour per prospect, that's about three
eeks. It allows me to devote my time to my target market.”

ustomer Shopping
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For the finest brush cutters,
point cut pruners, pole pruners and
replacement poles, you can't beat
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Pruner blades are made of tough
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., heat-treated for
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Both blades cut -
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quick healing
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locking sleeves
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leaves or branches
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Get our catalog
Call 508-835-31766.
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' Handling Difficult Clients |

DROPPING THE BALL. Of course, land-
scape contractors can make mistakes, and
sometimes the irritable client is a result of a
missed phone call, forgotten service or basic
misunderstanding. In these cases, accepting
faults with grace usually dissipates clients’
anger or frustration. “When there is a prob-
lem, I will admit right off the bat, "Hey, we
dropped the ball, but don’t worry, I will fix it
" Lesak stated.

Face-to-face communication does won-

right away,

ders for customers who feel their service has
beenslighted, Ruckman pointed out. “When
you'rein frontofthe clientsand they see you,
they realize you're just a guy doing his job,”
he said. “You're trying to make them happy
and they realize mistakes are made.”
Inaddition, when satisfactory clients have
problems, going the extra mile to resolve the
issue will maintain that relationship,
Cassimatis related. “We will send the crew
back out to the house to get it right, espe-
cially with customers that have been with us

"

a long time,” he said. Incrediscape also
records complaints in its computer system,
so when the company returns to the prop-
erty, it can be sensitive to prior problems.
In cases of particularly angry or upset
clients, slowing down, maintaining eye con-
tactand, aboveall, listening carefully allow the
client to express his feelings without feeling
challenged or corrected. “The last thing they
want to hear is you fighting with them
Ruckman admitted. “Let them talk, and in two
to three minutes they start to calm down.”
On the other hand, contractors must walk
the fine line between owing up to mistakes
and defending quality service, Ruckman re-
minded. While most conflicts can be resolved
with thorough communication, sacrificing
pride in one's product should never be a
solution. “Perception is reality, and if they
think you did a bad job, you need to find out
why,” Ruckman said. “But we're the profes-
sionals, we know what’s right and wrong,
and even though we won't apologize for

lawnandlandscape.com

something we haven’t done wrong, we can
apologize for the fact that they are upset.”
In the end, clients mainly want to know
that their landscape contractors are paying
as much attention to their small suburban
lawn as they are to high-profile properties.
Maintaining communication from the initial
meeting to the final service will create loyal
clients and spark additional referrals. “Basi=
cally, when you’re working with customers
you are building relationships,” Lesak saids
“It's up to you to see where these relations
ships are going.” — Kristin Mohn

The author is Assistant Editor of Lawn & Land=
scape magazine.
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_Regional Forecast

by Nicole Wisniewski

Have you ever been tardy to work or missed the intial 10
minutes of a movie or first inning in a baseball game
because traffic congestion made you late? Everyone has
experienced the frustration of vehicles moving at the pace
of snails and horns honking as drivers’ nerves tighten
with each passing second.

Butinstead of accepting construction delays and closed
lanes, there is a solution. By taking a moment to listen to
the traffic report before leaving the home or office, you
can avoid the clogged route, saving time and preventing
frazzled nerves.

Similarly, by tracking insect, weed and disease problems
and how the weather influences them, lawn care operators
(LCOs) can avoid a bottleneck of turf dilemmas, beating
spring congestion.

To aid technicians in their quest to keep pace with lawn
care quandaries, Lawn & Landscape consulted researchers
and LCOs across the country to learn their spring turf
predictions. Continue reading only if you desire to dodge
scheduling delays, unprepared technicians and inadequate

pest education.

With help from lawn care operators
and researchers, Lawn & Landscape
gives an eye-in-the-sky look

at spring’s turf troubles.

INSECT INSIGHTS. Grubs - the very word makes clients
shudder and LCOs grumble. But Bob Andrews, president,
Greenskeeper, Carmel, Ind., is glad to see that grubs are still
infesting his area. “We went through several years without
widespread grub damage until [2001],” Andrews explained.
“Grubs are the kind of insect infestation that by the time the
real damage shows up, it's too late. Not having grubs
around means clients will think they're not a problem - you
don’t want that or clients won't let you treat preventively.”

While Indiana’s grub population picked up last year,
Michigan’s masked chafer infestations have grown worse
over the past few years, according to Joe Vargas, professor
of plant pathology, Michigan State University, East Lansing,
Mich. “We got clobbered with them the past couple of
years,” he said. “They wrecked the Michigan State campus,
bringing the skunks and crows to tear up the turf.”

Unless Mother Nature blesses the Midwest with some
extremely cold temperatures this winter, more grubs will
result, Andrews said, complaining of warm temperatures
during November and December and the resulting lack of
dormancy in plant material. Adequate freezes can prevent
egg hatch and knock back some insect populations, he said.
8
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(continued on page
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If Mother Nature isn’t as friendly, grubs,
which Andrews said are usually found in
heavily irrigated lawns with a lot of thatch
build-up, can be controlled with accurate
watering this spring. Vargas suggested more
frequent, light waterings vs. less regular,
heavy irrigation

While white grubs have been prevalent

Winner of ‘Briggs &

in the Midwest for only a couple of years,
they have increased in abundance and inten-
sity throughout the past 10 yearsin the South-

east, pointed out Rick Brandenburg, profes-

sor of entomology, North Carolina State

University, Raleigh, N.( Though
Brandenburg couldn’t point to a specific

cause for the increased infestations, he said
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turt \!\mht\ Hn;‘rnu-d in the area, giving
grubs a greater feast

“The past three years, there have been
plenty of grubs despite below normal rain-
fall in the summer for many areas,” he said
‘Such a prolonged dry spell can usually be
expected to reduce the abundance, but they
have still been plentiful. My concern is that if
we have a vear with above normal rainfall
during beetle emergence and egg laying in
early to mid-summer, then we could be in for
a banner year for grubs

Brandenburg also reported a measurable
increase in the distribution and abundance
of Oriental beetle grubs in parts of the South-
east. “They are very common in the foothills
and mountains of North Carolina and are
plaguing the nursery and turfindustries,” he
maintained. “The beetles emerge and egg
laying occurs several weeks ahead of other
grub species, so timely insecticide applica-
tions are critical.”

The mole cricket is another major Southeast
pest LCOs need to watch out for. The drier
weather, though, has limited its impact
Brandenburg said. “Even if the crickets are
there, itappears they are working deeperin the
soil,” he reported. “This means they may not
produce as much surface tunneling damage.”

But this also means that since mole crick-
ets are deeper in the soil, they may be more
difficult to control, Brandenburg warned
The bad news is that “with good rains in the
coming years, expect a big rebound of mole
crickets,” he said.

On a brighter note, these same abundant
rains can help suppress southern chinch bugs,
which plague St. Augustinegrass duringdry,
hot spells in Florida, Brandenburg added

In fact, 2001 was in many ways a worst-
case-scenario year for chinch bugsin Florida,
according to Barry Troutman, director of
technical services, Environmental Industries,
Sanford, Fla. “We experienced hot, dry
weather going into the season and made a lot
of applications that could not be watered-in
as soon as we would have liked,” he said
“But our insecticide performed very well, so
we are a lot more confident in our chinch bug
control for 2002.”

Due to continued insecticide bans,
Brandenburg also said he expects to see more
reports on the presence of earthworms ex-

x'vv\iln;.; tolerable pnpuh([-vn levels. “Some
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(continued from page 82)

of the older chemistry suppresses earthworm
populations and many of the newer prod-
ucts do not,” he said.

Activity from other worms, such as ar-
myworms, fall armyworms and cutworms,
is difficult to predict. Often, drier weather
encourages these pests to attack turfgrass as
other vegetation dries out. Drier weather
also limits the natural diseases that control
these pests, Brandenburg pointed out.

Another growing Southeast turf problem
isuncontrollablescale oncycads thatisspread-

ing north from south Florida into areas like
Tampa and Orlando, Troutman warned, de-
scribing the Asiatic cycad scale as extremely
prolific and financially uncontrollable.
“Best treatments of these pests require
weekly applications of horticultural oils for
four to five weeks or very high rates of a grub
control product as a root drench,” Troutman
said. “At best, control might last for one to
two months before the treatment sequence
must be repeated. It is usually more cost
effective to remove infested plants and re-

= e T

i ;jl nfortunately, insects, weeds and diseases aren't the only turf problems that
8.7 plague lawn care operators (LCOs) in the spring. Strange weather patterns,
such as multiple freeze-thaws, also can cause turf and plants to weaken

In the Midwest, mild winters or several freeze-thaws can deharden ornamentals, ex-
plained John Fech, extension educator, University of Nebraska Extension, Omaha, Neb
This is especially the case if clients or lawn care professionals are installing plants that
are one zone beyond what is recommended for the area

In the Southeast, drought may have caused root damage in woody plant material,
particularly large old oak trees, which may not become apparent until this year or next
year, pointed out Barry Troutman, director of technical services, Environmental Indus-
tries, Sanford, Fla. "Root dieback caused by the drought may lead to the death of some
of these giants as their food reserves are slowly exhausted,"” he said. "Drought damage
of the root systems of these trees may also favor the development of root disease when
normal rainfall patterns return. So, at least some of our older laurel oaks are living on
death row as a result of the drought.”

Since it is likely that customers will question the cause of death of some of these
very valuable trees, Troutman suggested that LCOs start talking to customers about
this issue before the trees begin to decline. “Unfortunately, there is not much we can
do to prevent or even predict which trees will die,” he said. “All we know is that laure!
oaks have an 80 to 100 year life expectancy and are the most susceptible to this injury.”

St. Augustinegrass that was forced into drought dormancy last summer may also be
more susceptible to winter kill this spring in the Southeast if repeated frosts and thaws
occur during the seasonal transition, Troutman added. “We expect some winterkill of
St. Augustinegrass in northern Florida every year but we could see more than normal
amounts this year,” he commented.

On super-dry, stressed Georgia lawns, green-up will be less smooth this spring, re-
ported Clint Waltz, turf specialist, University of Georgia, Griffin, Ga. “What happens to
turf this spring is a result of accumulated drought stress,” he said. “If we continue this
drought pattem, it's just a matter of wading our way through it and adhering to the
guidelines of sound science. Bermudagrass is the most drought tolerant turf we've got
here, in terms of its recuperative potential. So, it may be diminishing now, but as long
as it receives adequate rain and good care, it will grow.”

While established turf has its own challenges; new turf is even weaker when faced
with intense stress, such as a drought. "If you dropped seed in February and March of
2001 and then had a hot, dry summer, {t wouldn't surprise me to see that turf suffering
this spring."” Waltz remarked.

To nurse turf back to health, Tim Murphy, professor, department of crop & soil sci-
ences, University of Georgia, Griffin, Ga., recommended contractors raise their mowing
heights. "Doing this increases the shoot to root ratio and will help drive roots down to
help the turf survive,” he said. — Nicole Wisniewski

Silent Killers
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plant a different species. While the problem
is difficult for us, itappears to be threatening
the livelihood of cycad growers.”

Fire ants also continue to spread in the
Southeast, and a mild winter suggests that
this will not change, Brandenburg said. “In
addition to seeing fire ants spread to new
areas, we are also seeing more areas with
confirmed cases of multiple queen colonies.
Multiple queens may lead to smaller colo-
nies, but it usually means the number of
colonies or mounds per acre will increase
dramatically over single queen colonies.”

These small, red ants also are a problem
in the Southwest, reported Gary LaScalea,
president, GroGreen, Plano, Texas, and the
mild winters the past few years don’t help
thesituation. “A couple of good freezes could
help knock back the insect population here
for 2002, driving them into the ground or
preventing the eggs from hatching,” he said.

In the Northwest, craneflies, which feed
on grass blades and leave bare or thin patches,
are the biggest pest problem. Because
craneflies thrive in shady, poorly drained
areas, a very dry 2001 meant adults hatched
in August and September and couldn’t sur-
vivebecause they werelaying ondry ground,
explained Rod Reining, franchise owner,
Spring-Green, Lacey, Wash. “So we're look-
ing at a minor insect year in 2002,” he said.

WEED WORRIES. Weeds always present
a challenge, according to Reining. Although
the Northwest’s native turf is creeping
bentgrass and fine fescue, the weed prob-
lems appear mostly in the perennial ryegrass
and fine fescue mix that makes up a majority
of the area’s seed and sod lawns. “The big-
gest problems appear in perennial ryegrass
lawns that are thinned by drought,” Reining
explained, adding that he expects more 2002
weed problems in the form of chickweed and
clover due to last year’s water limitations.
Greater weed pressure as a result of
drought also is expected in the Southeast.
Tim Murphy, professor, department of
crop & soil sciences, University of Georgia,
Griffin, Ga., reported that the state is one
whole year short of rainfall, a result of three
years of drought conditions. This unhealthy,
thinner turf will have greater weed pressure
due to the accumulative effects of inadequate
irrigation, Murphy said.
(continied on page 88)
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(contmued from page 85)

Weeds are always a problem in Florida’s
St. Augustine turf, lamented Troutman, who
had a difficult time controlling perennial
crabgrass weeds due to a postemergence
control product that was voluntarily with-
drawn from the market. “We will be forced
to use a nonselective herbicide when this
product runs out, and these treated areas will

need to be plugged or sodded in St.

Augustinegrass,” he said. “Tropical
signalgrass, which is a small flowered
alexandergrass, will require the same treat-
and-sod scenario when it infests St.
Augustinegrass this year.”

In the Southwest, weed problems erupt in

Bermudagrasslawns. “If wehaveawetspring,
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the weeds will germinate early and we'll have
to fight them,” LaScalea said, adding that Texas
springs have been fairly normal - not too wet
or dry - the past couple of years. “But if we
have a mild winter, the weeds - broadleaf
and grassy - will never subside.”

DISEASE DIAGNOSIS. Disease control is
the one positive factor that resulted from the
two-year Florida drought, Troutman re-
marked. “It's truly an ill wind that blows no
man good fortune and, if anything, drought
" he said. “The

"

has helped us with disease,
truth is that watering every other day is bad
for most plant material. We have seen less
root disease in the last two years and I expect
that trend to continue. Liriope, a common
landscape groundcover grass, and junipers
did better with less water in the last year if
they were on separate irrigation zones from
annual color plants and turf.”

Many diseases that invade Southeast turf
are best curtailed in October or November
when the pathogens are active and can be
killed, Murphy said. “If you notice dead spot
in the spring, you have to push fertilizer and
proper management practices and that's all
you can do,” Murphy said. “Then you plan to
make a fungicide application in the fall.”

Likespring dead spot, brown patch, which
plagues the Southeast’s centipedegrass and
tall fescue, can appear during spring but
cannot be prevented unless fungicide is ap-
plied in July or August on tall fescue and
closer to fall on centipedegrass, Murphy ad-
vised, “The problem with diseases is that
they aren’t like weeds ~ you have to think
preventive,” he said.

The Northwest, which typically experi-
ences above average precipitation and, there-
fore, hastohandle leaf spotas a result of a wet
winter, actually had a very dry 2001, Reining
reported. So, while there is some leaf spot,
there is not an excess of it, he said.

Even ornamentals had an overall good
year, despite the drought, Reining com-
mented. “We look forward to hoping the
weather doesn’t cause a fungus to grow in
trees and shrubs this spring,” he said. “We
watch for anthracnose more than anything -
if we see anthracnose early in the year, that
means all the diseases are going to be bad.”

In a rainy climate, disease also tends to
breed in wetspots that don’t have a chance to

(continued on page 90)
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dry out - for instance, underneath fallen tree
leaves. “Leaf cleanup is a big deal out here,”
Reining said. “As winter storms bring down
more leaves and twigs, we have to remind
clients to diligently rake the debris from the
lawn or acid will leach from the leaves and
cause bare spots. We also push clients to
have mulching mowers so they don’thave to
worry about picking up the leaves.”

Keeping clients abreast of turf mainte-
nance needs is a big part of Andrews’ job in
the Midwest. If clients don’t take care of their
properties in between his lawn care visits,
disease could strike unexpectedly. “We have
a tough time predicting [disease] since we
don’t see a lawn for six or seven weeks at a
time and can’t spot the initial signs of a
problem,” he said.

If a history of snow mold is apparent,
treating turf for this Midwest problem when
a warm spell hits during winter is smart,
advised John Fech, extension educator, Uni-
versity of Nebraska Extension, Omaha, Neb.

Other Midwest disease problems, par-
ticularly summer patch in Kentucky blue-
grass, tend to strike in relatively young turf,
Vargas pointed out. “Usually lawns get it
the first five to seven years and then it disap-
pears,” he said. “This is true especially dur-
ing dry summers.”

In cool and wet summers, perennial
ryegrassand Kentucky bluegrass mixed lawns
aresusceptible todollarspot, brown patch, red
thread and pythium. This is particularly
true for lawns that are one-third perennial
ryegrass, Vargassaid. “Ryegrass germinates
quickly - in four to six days — but isn't as
hardy,” he said. “Kentucky bluegrass is the
preferred turf for the area but it takes 14 days
to germinate. LCOs would have less prob-
lems if they were more patient with the turf
they chose to install on a client’s property.”

These weed, disease and insect tips may
help LCOs geta head startonspring, butlike
any traffic report, there are always constant
updates. Maybe an accident clears up and

the road is smooth, even though the reporter
still encourages drivers to avoid that route,
for instance. So, though it may be the off-
season, LCOs need to be mindful of weather
changes and pay attention to their local his-
tory of turf problems to stay informed of
spring’s expected challenges.

“You need to be thinking about what hap-
pened last year - particularly mid-summer
through fall,” Murphy advised. “As vou ex-
perience spring green up, those factors limit-
ing growth last fall will most likely be limit-

ing growth in spring.”

The author is Managing Editor of Lawn & Land-

scape magazine.
S

EDITOR’S NOTE: These predictions are not
100 percent accurate. They were based on inter-
views conducted in mid-January. Many sources
commented that since teo months of winter were
still ahead, their reports could change based on

weather changes.
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wet or dry conditions. Available on fertilizer or as a  beautiful. And we think that’s pretty big news. For more

granular weed control. We've even formulated it with  information, contact your Lebanon distributor or call
Team. So it’s like getting a tank mix in a bag. A one step 1-800-233-0628. Or visit our website at www.lebturf.com.

<@ Lebanon

TURF PRODUCTS
Our reputation is growing yours:”

To receive a FREE copy of our
Broadleafl Weed Control Booklet, simply
Qo to www.lebturf.com/offers and fill ot
online request form. Coupon Code: LL0O353
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by Kristin Mohn

Theﬁ‘ture mn “Drip” brings to mind the exasperating sound echoing from a leaky kitchen sink. It also
irrigation may describes the pitter-patter of intermittent raindrops on a skylight. But in irrigation terms, drip

means an alternative to sprays and rotors — a system of watering with its own specific

lie in drip

applications, advantages and environmental agenda.

Systelns that Used generally for areas of specialized watering, drip irrigation is gaining ground as the
urgency peaks for proper water conservation. Expanding services to include drip irrigation

balmlCe now can mean better preparation for what may become mandatory later, advised Dean Dal
Ponte, marketing manager, Rain Bird Landscape Drip Division, Azusa, Calif. “We're seeing a

resource lot of people who are not mandated by law yet to deal with water issues figuring that they will
- at some point,” he admitted. “I think people in general are increasingly conservation-savvy,
conservation realizing they can save financially through the drip system, and I have no doubt drip will

continue to increase in usage and popularity.”

and watering
THE DEAL ON DRIP. Rick Heenan, commercial sales manager, DIG Corp., Vista, Calif.,

Eﬁl(‘lency, identified a key situation for drip systems: “Drip irrigation can be used w hen you want to be
more precise with watering and conserve water,” he said. Drip systems serve to lower wasted

water through low-to-the-ground output and decreased moisture drift or evaporation -
common downfalls of spray systems
Dal Ponte suggested that a perfectly installed spray system might max out

at about 70 percent efficiency - the remaining 30

percent is a victim of excess watering, under-

(continued on page 94
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Although drip ifdgaliun
systems are less conspicuous
then traditional sprinkler
systems, they are by no ineans
less effective,

Photo: Olsont Irrigation
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25 years Of ﬁeld installations and recent test results

prove that Rain Bird 1800 Spray Heads are 3 times more durable, . S Ramd Breo

. . #1 - . . s . P
2 times more reliable, and “1 in performance when compared Call 1-800-RainBird (U.S. only) or visit

o - www.rainbird.com to download this
to the competition? Install confidence. Install Rain Bird. FREE 1800 Spray Head Fact Report.

RaN I BIRD

USE READER SERVICE #41

conducted by Rain Bird Product Research. Comparisons are with principal con



http://www.rainbird.com

DYID 21T

-l

(continued from page 92)

watering, evaporation or drift. However, a
drip system, by eliminating water loss, can
increase efficiency to 90 percent, he noted.

Of course, drip irrigation systems work
best in areas where spray systems fall short,
Dal Ponte added. “Our take on drip irriga-
tion is to use it where rotors or spray sprin-
klers don’t make sense,” he said. “There are
plenty of places where that happens - in
smallareas, irregularly-shaped areas, slopes,
and next to sidewalks or buildings where
you don’t want any overspray, etc.

“We use drip in what we consider to be
sparse applications,” Dal Ponte continued.
“These are areas where you have plant mate-
rial spaced far enough apart where watering
between them doesn’t make sense - if you
have a plant every 5 feet, it doesn’t make
sense to water all the dirt in between.”

Broad turfareas are better served by other
irrigation systems besides drip for two rea-
sons, Dal Ponte pointed out. Installing drip
systems in large areas such as sports fields

Drip irrigation directs the water
output to the root source of the
plant, conserving water by
avoiding overspray and excess
watering of sparse regions
between plants.

Photo: Olson Irrigation

poses financial obstacles that establish spray
systems as the better option. “A soccer field
might use 16 rotors or less with the entire
field,” he suggested. “But to effectively do
the same thing with drip, you need to run in-
line emitter tubing on a 12- or 18-inch spac-
ing. So, immediately, the cost of material
you're using and the installation itself goes
way up, to the point where it getsa lotharder
to justify putting in a drip system.”

In addition, because turfgrass roots tend
to aggressively search for water sources, root
intrusion can occur in the emitters, causing

pesky clogs and system failure. “When the
system is turned off, the water in the soil
starts to dissipate so that it’s not available,”
Dal Ponte explained. “The turfgrass roots
will go where the water is, and there’s a
tendency for them to actually find the emit-
ters themselves. The roots can grow into the
emitter and cause a blockage.” Thus, con-
tractors not only face an inefficient system,
but often, expanses of ruined turf, he said.
Nevertheless, aside from broad turf ap-
plications, drip irrigation offers a host of
(continued on page 96)

guamntee!

If you care for shrubs and
ornamentals, we have the
tools you want . .. when
you want them . .. at the
lowest possible

price. ﬁw/
You have my —

Z-Spray Zero Turn Spray System

New Larger Hopper

COMPACT DESIGN
Digital speedometer for calibration
30 Gallon capacity. 5 gpm pump
10 ft. 3 section/3 valve boom with Al tips
300 Ib.Fertilizer capacity
17 HP Kawaski electric start
Zero-Turn 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
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(continued from page 94)

benefits from an environmental, financial
and maintenance standpoint, Heenan stated.
“Drip is an ideal alternative when conserv-
ing water because you're watering more ef-
ficiently at the root source, not the surround-
ing area, which also creates less weeding,”

he said.

WIELDING WATER. Once contractors de-
cide to incorporate drip irrigation into their
watering repertoire, they must consider the
four types of systems available. The first
type consists of single-phase emitters with
%-inch tubing or Y%-inch spaghetti tubing,
Heenan described. This tubing is laid in
mulch, with the emitter exposed next to the
target plant.

Another type, the multiple emitter sys-
tem, consists of %s-inch PVC tubing installed
underground. The drip distribution head,
with four to six outlets, is installed flush to
the surface in an emitter box. Distribution
tubing then runs underground until it sur-

Pressure-compensaled emitters have been developed that can deliver uniform
flow rates over a wide range of pressures. This provides a new dimension in flex-
ibility for the irrigation system designer, who can now design drip irrigation laterals,
hundreds of feet long, with pressure drops in excess of 35 psi, and still be assured that
every emitter on that lateral will deliver the same amount of water

Many emitters are self-flushing, which minimizes the possibility of emitter clogging
from particles that can develop downstream of a filter. Clogging results from the ag-
glomeration of these micron-sized particles, which are small enough to pass through the
most minute filter opening. The higher the flush rate from an emitter, the less likely it is
to clog. Of course, this means that the emitter must have a larger effective orifice and
thus, a higher instantaneous flow rate. This flushing flow rate must be considered in the
hydraulic design of a drip system.

Our particular studies have shown that the optimum flush rate for our emitter is
about 3.5 gallons per hour. This permits an effective opening through the emitter, in the
flush mode, of about 0.045 inches. This also allows the emitters to regulate at pressure
starting at about 7 psi, and lets the emitter maintain a uniform flow to pressures of 50
psi. = Travis Komara

Komara is marketing manager for Salco Products, Rancho Cucamonga, Calif.

The Emitter Elements

' 1 Quit!

Staffing Solutions with our
International Workers

Sound familiar?

« Specializing in Recruitment &
Placement of H2B Visa
foreign workers

* Marcus Drake Consultants
handles the entire procedure

* We deliver selected personnel
to your company

Marcus Drake
Consultants

on inclines up to 45 degrees!
* Rugged, dependable, easy to maintain. o7
* Will cut down and reduce 2" Caliper trees to (S

Park Ridge, New Jersey
Call 888-544-9122
Fax 201-930-0629

E-mail marcusdrake2b@yahoo.com

mulch in minutes.

For more information,
contact your PeCo dealer TODAY!

800-438-5823
Box 1197 * Arden, NC 28704
www.lawnvac.com
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faces next to the plant. “This type is popular
in areas like shopping centers, or in planters
within parking areas,” Heenan noted.

The third form uses primarily PVC pip-
ing, brought up to the surface on two 2%-
inch risers. The risers are installed on either
side of the plant and use a single-phase emit-
ter. “This type of system is more popular in

alternate focus on system components. Dal
Ponte advised contractors to pay particu-
lar attention to pressure regulation and
filtration. “You're dealing with much
smaller orifice sizes than those in a sprin-
kler system, and they might have more of
a tendency to clog up,” he stressed.
Pressure compensation thus helps alle-

viate differences in pressure along the line,
and maximizes the system’s efficiency (see
sidebar on page 97). “The rule of thumb
that the industry is starting to accept is in
sandy soils, use 12-inch emitter spacing,
12-inch lateral spacing and a one-gallon-
Dal Ponte remarked.

(continued on page 100)

per-hour emitter,”

desert applications where the plant material
is more sparse,” Heenan identified.

The use of PVC pipe in many drip irriga-
tion applications reduces contractor costs,
noted Travis Komara, marketing manager,
Salco Products, Rancho Cucamonga, Calif.
“Forexample, itiscertainly easierand quicker
to lay out a 500-foot roll of flexible PVC drip
hose than an equivalent length of rigid pipe
of the same diameter,” he said. Further, emit-
ters fit more easily into a flexible hose than
sprinklers into rigid pipes.

Finally, the in-line emitter, or drip tub-
ing, system consists of %-inch tubing with
the emitters already built into tubing. Emit-
ters are spaced out in a grid a certain number
ofinches apart, and then the tubing is buried
under mulch or simply laid on the surface.
This eliminates the installation step of plug-
ging in the emitters separately and lowers the
possibility of having emitters knocked out
of place in high-traffic areas. “A grid of in-
line emitter tubing is an extremely effective
way to cover a larger area,” Dal Ponte said.

In addition, this final type lowers the
threat of system vandalism, said Bill
Schumacher, president, Springtime Irriga-
tion, Bend, Ore., because the emitters cannot
be pulled out as easily.

Costsavings posed by drip irrigation sys-
tems further position this type as a viable
solution for watering localized areas. Since
drip systems characteristically offer low flow
rates, costs fall for supply piping, valves,
regulators, backflow preventers and fittings,
Komara insisted. “Operating costs are also
considerably less, when compared to equiva-
lent alternate systems, primarily because of
reduced water consumption,” he said. Addi-
tionally, since drip irrigation cuts down on
the watering of outside areas, weeding be-
comes less of an issue, and thus may further
cut maintenance costs.

IRRIGATION INFO. Drip irrigation sys-

tems may not require increased attention
to installation and maintenance, just an
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(continued from page 97)

“As you get into medium soils, use an 18-
by 18-inch grid, and in clay soils, where
the water takes a long time to soak into the
ground, use a 24- by 24-inch grid, with a
%-gallon or .6-gallon-an-hour emitter.”
Even though smaller volume emitters put
out water more slowly in clay-type soils,

they still produce an even distribution
across the entire area, he stated.

“[Drip] requires different maintenance
because every now and again you need to go
and clean out a filter, which you don’t have
to do with a sprinkler system,” Dal Ponte
added. On the other hand, this additional

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

SS8010 Turf Tracker Jr.

Only 34.5 inches wide
Shown with optional
Custom carrier

Custom Spray Units

Designed to fit your needs.
Contact us for a complete
catalog of all our products.

SS8030 Turf Tracker
THE ORIGINAL

Spreads and sprays over

4000 sq. ft. per minute

Zero turning radius
Full hydrostatic drive

Skid-Mount Spray Units

Standard spray units
Gas and 12v Electric
Lawn or Ornamental

(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956
www.csturfequip.com
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maintenance balances out with the time saved
otherwise, he said. “With a sprinkler system,
you might spend a half-hour a week cleaning
up weeds because you're irrigating the extra
area,” he said. “If you take that time and put it
against the time spent looking over the drip
system, it's either a wash or in some cases,
saves you time.”

THE DRIP SWITCH. Thus far, most of the
success with drip irrigation has occurred in
the western and southern areas of the coun-
try, where water conservation issues have
been more prevalent than on the eastern sea-
board. However, a broadened concern for
environmental issues over time will expand
this application’s influence, Heenan insisted.
“I've started to see more inquiries from states
outside of the Southwest,” he said. “The is-
sues now are not just conserving water —
runoffis also much more easily handled with
drip irrigation.”

Skepticism about drip stems mainly from
alack of education, said Dal Ponte. “People’s
perception has been the biggest stumbling
block to get over,” he said. “Fifty percent of
the people I talk to love drip; fifty percent
have had abad experience, but that's because
they tried to use it in a situation where it
wasn't well-fitted, they installed itincorrectly
or didn't have adequate filtration or pressure
regulation. I think as the education level gets
better, people will manage these systems
better and become more comfortable using
them in these situations.”

Ultimately, drip irrigation poses an alter-
native, nota replacement, for traditional forms
of irrigation. However, contractors can learn
from broadening their skills and exploring
the drip benefits, Komara stated. “Drip irri-
gation is obviously not the answer for all
landscapeirrigation installations,” he related.
“But it should be treated as another tool for
irrigation system designers toinclude in their
consideration of alternatives when analyz-
ing an irrigation system.” — Kristin Mohn

The author is Assistant Editor of Lawn & Land-
scape magazine.
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Start running new GMC* Sierra heavy-duty pickups.
And the last thing you'll ever run into is risky business.

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

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

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

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

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



http://www.gmc.com
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by Cheryl Green

As consumers become aware of the differ-
ent styles of landscaping they become more
creative with their properties. This has certainly proven to be true with the use of
hardscape elements. Rocks, decks, bricks and walls have been staples of the more
upscale landscape design for years, but only recently have customers become aware of
all they can do with these elements. And as clients demand more unique designs from
their landscape contractors, manufacturers answer the call with new and improved

products to meet these expcclations.

BLENDING IN. One of the more popular trends with hardscapes today is the tendency
to make materials look more natural or old-world while offering more color options.

“Customers are moving away from the completely manicured look and moving more
toward a natural look,” explained Jon Palasek, owner, JonKar Designs, Yaphank, N.Y. “I get
specific requests for loose and natural designs.”

Toachieve this natural look, the material is actually placed into a tumbler with sand,
which chips the edges and distresses the surface to give it a worn appearance.
“Through this method, brand new brick will look like it’s been out in the elements for
100 years,” Palasek related.

A few years ago, products like this were hard to come by and cost just as much as hiring
a mason to install the real thing. But, as manufacturers realize the demand for this type of
material, products are becoming more readily available at a more affordable price.

“In the last year-and-a-half to two years, the manufacturers have seen the need for this,
and now, almost all offer products like that,” noted Stuart Coile, president, Bolingbrook
Land Design, Pegram, Tenn. “I think we'll see more providing manufactured materials that
look more natural at a cheaper cost.”

In addition to producing these natural-looking materials, manufacturers are starting to
offer products in a host of different colors.

“For the longest time, materials were grey, then tan,” declared Lynn
Barnhart, landscape market manager, Anchor Wall Systems,
Minnetonka, Minn. “Now, customers want
blended colors that look like granite. Develop-

(continued on page 106)

Hardscaping

features help
form a transi-
tion between
architecture and
landscape
(above). The use
and repetition of
both 90-degree
edges and soft
radiuses make
terraced planting
beds interesting
(below ). Photos:
ICD Corp.
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ing existing products in different colors and
textures is just as important as developing
new products.”

Another emerging color trend involves
using containers or pots in the exterior land-
scape. Scott Neave, president, Neave Land-

scaping, Wappingers Falls, N.Y., remarked

l.argest When you need ;
that he uses colored pots to add contrast in
North American hose, spray guns, e Do

Distributor Westhefic ;. fittings, tanks, “Having a different material against
of Many wesiaeiie pumps, or -
: SPRAYING EQUIPMENT & PARTS s the plants and the mulch adds an aestheti-
Nationally . i " i i repair kits, cally pleasing element to the landscape,”
Recognized look no farther he said. “I use pots differently in that I will
Name Brands! than Westheffer. use them for annuals that don’t belong in a

bed or for Alberta Spruce. Pots are great
for color and they bring the landscape onto

the patio or walkway.”

A BALANCING ACT. While homeowners
want their hardscape materials to be aestheti-
cally pleasing, contractors expect manufac-
turers to make products that are both easy to

install and functional. Through constant re-

search and development, manufacturers con-

tinue to work at satisfying both groups.
“Every new product that needs to be out

there is not out there,” Barnhart declared.
“We do research and development 365 days
a year, but we also focus on making adjust-

ments or alterations to existing products to

meet customer demands.”
Mark Fuss, vice president, EP Henry,
; Woodsboro, N.J., concurred, adding that
OInvoicm_g , his company closely monitors design

OScl?edu!lngIRoutmg npm@ trends in Europe.

*Estimating/T&M TECHNOLOGIES “European countries have a lot of prod-
eSuper fast billing...plus much more ucts that haven’t even hit the market here,”
Get your FREE trial demo ... Fuss acknowledged. “They do things with
textures and sizes that’s too advanced for
www.adkad.com/freedemo.htm or 1-800-586-4683 the U.S. market. We monitor those coun-
USE READER SERVICE #101 tries and their products all the time to keep

a marketing edge.”
To stay ahead of the curve, manufactur-

oo
Since 1922 800_334-8689 ers must create products that satisfy aes-
Plne Ha.ll Brick thetic, functional and environmental stan-

dards. One such product gaining popularity

Amerlca ’S Premler Paver PrOducer isatumbled retaining wall system that doesn’t
ENGLISH EDGE® B New H]gh Tech Plan[ require the use of pins. Tom Griggs, presi-
OLD TOWNE e Full Clay Paver Line el Saufkelde S Retond, Ynyes:
plained that this type of system is popular

ot Heavy Traffic Pavers because it looks more natural and enables

Trained PaVing SpeCia]iStS contractors to build the wall higher with the

z Engllsh Edge® & The Old Series hel}z ofseo-grid Feinforc‘ement.

This system is not as expensive as a pin

* All pavers exceed ASTM C902 SX Type—l PX system but more expensive than a non-
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tumbled unitbecause it's got more manufac-
turing involved,” Griggs noted.

Because of their versatility, concrete pav-
ers have also become a hot hardscape item,
Griggs continued. Concrete pavers are
quickly replacing brick pavers because they
are more versatile. Because they’re stamped,
or made from the same mold, each paver is
the same size, whereas the process of making
brick pavers practically ensures that each
piece will be different.

“Brick is extruded, dried and fired,” Griggs
noted. “It's like baking cookies over and over
again - each one comes out differently."

Because no two pieces will come out of
this process the same, it is hard to inter-
mingle the pieces to create a design be-

“Customers are
moving away from the
completely manicured
look and moving more
fowards o natural

look. | get specific

requests for loose and

natural designs.”

- Jon Palasek

cause the measurements rarely work out,
Griggs noted. But because each concrete
paver is the same size, “You can design a
red patio with a black border around it,
and the pattern will work because the
mathematics is there,” he said.

Concrete pavers also withstand weight
that bricks can’t handle, he noted. For in-
stance, if a customer wants a brick driveway,
a concrete-paver base must be laid first be-
cause brick can’t take the weight of a car on
a simple gravel or sand bed like concrete
pavers can.

“The brick can’t rock and move, but the
concrete is designed to allow that,” he said.

Though Colie agreed that concrete pav-
ersare gaining popularity and are functional,
he warned contractors not to overuse them.

“There’s so much available that mixing

LAwN & LANDSCAPE

too many materials looks too busy,” he
stressed. “You want something to comple-
ment the property instead of sticking out like
a sore thumb.”

HOME SWEET HOME. Aside from prod-
ucts being introduced to the marketplace,
contractors notice new trends in hardscape
design that allow the landscape to become
usable living space for homeowners.

“With the use of hardscapes, you can
create more accents or usable space,” related
Jon Baumann, sales manager and landscape
architect, Grant & Power Landscaping, West
Chicago, Ill. “We can create different envi-
ronments within the same landscape or ac-
centuate the existing landscape.”

Following Sept. 11, many contractors
have noticed a nesting trend emerging in
which customers put off vacations and,
instead, invest disposable income in their
homes, including making improvements
to their landscapes.

“You canliveinalandscape now more
than you ever could before,” Palasek ex-
pressed. “I think peopleare trying to bring
the indoors and outdoors together.”

One example of this is a job that
Palasek finished recently that called for
adding a cedar deck with a three-sea-
son room, featuring a plexi-glass roof.
“The clients wanted to be able to sit out
on a rainy day and still have light com-
ing in or have a barbeque and not have
to worry about the weather.”

In the Midwest, Baumann is finding
that outdoor kitchens are becoming a popu-
lar way to bring the indoors outside. “We
build the entire patio around the grill and
put a shade structure on top,” he remarked.
“Sometimes we'll add a sink and countertop
as well. We started doing outdoor kitchens
this year and they’ve been a pretty hot item.”

Other trends in hardscape design call for
the incorporation of water features.

“There’s a huge range of water feature
products out there,” Coile explained. “But, it
only fits if the setting is there to make it look
natural. You candigaholein the ground and
have a pump recirculate water over a boul-
der, but if it doesn’t fit with the rest of the
landscape, I wouldn’t do it.”

Some projects Coile has worked on in-
clude designing a tiered patio with water
falling from each tier to the next, ending ina
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pond or swimming pool and installing dif-
ferent sized ponds that have a trickling wa-
ter in the center.

Although installing these types of
features might be out of the normal
realm for most landscape contractors,
manufacturers and distributors agree
that landscape contractors are naturals
for this type of work.

“If you've got some basic skills - if you
know how to read a ruler and can work a

power tool — you can do this,” Griggs
advised “Contractors already have the
knowledge and equipment needed to do
the job, plus they can make themselves
more attractive to the homeowner because
they don’t have to mark up their prices by
hiring a subcontractor.”

However, when offering thisservice, con-
tractors should be sure to ask clients de-
tailed questions to determine what custom-
ers wantand expect. Their answers will help

dding hardscape installation to your service offerings can be an effective and.

most of the time, easy way to increase profitability. However, there are some
things that contractors should keep in mind before tackling any hardscape project, ad-
vised Tom Griggs, president, Southside Supply, Richmond, Va.

“The contractor needs to know what he's up against,” Griggs emphasized.

The best way to accomplish that is to ask questions. For instance, if a contractor is in-
stalling a retaining wall, some of the questions he or she should ask at the beginning are:

« How big or how tall is the project?

« What kind of soil does the property have?
« What kind of area will the wall be built in?
« What will be behind the wall?

Griggs explained that knowing the answers to these types of questions is important
because it helps ensure that suppliers suggest the right materials, which improves the
chances that the project will be a success.

One of the major mistakes contractors make is getting bogged down in price, Griggs
continued. “When pricing walls, contractors should do so by the square footage, not by
the piece,” he asserted. “A cheaper unit is not necessarily a cheaper unit when you
look at the square foot coverage.”

When comparing products for the best price, contractors should make sure each is
equivalent in size. For example, Griggs related that if one unit comes in pieces that are
one-square-foot but another unit comes in pieces that cover less than a square foot,
they are not equivalent, and therefore, their prices cannot be compared until the mea-
surements are converted.

In addition, Griggs said that cost should never be the first priority when installing
hardscapes.

“Everyone wants to know how much the unit will cost and that should never be
the first question,” Griggs stated. “When you're building a wall, safety and perfor-
mance should be the first priority - dollars should always be the last concem.” —
Cheryl Green

Avoiding Disaster

www.lawnandlandscape.com
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pinpoint what type of design is practical and
what type of materials to use. For example, if
a contractor were building a deck fora client
with children, Palasek suggested using less
expensive, more durable wood. But, if the
area is used mainly by adults, cedaris a more
upscale option—but it's also more expensive.

“We have to figure out what they want to
accomplish,” he advised. “We ask them basic
lifestyle questions and then I give them a
design of what I think would look good.”

To ensure the integrity of the hardscape
design and installation, there are a few tipsto
keep in mind to avoid making mistakes.
Neave reminds contractors to always put
downagood base, remember to follow manu-
facturers' installation specifications and to
use colors that match.

“Get as much training as possible with
whatever materials you are using,” he ad-
vised. “Hardscapes can be fun and can create
new dimensions to a landscape, but if not
done correctly, can lead to disaster.”

While adding hardscape design and in-
stallation to your service offerings can help
garner business, it doesn’t always produce
more profit, Neave warned.

“Even if the work is completed in a timely
manner, the profit margin is not that big
when compared to other forms of landscap-
ing,” he said. “The process of installing a
hardscapeis very time consuming and there’s
no real way to speed it up.”

FOLLOWING THE CROWD. With more
homeowners investing in their homes,
landscape contractors should not ignore
designing and installing hardscapes as a
revenue possibility. While it might not pro-
vide huge profits, offering hardscaping ser-
vices can be a way to round out a business’
portfolio of offerings to become custom-
ers’ one-stop shop for landscaping ser-
vices. Because hardscaping offers aesthetic
appeal, durability and flexibility for cre-
ativity, it's typically an easy sell to
clients.” The majority of work we get is by
word of mouth,” Colie said. “We go out
and pursue contractors and developers, so
we also actively seek the work. It's been a
good source of business for us.”

The author is Internet Editor for Lawn & Land-
scape Online.
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by Nicole Wisniewski

Learning the correct overseeding methods

helps landscape contractors cure the thin lawn syndrome.

You'veseenme=1'm out there. As you drive down along residential street or a row of office parks
filled withigreen, lush lawns, you spot me instantly because I stick out like a sore thumb. I'm

brown, bare and spotty, and people do not envy me. What am I?

Inthe South, I'm a dormant warm-season grass that needs some winter color refreshment,
and, in the North and transition zones, I'm a cool-season grass that has thinned after bare y
surviving a hot, dry summer.

Overseeding is the cure forirksome and unattractive spotted turf. But unlike an ointment
that can be rubbed on for instant results, simply scattering a little seed and waiting until
germination is not the answer.

To'the professional turfgrass manager whose success depends on the quality of his or her
service, overseeding is a complex operation that requires preparation, timing and, unfortu-
nately, a little luck since unfavorable weather conditions can ruin sound procedures.

Hence, the lawn care operator’s objective is to minimize the chance foroverseeding failure
with proper seed selection, bed preparation, timing and careful seedling maintenance.

OVERSEEDING DEFINED. Overseeding is the process of planting grass seed directly into
an existing lawn area without removing the turf or soil, defined Jeff Youngbauer, partner/
owner, Youngbauer Landscaping & Linestriping, Verndale, Minn. “It's an easy way to fill in
bare spots, improve turf density, establish improved grass varieties and enhance a lawn’s
color,” he said.

Overseeding candidates include thinning, dying, disease- or insect-prone turf, or grass
that needs additional water and fertilizer to thrive.

In the South, warm-season turfgrasses are often overseeded with their cool-season

counterparts, such as perennial or annual ryegrass, to provide instant green color during the

winter when warm-season turfgrasses become dormant and brown, pointed out James
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(continued from page 110)

McAfee, associate professor and extension
turfgrass specialist, Texas A&M University,
College Station, Texas.

In fact, Mike Regan, president, Pacific
Green Landscape, said the trend in San Di-
ego, Calif,, is to use perennial ryegrass in-
stead of annual ryegrass. “Overseeding has
evolved over the past 10 years in this area
and almost everyone has switched to peren-
nial ryegrass,” Regan explained. “Though
annual ryegrass is less expensive and pro-
vides quick green, it dies out in spring. Pe-
rennial ryegrass doesn’t die out as quickly -
it sticks around until the more aggressive
Bermudagrass comes out of dormancy and
tramples over it.”

In transition zone areas like North Caro-
lina, 90 percent of lawns are cool-season
fescue, which is a bunch-type grass that does
not spread by stolons or rhizomes over bare
areas, but needs to be introduced to those
areas via seed or sod, pointed out Sam Lang,
president, Fairway Green, Raleigh, N.C. In

n Northern U.S. regions, thinning or dying turf areas are overseeding candi-

dates. But researching the possible causes for these lean green spaces is
essential in fixing future problems, stressed Jeff Youngbauer, partner/owner,
Youngbauer Landscaping & Linestriping, Verndale, Minn.

Possible causes for thin turf include intolerance to shade, drought, insects,
diseases or simply too much traffic in one lawn area. And the culprit also should be
tackled when the lawn is overseeded, Youngbauer said. “Shade-related problems
should be addressed by removing some of the shade, if possible,” he explained. “If the
problem is drought-related, a sprinkler system may be the answer. Insects and disease
generally attack weakened turf so the source of the stress should be identified first.”

~ Nicole Wisniewski

Quick Tip

the summer months, as North Carolina tem-
peratures skyrocket, fescue lawns suffer.
The same can be said for north Georgia,
where 35 percent of Chuck MclIntire’s treated
turf area is fescue. The Kennesaw, Ga.-based
president of TurfPride said thick, healthy,
green, spring fescue can develop bare, thin

areas by fall because of its sensitivity to
brown patch, leaf spot and other diseases, as
well as summer’s drought and heat influence.
Whereas southern and transition zone
grasses require an overseeding filler during
cooler winter months, northern grasses are
(continued on page 114)
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(continued from page 112)

overseeded to thicken turf areas and crowd
out weeds, explained Michael Kaufman,
president, Enviro-Guard, Belmont, Mich.
“Overseeding is one particular non-toxic
weed control method,” Kaufmansaid. “Con-
sider the basic physics. Two things cannot
occupy the same place - put grass there and
you can’t have a weed there.”

Overseeding northern cool-season grasses
also helps the ground retain moisture longer,
Kaufman added. “If bare spots are filled in
with grass, less air passes over the soil to
evaporate the moisture that is present,” he
said. “In addition, when the lawn is thick,
sunlight does not easily reach the soil, which
also aids in moisture retention.”

While overseeding's advantages include
enhanced aesthetics and density, the
procedure’s disadvantages, particularly on
warm-season turf, include scalping and
spring growth delays. “Scalping of the lawn
in the fall severely inhibits the turfgrass plant
from storing carbohydrates for winter

months,” McAfee explained. “Overseeded
turfgrass also delays the normal green-up
and growth of the warm-season turfgrass in
the spring, which can create several problems,
such as increased weeds and thin areas.”
Overseeding also may just mask a more seri-
ous turf-related problem, Youngbauer said.

The best time to overseed warm-season
turfgrasses is in the fall, after growth has
slowed and before the danger of freeze nears.
“For the northern areas of the South, this is
going to be around mid-September and for
the southern portions of the South, this is
going to be around mid- to late October,”
McAfee said.

As long as night temperatures are still
above 50 degrees Fahrenheit, overseeding
warm-season turf is still possible in the
Southwest, Regan said, pointing out that his
company is usually busy with this service
into early November.

Cool-season turfgrasses also benefit from
fall overseeding, particularly once soil tem-

peratures drop to 70 degrees Fahrenheit. This
will occur any time between early September
to early October, McAfee suggested.

METHODS MAINTAINED. Overseeding
is typically done three different ways: via
broadcastspreaderorbyhand, withaerationor
with a dethatching or slit-seeding machine,
which actually slices the turf area so that seed
can be dropped directly into the soil.

Some lawn care operators rely on only one
of these methods. For instance, Regan said in
Southern California he only uses broadcast
spreaders to overseed his clients’ lawns.

Other contractors choose their method
based on the lawn's condition. Lang will
either slitseed or aerate his clients’ turf areas.
If the turf is thinner, he prefers slit seeding
because “we find we geta good stand of grass
that covers quickly,” he said. “If it's an area
wejust want tofill in and thicken, we'll aerate
the lawn and then broadcast seed over it.”

{contmued on page 116)
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(continued from page 114)

ames McAfee, associate professor and extension
turfgrass specialist, Texas A&M University, College
Station, Texas, recommended the following methods for

overseeding success.

FOR WARM-SEASON TURFGRASSES:
- Aerate the site 30 days prior to overseeding.
« Scalp existing turfgrass prior to overseeding

» Apply seed after warm-season turfgrass growth has slowed,

but at least six weeks prior to the first hard frost

» Apply seed in two directions with a cyclone spreader

« Apply complete fertilizer at the same time overseeding is done.

+ As soon as the grass reaches desired height, start mowing.
Make sure mower blades are sharp as dull blades can pull

young seedlings out of the ground.

Steppin’ Out

(continued on page 118)

» Irrigate the site on a daily basis, sometimes twice per day,

until the seed is germinated and the plants are growing.

FOR COOL-SEASON TURFGRASSES:

« Aerate the site 30 days prior to overseeding

» Rake the site with a power rake to remove any light thatch
prior to overseeding.

« Apply seed in the fall when soil temperatures are between
70 and 75 degrees Fahrenheit

« Use a cyclone-type spreader or a seed drill to apply seed.
» Make sure equipment is properly calibrated before
overseeding

» Once seed and fertilizer are applied, start watering site on
a daily basis until seed starts to germinate and grow

- Start mowing as soon as possible. Make sure blades are

sharpened prior to the first mowing after overseeding.
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{continued from page 116)

Thekey with seed applicationis toachieve
a high level of seed-to-soil contact, McIntire
remarked, which is why he prefers combin-
ing core aeration with overseeding. “Over-
seeding is possible without aeration or addi-
tional preparation but some of the seed will
germinate on top of grass and thatch and dry
out rather than find a soil home to establish
a multi-branching root system,” he said.

Once contractors choose the right equip-
ment, educating the client on preparing the
lawn is important. If aeration seeding is
planned, the lawn needs to be watered. But if
slit seeding is intended, the lawn needs to be
moist, but not too wet, Lang advised. “If the
grass is too wet, a slit seeder will destroy more
grassand domore damage thangood,” he said.

SERVICE STRATEGIES. Commercial cli-
entsand high-end residential clients respond
well to overseeding since a green, lush lawn
provides a more attractive display than
brown or splotchy winter turf, McAfee said.

Lang, who overseeds 38 percent of his
customers’ properties annually, charges 6
cents per square foot to perk up residential
clients’ lawns. “Wedid it for 4 cents persquare
foot to be price competitive a few years ago,
but we were only breaking even and not mak-
ing a profit,” he said. “We have high overhead
and we buy high quality seed —so we don’t cut
corners and clients get what they pay for.”

Mclntire also charges by the square foot
~his standard aeration and overseeding ser-
vice costs between $40 and $45 per 1,000
square feet. Thisdoes notinclude topdressing
with wheat straw, which is only done when
slopes or other factors affect seed establish-
ment, he said.

While Youngbauer said pricing based on
property size ensuresall clients receive equal
treatment, Regan said some clients’ lawns
need more work then others based on the
degree of damage, so he prices overseeding
work on a job-by-job basis.

The Chalet Nursery, Wilmette, I11., prices

overseeding work on a time-and-material
basis. Like MclIntire, the company prices slit
seeding by the square foot in 1,000-square-
foot increments, but the service is not offered
separately. “We do it as a part of a spring/fall
clean-up or core aeration,” explained Bill
Leuenberger, lawn care department manager.

Despite the various ways to offer and
price an overseeding service, most contrac-
tors do not guarantee germination and ad-
vise the clientaccordingly, Leuenberger said.

“We put a notation in a letter we send to
the client before the service is done, explain-
ing that 100 percent germination does not
always result and we may have to come back
and spot seed accordingly and bill them ad-
ditionally for that,” Regan said. “Most of the
time, we don’t bill them for that, butit's good
to warn clients ahead of time that 100 percent
germination is never guaranteed.”

The author is Managing Editor of Lawn & Land-
scape magazine.
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_Native Plants

Contractors
who learn their
regions’ native
plant options
can satisfy
clients seeking
more natural

landscape looks.

by Nicole Wisniewski

The swaying of golden ornamental grasses, the bright color beams bursting
from a wildflower patch and the simplicity of both visions used together in
a landscape that appears as if Mother Nature herself designed it - these are

just a few native garden traits that attract clients.

“It's definitely a different look,” remarked Louise Gonzalez, sales yard
manager, The Theodore Payne Foundation & Nursery, Sun Valley, Calif. “Native isn‘t a
green lawn with annual color. It can have a lot of color throughout the year but it tends
to bring it in the form of foliage and fruit instead of annuals and perennials. It mirrors
woodland gardens that you see hiking or in the mountains.”

In addition to their aesthetic appeal, native plants and prairie wildflowers have
grown popular in recent years due to the rising public attention to environmental issues
and ecology, explained Michael Dana, professor, department of horticulture and land-
scape architecture, Purdue University, West Lafayette, Ind.

Many clients who are tired of the formal, structured, copycat lawns and gardens
of today are going back to their roots and seeking a more rustic landscape look. To
meet their needs, contractors must learn about local native plant options and their
installation and maintenance needs, or review non-native alternatives that achieve
the same all-natural air.

(continued on page 122)

Some species of
Loosestrife
(above)are
native to North
America.
Others that
look similar
and are also
commonly
known as
loosestrife
have natural-
ized in the LS.,
and are
considered
invasive weeds.
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(contimued from page 120)

THE NATURAL LAW. By definition, a
native plantis “indigenous, occurring in plant
communities prior to European settlement,”
remarked Kevin Tungesvick, manager,
Spence Restoration Nursery, Muncie, Ind.,
explaining that European settlement was
during the mid- to late 1800s in the Mid-
west, and many of the trees still in that re-
gion, such as sugar maple, red maple and
oak, are native. “Most of the disturbed areas
in urban environments are not native, but
the woodland areas still have a good major-
ity of native plants.”

Before 1870, native plants occupied more
than one-third of U.S. land area, but now
they only cover one-half of 1 percent of those
spaces, which is why natives can be difficult
to properly identify, Dana pointed out. For
instance, in the Northwest region, Douglas-
firisanative plantin much of western Wash-
ington, while English holly — though popu-
lar in that area - was brought to the United
States from England, pointed out Michael
Leigh, Washington State University Coop-
erative Extension, Thurston County, Wash.

In Ohio, common native plants include
purple coneflower, Liatris, black-eyed Su-
san, Joe-Pye weed, rattlesnake master, and
little bluestem and big bluestem
grasses, listed Ann Lighthiser, plant
pathology academic program coor-
dinator, The Ohio State University,
Columbus, Ohio. While many of
these plants are wildflowers, re-
searchers warn that notall wildflow-
ers should be considered U.S. na-
tives. “The term ‘wildflower’ does
not necessarily imply that such
plants are native to our area,” ex-
plained James Klett, extension land-
scape horticulture specialistand pro-
fessor, Colorado State University,
Fort Collins, Colo. “Rather, it refers
to an overall look or feel of an infor-
mal planting. Many plants in wild-
flower seed mixes [sold here| are
not native to Colorado.”

Most non-native plants, such as forget-
me-nots with circular clusters of sky-blue
flowers and yellow centers, generally do little
harm, while others take over natural areas
and overrun native plants because the natu-
ral pests, diseases and weather conditions
that kept them in-check in their homeland
don’t exist in their new environment.
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E ven though all native plants once grew in the wild, many of them currently

found there may not be wild at all. The following general definitions might help

clarify the difference between native plants and others.

NATIVE PLANT - A plant that grows in the wild without human intervention

EXOTIC PLANT - A plant that was introduced by human intervention from

another area or country (accidentally or purposefully).

NATURALIZED - An exotic plant that has escaped from cultivation and now

grows In the wild

WILDFLOWER - Any flowering plant, usually herbaceous, that grows in the wild

(native or naturalized).

INVASIVE - A plant that competes vigorously and takes over habitat,

NOXIOUS - A plant that is so invasive it is regulated by state or federal laws.

— The Ohio State University Extension

Wild Things

“Because native plants have evolved with
the ability to attract native animals that ben-
efit them, such as pollinating and seed-dis-
persing insects and birds, and repel or sur-
vive native organisms that harm them, such
as plant viruses and munching insects, they

often attract a wider variety of native ani-
mals than do exotic plants,” Leigh said.

due to the rising pub

environmental issves and

ecology. - Michael Dana

Forexample, the U.S. Environmental Pro-
tection Agency reported that wetlands in-
fested with purple loosestrife — a tall plant
with pointed leaves and spikes of purple
flowers - lose as much as 50 percent of their
original native plant populations. When na-
tive plants are eliminated, the insects, plants
and butterflies that depend on them also can
be lost, Tungesvick pointed out. “Some se-

www.lawnandlandscape.com

lective forms of butterflies, for instance, have
tofield onspecificplants,” hesaid. “If natives
are replaced by non-natives, these butterflies
can't survive.”

In fact, a naturalized plant like purple
loosestrife has become such a dominant spe-
cies that it actually has been banned for sale
in certain states, Tungesvick said. State offi-
cials who inspect local nurseries annu-
ally control the sale or distribution of
such plants, he explained.

“There are many plants that are con-
sidered escaped exotics that have gotten
out of control and into the wild and natu-
ralized themselves,” Gonzalez added,
pointing out that non-native plants also
can bring alien diseases and pests, which
can negatively affect native plants, into
the U.S. “They are living and reproduc-
ing as if they were native plants, but
they're not.” (For a list of definitions de-
scribing the differences between native,
wildflower, naturalized and other plant
types, see Wild Things, above.)

SPONTANEOUS PLANNING. Contrac-
tors should throw away the design rulebook
when it comes to planning a native land-
scape. “Native landscapes can’t be formal-
ized,” Tungesvick explained. “Don’t
overdesign and worry about placing every
plant where you want it. Keep the design
meadow-like and accept an informal look.”

{continued on page 124)
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Native Piants

(continued from page 122)

The trick to using native plants correctly
is to carefully choose plants that match site
conditions, pointed out Mary Ann Rose, as-
sistant professor, department of horticul-
ture, The Ohio State University, Colum-
bus, Ohio. “While some native plants are
tremendously adaptable to a wide range of
environmental conditions, many are quite
habitat-specific,” she said. “Before you start
selecting plant materials, know your site,
including the exposure, soil texture, pH, fer-
tility, moisture conditions, weed problems
and the history of use.”

Ideally, Leigh said landscape contractors
should choose plant varieties that are similar
to those that occur naturally nearby. Such
plants adapt to the climate and soils specific
to the area, he said.

However, choosing native plants can be
particularly challenging in urban areas. Al-
though many plants that are native to river
bottomlands are adaptable to urban condi-
tions, most residential and urban landscapes
do not resemble natural habitats, Rose ex-
plained. “In these situations, the soil has
been disturbed, natural vegetation has been
cleared and the microclimate has been
changed,” she said. “Furthermore, urban
stresses such as compaction, pollution, salt
runoff and reflected heat can have a negative
impact on remnant native trees and shrubs.”

One way to establish native plants is
through seeding, which should be done in
fall or spring, fall being the preferred time
for some prairie wildflowers because subse-
quent winter cold and snow moisture pro-
motes germination the following spring, Klett
said, adding that proper watering is the key
to adequate results. “You may need to water
in the spring to germinate seeds if winter
moisture is insufficient,” he explained.

Depending on the mix selected, Klett rec-
ommended contractors sow 4 to 8 ounces of
seed per 1,000 square feet, adding that for
even distribution of seeds, they should mix
six parts dry sand with one part seed. “Ex-
ceeding recommended seeding rates may
result in poor stands,” he warned.

The type of wildflower seed mix contrac-
tors use depends on the site conditions and
the effect clients want to create. Commercial
seed mixes are formulated using a variety of
flowers with different heights, colors and
bloom times, Klett said. “Wildflower mixes
also may contain some grass species, which

can fillin spaces around flowers, add texture
and color contrast and provide support and
protection to wildflowers,” he added.
“Grasses also can reduce soil erosion and
enhance wildlife habitat. On steep slopes,
existing or seeded grasses can reduce soil
erosion until wildflowers become estab-
lished. Use plastic netting or straw mulches
on the soil surface to help establish wild-
flowers on steep slopes.”

While the one disadvantage to seeding
native plants is their establishment time -
three years for a mature look - Rose advised
against transplanting native plants due to
their sensitive and deep roots. “Transplant-
ing is not recommended and will probably
lead to poor performance in the landscape,”
she maintained.

NATIVE NEEDS. The appeal of native
plants is their ability to withstand their local
landscape’s worst vices. For instance, re-
searchers have found that native plants often
can adapt to compacted, overly dry or exces-
sively wet soils that are common to urban
areas, Rose said.

Native plants’ maintenance needs differ
from conventional landscape flora. For in-
stance, fertilization may not be necessary
with some meadow and prairie species, Rose
said. “Overfertilizing these plants may pro-
mote weak, spindly growth and invasion by
weeds,” she explained, adding that wood-
land plants require slightly different needs.
“In contrast, woodland plants need fertile,
organicsoils. Although most urban sites will
not provide anideal environment for wood-
land plants, improving soils with organic
amendments will help.”

While achieving natural oases on clients’
properties is certainly possible by mixing
native and non-native plants, contractors
should remind clients that these landscapes
are not no-maintenance. “While a carefully
planned landscape using native plants can
be low maintenance once it has attained
maturity, native landscapes may require con-
siderable effort to establish, and are rarely
maintenance-free,” Rose advised. “For ex-
ample, a meadow or prairie community will
decline if it is not managed by annual mow-
ing, weed control and reseeding.”

The author is Managing Editor of Lawn & Land-
scape magazine.
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commitment to the future of the turf industry. Most of all, it
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“Our job is to give our customers a lawn
they’re proud to show off, so we need every
tool available to combat troublesome
weeds. Millennium Ultra™ helps us do
jJust that. It gives us outstanding control
over clover as well as a wide range of
other weeds. Weeds are the last thing

our customers want to see, and with

Millennium Ultra, they don’t have to

and neither do we.”

e

Vinnie Tummino Owner, Lawn Doctor® of Sayreville/Edison

Sayreville, New Jersey

Millennium Ultra is a market leader in the

fight against the toughest broadleaf weeds

in turfgrass. Its state-of-the-art formulation
annihilates a broad spectrum of hard-to-control

weeds, including clover and oxalis. Since most

weeds are controlled in one application, you

save time and money. The result is happier

customers, fewer callbacks and a product
that's easier on the environment. With
Millennium Ultra on your side, you can

win the battle against broadleaf weeds.

R werdale

The Formulation Innovators

(800) 345 3330
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Millennium Ultra is a trademark of Riverdale Chemical Company. V
Lawn Doctor is a registered trademark of Lawn Doctor, Inc. Always read and follow label directions
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Focus On

PESTICIDES &ke FERTILIZERS

by Kristen Hampshire

Splashing, drifting, spilling, dripping - risks pile up
when handling pesticides.

But most lawn care operators dont think these mishaps
will happen to them. They don’t expect to get a splatter of
herbicide in their eyes when liquid glugs out from a con-
tainer, and they don’t always consider the environmental
harm when pesticides drift during an application.

That is, most technicians don't realize these hazards
until it is too late.

“Before an accident occurs, thereis a strong belief that
it will not happen to them — that they are operating in a
safe manner and it only happens to people who are
careless,” pointed out Bob Avenius, branch manager,
TruGreen-ChemLawn, Indianapolis, Ind. “When they
do occur, they are surprised and realize the importance

of a safety program.”
[ Companies need to focus on pes-
ticide handling practicesjust as they
focus on servicing, pleasing and
billing their
clients.

Professtonal Products

www.lawnandlandscape.com

Pesticides require
alevel of accident alert.
Practice these safety
basics and avoid

reputation-killing risks.

For the sake of employees, owners need to consider
safety first, noted Fred Whitford, coordinator of Purdue
pesticide programs, Purdue Cooperative Extension,
West Lafayette, Ind.

“We want to do as much for our workers as our
clients,” he stressed. “Our employees should be trained
and protected from the possibilities that these things
could happen. It's just doing right by your employees.”

LABEL LOGISTICS. “The label is the law.” Whitford
considers jargon-filled product packaging the starting
point when implementing a safety program. Product
labels include valuable information, including ingredi-
ents, mixing instructions, required safety gear and
warnings. Also scrambled in with the science-speak are
key words that tip off users - signals such as “caution,”
“warning,” “danger,” and “poison” that indicate the
pesticide’s potency level. Depending on the ingredi-
ents, a label might require only safety goggles and long
sleeve shirts, or a full-gear slicker.

“Lawn care operators will look at products and say,
‘Ineed something that willkill 1,2, and 3,” and then they
have a choice,” Whitford explained, adding that most
pesticide manufacturers try to keep their products in
the ‘caution’ category. “Why not pick a ‘caution’ over a
‘warning,’ ‘danger,’ or ‘poison?’ Then you know the
product will be a lot less toxic.”

Less potent products reduce the company’s liability
as well, he added. Companies that use more potent
products in their application regimens can expect more
serious repercussions if the label’s advice is ignored. “I
try not to use restricted use products,” Whitford said.
“These products have specific language on how I am to
behave when it comes to the environment or safety

Reading labels carefully gives contractors clues about haw to dress, mix and apply products. Photos: BASF and Chipco
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Killing adult midge flies
doesn’t solve the problem.

When you use a product that only kills adult midge
flies, you're not getting rid of them at the source. You're
just biding time until a new generation becomes adults.
Unlike products that only kill adult midge flies,
Strike” Professional Midge Control is an insect growth
regulator (IGR). It targets the midge fly larvae missed by
other treatments and prevents them from becoming
problem-causing adulcs. Speaking of eliminating hassles,

Strike’s convenient pellet formulation can easily be

applied to the ditches, streams w
and ponds that midge flies call STRI

home. One treatment lasts up

to 30 days. And Strike is rtarger /
specific, so it won't affect fish, waterfowl, mammals
or beneficial predatory insects. It’s control that you
can feel good about. And learn more about by

calling 1-800-920-1001 or m’E
Professional Midge Control

visiting www.pct-strike.com.
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Focus On

equipment. [ want a regular product that
I can buy off the shelves.”

Nixing certain formulas from an appli-
cation program might not appeal to some
contractors, but carefully following their
warning labels should if they want to pro-
tect workers from accidents. The owner
isn’t the only one obligated to read the fine
print-employees are equally responsible,
said Johnny Berry, manager of emergency
managementand environmental steward-
ship, Syngenta, Greensboro, N.C.

“Thelabelisa little bit of a roadmap for
them,” he related. “It's really common
sense stuff, but people work with the prod-
uct for so long, and they just don‘t always
fully read the label.”

This speaks to the importance of train-
ing and education about the products com-
panies use. While labels spell out precau-
tions, reading them isn’t the only safety
measure technicians should practice. Tim
Doppel, owner, Atwood Lawn Care, Ster-

ling Heights, Mich., builds safety into his
company culture with rigorous training
that includes a slide presentation that dis-
cusses risk management, hands-on equip-
ment demonstrations, weekly refresher
meetings and reviews of sensitive appli-
cation areas, like around toys and pets,
and near schools and playgrounds.

“We always start with the fact that if
handled properly, thereis noseriousrisk,”
Doppel noted. “It's a matter of reading the
labels, wearing the right kind of protec-
tive equipment and not being stupid.”

Like Doppel, Aveniusintegrates safety
in his everyday operation - repetition re-
inforces a commitment to safety, he said.
Besides reading labels, large banners near
designated fill areas indicate required
safety gear while technicians are filling
and mixing pesticides.

“Only one person mixes, so only one
person is exposed, but the banners help
and having the safety equipment right

where they are filling is also pretty impor-
tant,” he added.

After all, this is where accidents are
most likely to occur, pointed out Berry,
who s in charge of Syngenta’s emergency
response team. Spilling tops the list of
pesticide handling upsets, and dropping
containers is the main cause, he said. This is
why following the label’s instructions for
safety gear is crucial - so eyes, hands, arms
and legs are protected from exposure.

Besides labels, Whitford said investi-
gating Materials Safety Data Sheets
(MSDS) prior to purchasing pesticides fur-
ther educates lawn care operators about
the products they purchase. While com-
panies are required by law to carry these
sheets in their trucks, simply having them
on hand is not enough, he said.

“Good companies actually use the
MSDS,” he remarked. “They look at them
before they buy the products, and see what
products can cause birth defects, tumors
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or impact offspring. Since we are hiring
more women in our industry, why would
I want to use these products and why
would I want to use them around my
customers’ yards?

“If you were asked to give this MSDS
to a customer for a lawsuit, for example, it
would become obvious that you were bla-
tantly telling people that this product has
the potential to cause cancer in the
longterm,” he described, hypothetically.
“That’s just not a good message.”

While thisscenarioillustratesanextreme
situation, it accents that the MSDS is more
than a list of ingredients. This information
combined with the label’s language helps
contractors make wise purchase decisions
and protect their employees.

Besides, following the label’s lead pro-
motes professionalism, Doppel added
“Reading labels, complying with laws, and
making sure you have clean uniforms and

make you look like a professional,” he
pointed out.

PACKAGING UNWRAPPED. Choices
extend beyond which labels lawn care
operators stock on their shelves. Packag-
ing options - water-soluble packets, tip-
and-pour containers and glug-proof jugs
~ create a safer environment for workers
who pour and mix pesticides.
“Packaging actually promotes safety in
the workplace,” Whitford said, noting that
water-soluble packets are premeasured and
dissolve completely in the tank without mix-
ing, pouring or handling. “If there is no
exposure, there can’t be any harm - you
can’t get drunk if you don’t drink.”
Glug-proofjugseliminate spurts of lig-
uid from gushing out of the spout when
pouring. The formula comes out of the
container inasmooth, steady stream with-
out splashing, which can cause eye inju-

them as fast as you want and they flow out
really well,” he described.

Tip-and-pour jugs come with built-in
measuring cups so technicians can pour
formulas directly into tanks. This option
also minimizes exposure to pesticides,
Whitford added.

Some companies opt for granular prod-
ucts, so liquid splatter is not an issue.
Cranulars allow for quick clean-ups if
spilled, and they roll off when spilled ona
technician. “Granulars have a lot of ad-
vantages - especially today when they are
a lot cleaner,” Whitford pointed out. “In
the past, there was a lot of dust and bits
and pieces, but manufacturers have done
agood job of removing this from the bags.”

On the other hand, granular products
often require storage space for piles of
bags, and they sometimes require custom-
ers to water and care for their property
after applications, which isn't always a

your trucks don’t leak - the little things

ries, Whitford explained. “You can pour realistic expectation, he noted.

Fax Number ‘ - Call Toll Free Mm 228 0905 To Order
or Request Our 200 Page Parts Catalog
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Granular or liquid, the mixing process
is the most dangerous, and packaging that
reduces exposure lessens liability. Avenius
has greatly reduced environmental risk
by using returnable drums for his liquid
applications - he doesn’t have to worry
about contaminated containers disturb-
ing landfills. When the drums are emp-
tied, he returns them to the manufacturer.
Furthermore, technology presents new
measuring methods that reduces mixing
risks, he added. Equipment that
premeasures mix allows him to pour the
correct quantity.

But like any new technique, lawn care
operators must learn the trick to gain op-
timum results. Closed systems — water
soluble packets, for example — aren’t so
“closed” if technicians don’t use them
properly. “With water soluble packets,
the biggest issue is you really don’t want
to open the packets - the powder gets all
over the place,” Avenius said. “You need
to coordinate your fills so you use an
entire packet vs. trying to do half packets.
Or, you can find another way where you
don’t have to open the packet, like adding
a liquid or dispersible granule in addition
to the packet.”

In addition, lawn care operators should
mix and fill in areas that will contain chemi-
calsifthereisanoverflow or spill, Berry said.
“Ifyoudohaveaspilland itis small, you can
rinse that area off and contain it where you
can scoop up the dirt later and dispose of
it. With the containers that we are now us-
ing, they are closed systems, so it's a matter
of being very careful when you pour.”

Andy Neher, owner, Lawn Pride, In-
dianapolis, Ind., uses both water-soluble
packets and tip-and-pour containers. But
besides carefully choosing packaging, he
spreads the safety message to employees
by the structure of his facility. The pesti-
cide storage room is self-contained with a
ramp system for loading and unloading,.
Also, the vented area lets in fresh air.

-
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“When we handle pesticides we wear
aprons, boots, gloves and a lot of times, a
full face shield is used,” he noted. “We
tend to overkill alittle from the standpoint
that if you look on most herbicide labels
right now, they require long sleeve shirts
and pants and rubber boots. We err on the
side of caution.”

This cautious attitude is contagious -
Neher’s employees realize the decisions
he makes regarding pesticide packaging
and mixing practices promote a safe work-
place. And if employees are not careful?
“Typically, it's as easy as stopping and talk-
ing to someone and saying, ‘1 notice you

“If there is no exposure,
there can’t be any harm -

you can’t get drunk if
you don’t drink.”
- Fred Whitford

don’t have your boots on, and we need to
take care of this,” he explained, adding that
cooperative employees reduce risks of po-
tential fines from ignoring labels and laws.
“The state chemist is our friend, and we
want to comply 100 percent.”

DISPOSAL DOs. Respecting regulations
goes beyond appeasing local extension
agents or following state laws. It starts
with reading the label and ends with
proper container disposal. “There is a lot
of pressure on the industry for environ-
mental stewardship,” Berry said.

The Agricultural Container Recycling
Council has a program where lawn care
operators can recycle empty, cleaned-out
pesticide containers. Collected at state,
county and private locations, containers
are ground up, repackaged and takenaway
free of charge, Berry said. “They go to a
facility and are made into other prod-
ucts that are made of plastic, like
plastic pipes or irrigation pipes —
they stay in the chemical industry.”

In its twelfth year, the organization
recycled more than 7 million pounds of
plastic last year.

But before considering a container’s

www.lawnandlandscape.com

afterlife, lawn care operators need to in-
corporate “clean” into their disposal hab-
its. It's a matter of the law.

Containers need to be triple rinsed,
meaning the jug is emptied and filled half-
full with water, shaken from side to side,
and refilled two more times repeating this
process. The excess water can be used in
the tank mix, Whitford said.

Puncture guns can also help contrac-
tors rinse containers. “This is like when
you wash your car, if you take it to one of
those places with the power hose,” he
compared. “Imagine running that water
through a gasoline nozzle, and at the end
of the nozzle there are four holes.
You punch that into the bottom of
the jug, turn the water on and it
rinses the container from the in-
side by shooting the water in it.
Youdo thisover yourspray tank.”

Whendisposing of paperbags,
split bags down their seems to
remove granules caught in the
corners, Whitford suggested. Af-
ter being rinsed, bags are consid-
ered normal trash.

Neglecting these disposal practices
comes at a high price, he added. Unrinsed
containers are a violation of the Depart-
ment of Agriculture and the EPA, which
can amount to large fines. And if landfills
discover that contaminated containers
from the company contributed to a viola-
tion they are charged with by a govern-
ment agency, the company might be held
responsible for cleaning up the landfill,
Whitford said.

But safe practices don't stop at dis-
posal. And they don't stop at passing in-
spections or reading MSDS sheets. A com-
pany that commits to safety - from spray-
ing lawns carefully to protecting their
employees with protective gear - will turn
common risks into unlikely odds.

“If done right, you can treat properties
and theenvironmentis not affected,” Berry
said. “We need to control the pests we
have without harming the environment,
and by handling them safely, using them
safely and disposing of the containers
safely, we will get there.”

The author is Managing Editor — Special
Projects for Lawn & Landscape nagazine.
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by Kristen Hampshire

Alittle pest control, a little green-up -
fertilizer blends provide well-rounded

treatment and endless formulation options.

Is there a formula for green - a perfect potion that sprouts lush grass the color of an emerald
carpet? Is there a mixture that eliminates grubs and repels pests? Even better, is there a blend
that does all this in one?

Perhaps this is a hefty order for one product to handle, but blended fertilizers - granules
infused with preemergence herbicides and insecticides -allow lawn care operators to multitask
their application programs to some extent.

“The obvious benefit of impregnating fertilizers with herbicides is the lawn care company
can kill two birds with one stone,” pointed out Keith Woodruff, national account manager,
ProSource One, Memphis, Tenn. “They apply the pesticide while they apply the fertilizer, so
there is a time savings.”

These hybrid formulas offer a two-for-one option thatequals time savings —it's justa matter
of choosing the right concentration of ingredients, considering the turf type and regional
conditions, and matching the right mix for the property’s needs.

BETTER TO BLEND? Checking off two tasks at once isn’t the only reason blended fertilizer
products are appealing. Some believe these formulas offer better results, especially with
preemergence herbicide treatments, which are insoluble and susceptible to photodegredation. By blending logether
“When you have an active ingredient on a fertilizer particle, when you spread it out on the PR ’"{_\"’l_“h\
turfit gets nestled into the thatch and it is protected,” explained Greg Richards, sensior product i
manager, LESCO, Strongsville, Ohio. “One of the problems with spraying is with some o indy
applications you leave a lot of the material on the blades. Sometimes you might mow right after you can do o jobs af one time
spray, collect the clippings, and you've lost some of the ingredient. Photo: NuGro Technologies

Other times, if it is hot, it might volatize.”

Fertilizers ingrained with herbicides and
insecticides are produced by manufac-
turers, whospray active pesticide treat-
ments on the fertilizer particles and
apply a dry-back agent to help par-
ticles flow. Or, if the active ingredi-
ent is a powder, they will wet fertil-
izer pellets and mix the two prod-
ucts, Richards described.
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Hey, Weeds.

We've got you covered.

RA/OR s

'Spray Pattern Indicator

werdale

| Nufarm Company

(800) 345 3330
www.riverdalecc.com

When it comes to weeds, you need maximum control and efficiency. And you'll
have both whether you choose Riverdale's Razor™ or Razor™SPI. These foliar
herbicides provide maximum efficiency in controlling most post-emergent herbaceous
plants and brush, including turf, ornamental, vegetation management and industrial
applications. And they both contain the active ingredient, Glyphosate, which
assures you rapid, reliable response as well as exceptional effectiveness. But
there's one difference—blue. Yes, Razor SPI is blue.

RAER\'H contains a blue spray pattern indicator, enabling accurate and uniform
applications. Knowing exactly where you've applied Razor SPI will prevent application
overlap, saving you time and money. And the light blue colorant is only temporary,
disappearing quickly with rain and sunlight.
Razor SPI can also be tank mixed with other
products to provide a quicker response or

a longer duration of control, even on the
toughest weeds.

So whether you're maintaining weed-free beds
or you're performing a complete turf renovation,
choose Riverdale's Razor or Razor SPI—for
maximum control and efficiency.

For more information, visit Riverdale's web site
at www.riverdalecc.com.

Glyphosate for the Specialty Markets
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This process allows for mixtures that
are measured for efficacy, and various
blend options allow lawn care operators
to choose formulas that best match their
application needs.

And, for Rick Kier, president, Pro
Scapes, Jamesville, N.Y., knowing that
these mixtures are already proportioned
saves him the worry of calculating the
ingredients. “You have guaranteed com-
patibility with the fertilizer and active
ingredient when you are buying an al-
ready blended product,” he noted.

Kier takes advantage of blended
preemergence crabgrass/ fertilizer prod-
ucts in his granular lawn care program
and he occasionally utilizes insecticide
blends, which are also effective mixtures,
he explained.

“With insecticides, the blended prod-
ucts work well because they need to get
into the ground where they can be wa-
tered into the soil profile so they will do
their jobs for the roots,” he said. “The
insecticides and preemergence crabgrass
controls spread out and do their thing.”

Also, blended products tend to require
less maintenance for clients, who cannot
always be trusted to care for their proper-
ties in between applications, Woodruff
pointed out. “By putting pesticides on a
fertilizer carrier, it doesn’t always need as
immediate irrigation, so if there isn’t rain-
fall for a couple of days, you won't get less
efficacy,” he noted. Again, it’s a matter of
gravity. Pesticides infused into fertilizer
granulesseep intosoil and stay there longer
due to the weight of the product.

Besides, fertilizer blends bring flexibil-
ity to a lawn care program, which might
be why the industry’s preference for these
formulas has tripled in the last three to
four years, Richards noted.

Convenience and a general public pref-
erence for granular products over liquids
also drives this popularity, along with the
fact that these formulas give contractors a
range of options to work with.

“Basically, they pick out the pesticides
they want to use, whether it be for disease
control, fungus control or insect control,”
explained Brian Rowan, product manager
~ fertilizers, LESCO, Strongsville, Ohio.
“They can tailor that program around the
fertilizer needs of the plants. It gives them
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more options so they can also tailor the
formula to their pesticide program. Blends
offer them more flexibility.”

CHOICES, CHOICES. While blended
fertilizers offer options, not all products
fit all lawn care programs. “There is no
tried and true formula that is good for all
people,” Woodruff remarked.

So, contractors should work backwards
and firstidentify the end-results they hope
to accomplish with their applications, he
suggested. Manufacturers offer batches of
blends with varying loads of preemer-
gence herbicides, insecticides and fertiliz-
ers to suit certain needs — knowing the
objective before choosing the product is a
must. More or less potent fertilizer blends
might be appropriate depending on other

gional manager for the professional
products group, Howard
Johnson's, Milwaukee, Wis.

A mental picture of the
treated property never hurts.
If contractors want golf-
course green lawns for their
clients, they need to review
ideals before they can fill the per-
fect application prescription, Skibba
added. “What is your goal for the fertil-
izer? [s it the green from the nitrogen, the
phosphorus for the root level, or the potas-
sium for winter hardiness and disease re-
sistance?” he questioned.

“End users also need to understand
what weeds they are trying to control,” he
continued. “That way, they can go to the
manufacturer and say, ‘This is my prob-

“If you put down a pesticide with a
fertilizer, you are going across the lawn one
time and you are providing food to the plant

and putting down your pesticide at the
same time.” — Chris Skibba

plans for the property, suchas overseeding,
Woodruff pointed out.

“With preemergence products, you are
likely to be overseeding,” he explained.
“If s0, you need to shoot for a lesser length
of control, so when you do get to the point
where you want to reseed, you don’t have
product that will prevent the seeds on the
property from germinating,”

Soil temperature, turf type, geographic
region, property maintenance requirements,
irrigation needs, mowing frequency - all
these variables fit into the blending equation,
nottomentionapplication timing and granular
particle size. “The turf business is so regional-
ized and conditions can change from year to
year,” Rowannoted. “There are different dis-
eases, different pressures and different cli-
matic conditions. Your sales professional
and your university agronomist will be in
tune to what’s going on in a given year.”

Because of these variables and other
product purchase considerations, contrac-
tors should ask manufacturers specific
questions, suggested Chris Skibba, re-

www.lawnandlandscape.com

lem — this is what I am trying to control.”
Contractors also need knowledge of
how much active ingredient they want to
put down per acre of land — how much
nitrogen, phosphorus and potassium -
and how much land they want to cover,
Woodruff added. For example, a product
applied at 100 pounds per acre with a
certain load of pesticide will not work as
wellasone applied at 200 pounds per acre.
“Rates of application and, in some cases,
SGN (size guide number), become an is-
sue because you have more coverage,” he
said. Smaller particles fall into turf easier
and often blanket areas more effectively.
And depending on geographic loca-
tion, different turfgrasses require differ-
ent SGN sizes for the formulations to pro-
duce desirable results, Skibbasaid. “If you
have zoysiagrass or tight turf where it is
difficult to get into the turf canopy, small
particle products are an absolute must,”
he stressed, noting that a 150 SGN size is
more typical for these turf varieties.
“Two-hundred SGN size would be too
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largeof a
particle to get
into the soil,” he continued. “If you have a
lawn care company that is caring for tall
fescue, perennial ryegrass or Kentucky
bluegrass where [the turf] isn’t really tight,
if it puts down a 200 SGN size and 200
pounds of product per square foot, [the
fertilizer] will do a great job. In this case,
[the company| wouldn’t have to pay the
extra expense for a smaller product.”

Besides measurements and sizes — the
numbers in the lawn care formula - there
are simple questions contractors can ask
manufacturers to ensure they are choos-
ing the right fertilizer blends. Forexample,
is the fertilizer designed for turf or agri-
culture? Or, is the manufacturer an autho-
rized formulator approved by the
chemical manufacturer toblend the active
ingredient with a fertilizer? These are ba-
sic, but essential queries, Skibba said.

Woodruff added that finding out the
history of a client’s property also helps in
the product diagnosis process. In addi-
tion, technicians should ask customershow
much product they want to apply in a
year’s time. For those clients who prefer
fewer applications, contractors might
choose various degrees of slow-release
nitrogen fertilizers to blend with the ac-
tive ingredients.

And, budget concerns figure into the
decision as well. “As you choose these
products, what you’re going to do for the
customer and what kind of program you
are going to propose to them, know if
there are budgetary constraints so you can
give the client the most bang for their
buck,” he advised.

“If money is not an issue you can apply
fertilizer once a week — you can do some
ridiculous things,” he continued. “Know-
ing budgetary constraints helps you posi-
tion the product that will best do what
they want to accomplish.”

LAwWN & LANDSCAPE

MORE WAYS THAN ONE. Kier weighs
these crucial considerations before choos-
ing products for his company’s lawn care
program each year. But first, he thinks of
his customers.

“Everything is subjective, and the de-
cision depends on what is available,” he
remarked. “We want to do the best we can
for our customers at the most reasonable
cost, We need to stay competitive and still
do a good job.”

Each winter, Kier solicits proposals
from local suppliers, constructing a bid
list and sending it to the five companies in
his area. In the proposal, he requests basic
product specifications, and also requires
that the company lock in the price for the
whole season.

“We give them the payment terms on
the products and delivery - we want ship-
ping included in the quoted price,” Kier
explained. “We look at different products
we use and we have a list, so when we
send out requests for quotes, we include
these needs.”

Kier's needs are fairly diverse. His
blended products are not solely granular -
he offers a liquid “premium” program for
clients, where he blends the fertilizer and
pesticides in a tank mix to get desired re-
sults. He uses pre-blended granular prod-
ucts in his standard program, which also
offers a preemergence crabgrass/ fertilizer

application with the service.

In the standard service, he uses a
sprayer/spreader so he can “get the best
of bothworlds” and apply effective, granu-
lar fertilizers along with liquid weed con-
trol, which he believes is superior to the
granular alternative.

Kier's mix-it-up program is not un-
usual. Most contractors will use a mix of
liquid and granular products, Woodruff
noticed. Slow-release fertilizer options
cause many contractors to sway toward
granular formulations, while many still
stick to liquid spot treatments for weeds
“It is whatever is most efficient for
their operation,” he said. And, natu-
rally, properties differ in their lawn
care diagnoses.

Woodruff outlined the typical
blended program. “What they doina
lot of cases is start in March or Febru-

www.lawnandlandscape.com
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ary with a fertilizer with a preemergence
herbicide on it, and then as the spring
progresses and temperatures warm up,
they might need abroadleaf weed control,
so they will switch toa tank mix of preemer-
gence fertilizer and weed control.”

One thing is for sure — customers don't
like to see brown in their lawns, Kier
stressed. This is why it is crucial for con-
tractors to make sure they aren’t skimping
on pesticide portions when treating cli-
ents’ properties, he said.

“If you are a little light on your fertil-
izer, you might not get a complaint phone
call from the customer, but if you are light
on the weed control, [he or she] will call
youand let you know aboutit rightaway,”
he pointed out.

Customers might not be so concerned
about the exact formulation contractors
apply to their lawns, how much active
ingredient is infused in the fertilizer or
whether the blend is applied at exactly the
right time, Kier noted. Their main concern
is the end result, and nothing is less ap-
pealing to them than a brown lawn. “Most
customers don’t care about the particu-
lars,” he remarked. “They just want [the
application] to be done and done at a
reasonable price.”

No matter the blend, customizing is
the key to finding the “magic potion” - or,
at least the right product for the job. Stir-
ring up the right fertilizer brew takes more
than adding a little of this and a little of
that, but contractors who assess their needs
first will find the advantages of specially-
made mixes.

“If you put down a pesticide with a
fertilizer, you are going across the lawn
one time, and you are providing food to
the plantand putting down your pesticide
at the same time,” Skibba concluded.

The author is Managing Editor — Special
Projects for Lawn & Landscape magazine.
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Don’t worry about replacing your ot an
You've still got & [ options.

|
Your favorite formulators are already offering| two

It might have crossed your mind: When the organophosphate insecticides come out of the formulated mixes

you use, what will be going in? And how effective will it be?
The fact is that two great insecticides from other chemical classes are already part of some of the best
formulated mixes you can buy. Look for DeltaGard or Sevin and relax

DeltaGard® - The world’s most popular pyrethroid.

The world’s most widely used pyrethroid - deltamethrin - is the active ingredient in DeltaGard. It's an all-
purpose insecticide offering the attractive combination of broad-spectrum efficacy at very low doses - some
of the lowest doses on the planet. DeltaGard provides quick knockdown, high mortality, and a good residual,
too. As an organophosphate replacement? DeltaGard is up to the challenge. Several studies have shown it to
perform as well as or even better than Dursban.




Professional Products

Sevin® - The world’s most popular carbamate.

Sevin stacks up well against organophosphates, too, performing better than Dursban against pests that include
billbugs, cutworms, June beetles, and sod webworms. Sevin works through both contact and ingestion, and the
combined effect is quick knockdown with thorough control. Good residual activity keeps Sevin working for up to 14

days, and insects rarely show resistance to this trusted and proven compound

Look for them today.

Formulated mixes featuring these responsible and effective insecticides are available today from these fine formulators
Look for DeltaGard in products by Helena, Howards, Knox Fertilizer, LESCO, Regal Chemical, Southern AG, and UHS
Sevin is the insecticide in mixes by these formulators: The Andersons, LESCO, Regal Chemical, and UHS

PEEIGard
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT

FACTURER = NAME INGREDIENTS  FORMULATIONS  IN/ON: CONTROLLED INFO.

PESTICIDES
BIOLOGICALS

Ploni Health Core  Teknar Bi Bocilus huringiensis  Gronulor, WSP Omomeniol, ponds Mosquit, block fly lorvoe 80074219051
Bioinsecticide vor. isroelensis Bf)  Water soluble dunk Ponds, lokes, reservoirs Mosquitoes
PHC Mosquito Dunks Bacillus theringiensis
Bii Bioinsecficide  vor. isroelensis (B8)  12% granule Londscapes, flower beds, soil/ Pythium, rhizoclonia,
SoilGuard 12G Beneficial fungus poffing mixtures fusarium and sclerolinia
Biofungicide
Agrisel isan 20 Consan Pellets, blocks Turf, omamentols, industriol Leaf spot, blights, brown ~ 877/480-0880
T/0 Fungicide paich, pithium, foding out
Arbor Systems Shepherd Propoconazole 14 percent Ornomentols Ok wilt, Duich Elm, Sy B00/6984641
camore antharocnose,
Apple scab
Aventis/Chipco ~ 26GT* jprodione 23.3% -2 pounds/gallon  Insisional ur Dollor spol, brown pokh, 80074385837
large paich, Fusarium
blight and Necrolic Ring
Spot, leaf spots, Fusarium
paich, gray snow mold
Aliette Aluminum fris WDG Turd, omamentals Pythium, phylophthora,
downy mildew, fire blight
ProStar Flutolanil we Turt Brown patch, foiry ring,

other common furf diseases

Boyer Boylelon® Triodimefon 50% T80 Tur, omomenicl Dolor spol, brown paich,  800/842:8020
onthrocnose, leaf spot, blight
Compass Trifloxystrobin 50% wettable granular Turf, omomentol Brown paich, leaf spo,
anthrocnose, rust, Pythium
Cleary Chemical 3336 Thiophanate-methyl  F, WP/Water soluble bog, G Turf, omomental Anthrocnose, leof spots,  800/524-1662
turf polches, snow mold
brown rot
Speciro 90 WDOG  Chlorothalonil, Walerdispersable granule  Turf, omomentol Anthracnose, leaf spos,
rot
Spotrete Thirom F, woterdispersable gronule  Turf, omamentol, animal repellent  Dollar spol, brown paich,
rust, leaf spols, red threod
Protect T/O Mancozeb Watersoluble bag Tud, omamental Anthrocnose, leaf spots,
by, dizoconia, i
Endorse PolyoxinD Walersoluble bog Torf Brown paich

“BOVERS” GOiDE

Putting together an effective lawn care program means selecting the right products, so Lawn & Landscape

presents its Pesticide & Fertilizer Buyers Guide, a comprehensive listing of key pesticide and fertilizer

suppliers and the herbicides, fungicides, insecticides, biologicals and fertilizers they produce.
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We don’t want no
stinking weeds!

We hear you.
We've got a solution for all your problems.

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DR
c“ ASEB which is aimed at providing effective control in both cool and warm
seasons. It is an excellent choice for broadleaf weed control and has
“ le demonstrated exceptional control on white clover, dandelion and plantain.

THHREE - WAY HERBICIDE

CHASER is the original ester formulation of 2,4-D and triclopyr that controls
most broadleaf weeds, including hard-to-kill weeds that other comparable

chemistires do not control. It has shown excellent turf safety and mixes well
with most pesticides and fertilizers.

M E R BTG I D E

CHASER 2 has all the power of Chaser with the safety of a warm weather

amine formulation. It can be used on ornamental turf such as lawns, golf
c“ ASE“ 2 courses (fairways, aprons, tees and roughs), parks, highways, cemeteries
and similar non-crop areas; and sod farms.

AMINE HERBICIDE

KLEENUP PRO is the easy-to-use and proven 41% glyphosate solution for

keeping landscaped areas clear of weeds and unwanted grasses and for
p spot controlling weeds in hard to reach places. The longasting systemic
GRASS AND WEED KILLER control prevents regrowth and has virtually no residual activity.
-

For more information, contact your local UHS representative

www.uhsonline.com ’ ¥ Horticultural Supply.

USE READER SERVICE #165
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|2 A0 APESTICIDES &% FERTILIZERS

MANU-

PRODUCT

ACTIVE

AVAILABLE FOR USE

KEY PESTS CONTACT

FACTURER
Dow AgroSciences

Griffin

JJ. Mauget

Knox

LESCO

PBI Gordon

Plont Health Care

Rainbow Tree

Riverdale

Simplot Partners

Syngenta

NAME
Eogle WSP
Fore Rainshield
Junction
Concorde SST
Concorde DS

Pentathlon LF

Pentathlon DF
Kocide 2000 T/0

Fungisol

Tebuject

Shaw's Bayleton

100 Granles

MANhandle

Bordeoux Mixture

Trilogy Neem

Alamo

Polor Kote

Banner MAXX®

Daconil*

Subdue MAXX*

P22  marcu 2002

INGREDIENTS

Copper hydroxide
ond mancozep
Chlorothalonil
Chlorothalonil
Mancozeb

Mancozeb
Copper hydroxide

Debocorb

Tebuconazole

Copper

Neem oil
Oil biopesticide

Propinconitol
Thiabendizole

Mono- and dibasic
sodium, polassium,

ommonium phosphates

PCNB

Propinconazole

Chlorothalonil

Azcxysirobin

Metonoxam

FORMULATIONS IN/ON:
WP in wotersoluble packets  landscope, lawn care
WP in watersoluble packets Lown care

Dry flowable Greenhouse, nursery and turf
Liquid Turf, nursery and omomental
Dry flowable Turf, nursery ond omomental
Liquid Turf, landscape

Dry flowable Tur, londscape

Dry flowable Turf, nursery and omamentol
liquid Ornamentals

liquid Ormamentals

1% Granular Turf

We Turf, omamentals

Soluble powder Flower beds, omamenials
Sprayoble horficulturol 0l Landscape plonts ond shrubs
liquid Trees

Liquid Trees

liquid Turf, omomentals

10% gronulor, 4% flowable  Turf, omamentals

LinkPok /MAXX, Turf, ornamentals

21 gol./MAXX

liquid Turf, omamenials

Liquid Tud, omamentals

liquid, gronule, LinkPok Turf, omamentals

www.lawnandlandscape.com

CONTROLLED INFO.

Dollor spol, brown poth, 317/337-3000

summer paich, red thr

Brown poich, gray

rusts, Py!hwm %l:ght

SI\OW 3

Algoe, brown paich, dob  800/737-3995
larspo, leaf spofs, anthcac-
nose and folior diseases
Brown paich, dollar spot,
lea spot, algoe, meling out
rust and red thread

Brown paich, dollor spo,
leaf spot, algoe, meling out
rust and red thread

Boirytis, anthcocnose,
cucosperu 1ust, leaf

Bokyhs

cercospera, rusl, Iecfspoi
Alienia blight, anthrocnose,
phemapsis, leaf spot, elc.

Duich Elm disease,

ciiom wib, on
fusarium wills
cytospora canker
Ook wilt, Duich Elm, crob-
apples scab, Hawthorne
leat spot

Dollor spot, red thread,
rusts, fusarium blight,
brown paich
Anthracnose, brown

Pythium, red thread

Fungal and
bocterial diseases

800/8733779

219/7726275
800/321-5325

800/821-7925

800/4219051

877/2726747

800/3453330 |

Pink snow mold, gray 800/5528873 |
snow mold, root/stem |
rol, black rot

Dollar spot, rust, powdery 800/3958873

mildew, red thread

onthracnose

Algae, dollar spo, leaf spal, .'
melting out, brown poich,

anthrocnose, red thread

Brown potch, Pythium,

tokell poich, summer

paich, anthracnose, snow

ium, yellow W, downy
in $1. Augushinegross

LAWN & LANDSCAPE



MANU-
FACTURER

Syngenla

Tree Tech

TopPro Specialties

United Horficulturol

PRODUCT
NAME
Primo MAXX®
Alamo

Systrex/Nutrient

Curalon

Banol C

Engage
Accost 1G

ACTIVE
INGREDIENTS

Trinexapocethyl
Propiconazole

Triademifon

Vinclozolin

Banol, daconil

PCNB
Triademifon

HERBICIDES

Agnsel

Aventis/Chipco

Cheminova

Cleary Chemical
Dow AgroSciences

o s

Ronsior® G
Finale®

Pendulum

Drive 75 DF
Imoge 70 DG
Basamid Fumigant

Sencor 75

Glylos® PRO

Methar 30
Confront

Gallery
Lontrel T8O

Snapshot 2.5 TG

LAwWN & LANDSCAPE

Glyphosate
Glyphosate

Glyphosate
MSMA

Fenoxapropethyl
Oxadiozinon
Glufosinale ammonium
Pendimethalin
Quinclorac

Imazoquin

Dazomet

Metribuzin

Glyphosale

DSMA

Triclopyr ond
clopyralid
Isoxaben
Clopyralid

Trifluralin, isoxabin

AVAILABLE
FORMULATIONS
Liquid, LinkPak

Liquid injection

Liquid injection

Gronular
Flowable

Gronular and flowable
Granulor

Liquid

2%

liquid

2G, 3.3 EC, WDG

75 DF

70 DG

Gronulor

Weltable powder

Soluble container

Solufion
Liquid, on fertilizer

liquid
Liquid

Granulor

FOR USE
IN/ON:
Turt

Trees

Industrial turf
Disease control on turf

Various turf diseases
Tord

Turf, ormamentals, industrial
Turf

Regisered glyphosate uses

ic uses

Aquafic
Turf, omamentols, ogricultural

Sod farms, turf, ormamentals

Torf, omomentals

Emerged weeds in noncrop areas
Turf, omamentals, londscapes
Turf, omamentals, landscapes
Turf, omomentals, londscapes
Weeds, soil, pre planfing

Turd

Tur, omomentals, industriol sites

Turt

Lawn care
Londscape, lawn core
lown care

Landscope

www.lawnandlandscape.com

KEY PESTS
CONTROLLED

Turf growth regulator

Duich Eim disease, ook wil,

Rust, powdery mildew,
leaf blight, leaf spot,

fip bli

Brown paich, leaf spot,
fusarium, fusarium paich

Dollor spot, poich diseases

Weeds, grosses
Weeds, grasses

Weeds, grosses
Weeds, grasses

Chickweed, crobgross,
bohia gross,
bormyardgrass

Crabrass, s
onnuol perennial

Amuol grasses,
broodleaf weeds
Dandelion, dollarweed,
thistle, white clover, on-
nual and perennial grasses
Crabgrass, goosegrass,
bluegross, spurge, chick-
weed

Crubgmss. dollorweed,

clover, speedwell,
'omedogms

ks o i

wild gorlic, wild onion

Grasses, weeds, diseases,
nemafodes

Annual bluegrass, goose-
grass, Bedstraw, carolina
common chickweed,
com speedwell

Annual weeds, peren-
niol weeds, unwanted

vegelafion
Crobgrass, dollsgrass

broodleaf weeds

Chickweed, spurge, oxalis

Clover, dandelion, thistle,
dollarweed

CONTACT
INFO.

800/395-8873

354/520.5335

800/888-5948

303/487-9000

877/4800880

800/438-5837

800/5459525

800/842-8020

800/5486113

800/524-1662
317/337-3000

Grassy and broodleaf weeds

MARCH 2002




ISR OVAPESTICIDES &ke FERTILIZERS

MANU- PRODUCT

ACTIVE

AVAILABLE

FOR USE

FACTURER

NAME

Dow AgroSciences Surflan AS.

Team Pro
Dimension

Griffin TranXit GTA

Weed Conirol
Crabgrass Control
Crabgrass Control

Howard
Johnson's

Knox Show's Turt Food
Borricode®

Show’s Turf Food
Dimension®
Shaw's Turf Food
Ronstar®

Shaw’s Turf Food
Team® Pro

Shaw's Turf Food
Pendimethalin 86

Shaw's Turf Food

Millenniym Uliro

Shaw's Turf Food

Trimec

Shaw's Turf Food

Triomine®
{ebanon ProScape
Confront*

ProScape
Dimension®
Professional
Preen®
ProScape

LESCO LESCO PreM

LESCO Dimension

LESCO Prosecutor
LESCO Momentum

Monsanto Roundup Pro

Roundup Pro Dry
Manage
AquoMaster
PBI Gordon Trimec® Classic
Trimec® Torf Ester

Super Trimec*

P24 marcw 2002

INGREDIENTS

in
m and ifluralin

Dithiopyr
Rimsulfuron

Millennium
Barricade

Dimension
Barricode
Dimension
Ronstar

Team Pro
Pendimethalin

Milleanium Ulira
Trimec

Triamine
Triclopyr + clopyralid

Dithiopry
lsoxaben, Trifluralin

Triclopyr + alid,
bl o

Pendimethalin
Dithiopyr

Glﬁu)hosale
il

Glyphosate
Glyphosate

Halosulfuron
Glyphosate
24D, MCPP, dicomba
2,4D, 2,4DP, dicomba

2,40, 2, 4DP,
dicamba

FORMULATIONS

liquid
Granular, on ferfilizer
liquid, WSP, on fertilizer

Dry fowable

0.87%

20%, .29%, 37%, .58%

IN/ON:

Lown care, londscape
lawn core
lawn care

Tort

Ormamentals, turf

Turf, londscape omamentals

086%, .107%, .13%, ,172% Lawns, omamentol urf

20%, .28%, .38%, 50%
08%, .10%, .13%,
A7%, .25%

1%, 1.5%

86%, 1%
0.86%

0.97%
703%, 2.11%
0.94%

Various

Various
Granular

1939
rifluralin + benefin

DG, WP, EC, Granular
WSP, EC, Granulor

Liquid
liquid, granulor

liquid
Dry
Dry
liquid

Low-odor liquid ond
low-odor dry

Low-odor liquid
emuksificble concentrote
Low-odor liquid
emulsificble concentrate

Torf

Turf

Tord

Torf

Turf

Torf
Turf
Turt

Turf

Turf
Otnamental
Tud

Turl, omomentals

Tur, omomentals

Turf, omomentals
Turf

Turl, omamentals
Turt, omomentals
Turf

Aguatic weed control

Warm- and coolseason turf grosses

Cookseason turfgrasses
Coolseason turfgrasses

www.lawnandlandscape.com

KEY PESTS CONTACT
CONTROLLED INFO.
Crabgrass, chickweed  317/337:3000
Crabgrass, spurge, oxalis

Crabgross, g

weeds, weeds

Poa friviolis, perenniol 800/737-3995
ryegrass

Clover, ground ivy,
henbit, oxalis, thistle
Crobgrass, fox#anls
henbit, spurge
Crabgross,

henbit, pineapple weed

Bornyardgrass, cmbgmss 219/77246275
poo GNNUY,

weeds

Bamyordgrass, crabgrass,
poc annua, foxail, selecied
annual weeds

Goosegrass, crabgrass,
poa annua, other annual
weeds

Crabgrass, foxdoil, poa
annua, goosegrass,
selected onnual weeds
Crabgrass, foxiail, poa
onnva, bamyordgrass,
ofher annual weeds

Common weeds
Common weeds

Common weeds

800/2984656

Clover, dandelion,
chickweed, ground ivy,
howkweed

Crabgrass, foxtail, goose
grass, annvol grassy weeds
Grossy, broodid

Crabgross, clover, dandelion,
chickweed, ground ivy

800/2330628

Crobgross, goosegrass, ~ 800/321-5325

poa onnua, knotweed
chickweed, spurge
Crobgrass,

poa onnua,
chickweed, spurge
Herboceous weeds

Dandelion, chickweed, clover,
thistle, block medic

Nonselective herbicide
Norselective herbicide

Non-selective herbicide
Pmu brood-
0 oadleaf
br
o

Postemergence brood-
leaf weeds

800/3323111

800/821-7925

LAwN & LANDSCAPE
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MANU-
FACTURER

PBI Gordon

ProSource One

Riverdole Chemicol

Simplot

PRODUCT
NAME

Trimec® Plus

Trimec® 992
Trimec® Southem
BrushMaster®
Pre-San®
Barrier®
Vegemec*
Tupersan®
Bensumec® ALF

Mecomec®
Omamec® 170

PowerZone

SpeedZone

SpeedZone
St. Augusfine
Formula
Strike 3 Ultra

Manor

Corsair

Cool Power

Razor SPI

Miflenium
Ultra Plus

BEST with Dimension
BEST with Barricode
BEST with Trimec

BEST with Team Pro

Barricode®

LAWN & LANDSCAPE

ACTIVE
INGREDIENTS

2,4D, MCPP,
dicambo

2,40 clopyralid,
dichlorprop+

Metsulfuron methyl
Chlossulfuron

MCPA, triclopyr

MCPA, i
dicamba, 2 ree

amine

MSMA ;
24D

Dithiopyr
Prodiomine

2,40 Prodionic acid,

dicamba

Prodiomine

AVAILABLE
FORMULATIONS

Liquid
Liquid
liquid

12.5%, 7% gronvle
Granulor

Liquid emul

sifiable concentrate
Wetiable powder
liquid emuk

sifioble concentrate
Liquid

liquid emulsifioble

concenirate
lowodor liquid ester

Low-odor liquid ester
2,4D, MCPP, dicamba
Low-odor liquid ester

Various

WDG

Al ester forms

41% WSl
41% WSl

b

Various

Various

Various

Various

Waorm- ond cookseason turfgrosses
Cookseason trfgrasses
Wormseason furfgrosses
Non<rop areas

Estoblished furfgrasses

olulaﬁs‘ M M'
tree wells, fence lines
Sidewalk cracks, pafios, drive:
, fenceline, bare eorth oreas

Estoblished turf grosses
Cookseason turf grasses
ﬂmm,m.
Warm- and cookseason turf
Warm- and cookseason turf
St Augustinegross urf

Turf, sod forms

Turf
Turt

Turf
Turt
Turt

Turf

Tur, omomentals
Turt

Turt
Turf

Turd, omamenials

www.lawnandlandscape.com

KEY PESTS
CONTROLLED

CONTACT
INFO.

800/821-7925

folal vegetation
Crabgrass, foxdail,
downy brome
Preemergence broadleaf
ond grassy weeds
Chickweed, clover

Posiemergence grassy
Posiemetgeme brood-

:osknm?encw:ds
s gl

Clover, dandefions,
spurge, plontains, oxolis

ss, grossy ond  800/3453330
weeds such as

creepmg begsomed
Clump grasses, grassy ond
broadleaf weeds such os
Virginio butionweed,
annval , Smulgross
Wild violet, wild geronium,
oxchs

Gtmsybroodedweeds

T /block medic,
, chickweed, clover,
daisy, dondebm goldenmd

901/758-1341

Crabgrass, goosegross,  800/227.9633
poa annuo, oxalis, spurge

Crabgrass, goosegrass,

poa annyo, chickweed,

woodsorel

Dandelion, oxalis, spurge,

chickweed, pursiane

Crabgrass, goosegrass,

poa 0NNUa, oxal

Crobgross, goosegross, ~ 800/395-8873
poa onnua, ek.

P25




1S IEAOAPESTICIDES &ke FERTILIZERS

ACTIVE

AVAILABLE

FOR USE

MANU- PRODUCT
FACTURER NAME
TopPro Specialties  Basogran /0
Vantage
United Surflon Coated
Chaser Ulira
Chaser
Chaser 2 amine
Mec Amine D
Four Power Plus
KleenUp Pro

INGREDIENTS

2,4DP

Triclopyr + 2,4D ester
Triclopyr + 2,4D amine
2,40 + dicamba +

INSEC‘I‘ICIDE$

Agrisel Permethrin
Tech

Agrisel Permethrin
360

Insect Kiler
Pointer

Greyhound

Arbor Systems

Aventis/Chipco  Chipco® TopChoice

DellaGard T&O
Sevin*

Chipea® FireSlor
Maxforce
Granulor V
Maxforce Fire
Ant Bait

Menif*

Dylox*

Tempo®

Nemacur®

Cleary Chemicol  KnoxOut NL

Dow AgroSciences Conserve SC

Dursban Pro

Confirm
Mach I Specially

Insectide

P26 marcH 2002

Permethrin
Permethrin
Permethrin
Imidacloprid
Abamectin
Fipronil

Deltomethrin
Carbaryl

Fipronil
Hydramethylnon
Hydramethylnon

imidacloprid
Trichlorfon

Betocyfluthrin

Fenomiphos

Diozinon

Chlorpyrios

Tebuienonde

FORMULATIONS
Soluble Liquid

Liquid

Granulor

liquid

0.01%

5SC concentrate, granulor
80 WSP, SL

None

Granular

Granulor

75 WSP, 75 WP, 5, 2 F

6.2 gronular, 80
20 WP, GC

3, 10%

Microencapsulation

Liquid

on fertilizer

liquid
Gronular, liquid

IN/ON:

Turl, ormamentals, indoor/outdoor

Indoor
Indoor/outdoor

Omamentals
Ornomentals

Turfgrass, landscape beds
Tur, omamentals
Turd, oramenols

Mound Ireatments, furf,
landscope beds

Bait around buildings
and on lowns

Bait around buildings
ond on lowns

Turf, ormamentol

Turd, omamental

Tod, omamental

Torf
Commercial landscopes

lawn care, nursery, arborist
Industrial turf

landscape, nursery, arborist
Turf

www.lawnandlandscape.com

KEY PESTS CONTACT
CONTROLLED INFO.
Yellow nutsedge, low 800/888-5948
burweed, rogweed

Grosses

Annval grasses and ceroin 303/487-9000
broadleof weeds on worm-
season furt

New-generation broodieaf
weeds

Broadleaf weeds
Broodleaf weeds
Broodleof weeds

Broodleaf weeds
Emerged weeds

Termites, beefles, flies 977/4800880
Termites, insects,

beetles, flies

Flies, mosquitoes, ants,

beetles

Aphids, borers, odelgids,  800/6984641
leaf miner, beetles

Elm beetle, mites,
lepidoptera

Fire ants, mole crickels,
Insects

Armyworms, cubworms,
other turf pests

Fire ants, mole cricksts,
leas, ficks, nuisance anis
cockroaches

Fire ants

800/438-5837

White grubs, mole crickets,
ophids, whiteflies, scale
White , cutworms,

sod web worms, ormyworms
White grubs, mole crickets,
sod worms, cut worms,

army worms

Nemoatodes

Aphids, boxelder bugs,
beefles, scale insects
Cuiworms, ormyworms, ~ 317/337-3000
sod webworms, leal-

miners, leps, thrips,

spider mites

Insects such os lepidoplero,

chinch bugs, fire ants,

ophids

Worms, caterpillors, moths

White grubs, lepidopleran

lorvoe, ekc.

LAwWN & LANDSCAPE




MANU-
FACTURER

Gowan

Griffin

FMC

1J. Mouget

Howard Johnson's

Knox

PRODUCT
NAME

Hexygon DF
Mesurol 75W

Mesurol Pro

Vendex

Talstar® F
Tolstar® EZ
Tolstar® PL
Talstar® Mole

Cricket Bait
Astro®

Imicide

Abacide

InjectACide B

InjectACide
Imisol
Abasol

Insect Control
Insect Control
Insect Gronular
Shaw's Turf Food
DeltoGard®

Shaw's Turf Food
Diazinon 333
Shaw's Diazinon
500 Granules

Shaw's Turf Food
Sevin® 430

Shaw's Torf
Food Merit*

Show's Torf
Food Mach II*

Shaw's Dylox
620 Granules

LAWN & LANDSCAPE

ACTIVE
INGREDIENTS

mlhiozox
jocarb

Methiocarb

Fenbutatinoxide

Bifenthrin
Bifenthrin
Bifenthrin
Bifenthrin
Permethrin
Imidocloprid
Abamectin
Dicrotophos

Oxydemeton-methyl
Imicide + Fungisol
Abacide + Fungisol

Mach Il
Merit
Permethrin

DeltoGard
Diazonin
Diozinon
Sevin
Merit

Mach 2

AVAILABLE
FORMULATIONS

Dry flowable
Wetiable powder

Extruded granules

Wettable powder

Flowable fiquid
Gronulor
Gronular

Pellet

Flowable liquid
Liquid

Liquid

liquid

Liquid
Liquid
Liquid

0.86%
0.20%
0.25%

0.10%

3.33%

% granular

4.30%

15%, .20%, .25%

S57%, .86%

6.2% gronules

FOR USE
IN/ON:

Ornamentals
Ornamentols
Ornomentals

Ornamentol plants

Ormamentals, lawns
Turf, londscapes
Turf, londscapes
Turf, londscapes

Turf, omamentals
Omamentals
Omomenals
Ornamentals

Ornamentals
Ornamentals

Ornomentals

Turf
Turf, omamentals

Gross, spot reatment
Turt
Turt
Torf
Turf
Torf
Turf

Tud

www.lawnandlandscape.com

KEY PESTS
CONTROLLED

Twospoﬂed spider mite,
estern flower thrips,

snmls slgs

Slugs, snails, sowbugs,

millipedes

European red mite,
orospdumne southern

red mie, spruce spider

mite and willomette mite

Fire ants, chinch boﬁ
spider mite, silverfis
Ants, mole crickets,
other insect pests
Ants, mole crickets
ofher insect pests
Mole crickets

Bark beefle, ophid, leaf
hopper, pine saw fly,
wasp

ired borers,
borers,
psyllios, thrips, odelgids
Mites, Elmleaf beefle,
fall webworms,leaf-

miners, Sycamore lacebug

hoppers, bronze birch
borer
Pine bark beetles, mites
aphids, odelgids
Combination insecficide
fungicide product
Combination inseclicide

fungicide product

Cutworms, webworms,
beefles, chafer

| Qrmyworms
Grubs, chafers, billougs,

weevils, crickels
Grubs, fire anfs, ficks,
mifes, fleas

Sod webworms, chinch
bugs, armyworms, mole
crickets, ficks

Sod webworms, chinch

Japanese beetles, Nother

& Southern masked chafer,

bilbug, May-une grubs
Japanese beetles, billbug,

May-june grubs, cutworms,

sod webworms, armyworms
Jopanese beefles, Europeon
& Southern chafer grubs,
sod webworms, elc.

CONTACT
INFO.

800/883-1844

800/737-3995

800/321-1FMC

800/873-3779

800/298-4656

219/772:6275
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SORRY, BUT WITH CLOWIIS,

YOU'RE OIT YOUR OWII.

If, however, you want to fear no grub, then you need MERIT® Insecticide. MERIT from Bayer

Corporation has been hard at work since 1994 and is your best bet for protecting turf from grubs. MERIT gives you
P ) P g g gives )
pre-damage control with the most effective solution from egg-lay through second instar. We're not clowning around.

Fear no grub, guaranteed, with MERIT from Bayer. For more information, contact Bayer Corporation, -
MERIT

Professional Care, Box 4913, Kansas City, Missouri 64120. (800) 842-8020. BayerProCentral.com

Bayer

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 2002 Bayer Corporation Printed in US.A. 02519A0276

USE READER SERVICE #167




IS OJAPESTICIDES &k FERTILIZERS

MANU-

FACTURER

PRODUCT
NAME

ACTIVE
INGREDIENTS

AVAILABLE
FORMULATIONS

FOR USE
IN/ON:

KEY PESTS
CONTROLLED

CONTACT
INFO.

Lebanon

LESCO

Poulenger USA
Simplot

TopPro Specialfies

Tree Tech

United Horiculural
Supply

Wellmark
Infernational

ProScape Merit®

Talstor

PKX
Dragonfire

BEST with Mach 2
Acephate Pro 75
Permethrin Pro
Iprodione Pro
Vivid Il

Dendrex

Horpoon

Dursban 2 Coaled
Granulor
Carbaryl 4L

Sevin 5G

Sevin 10G

UHS Fire Ant Bait
Extinguish

Enstar I

Mavrik

Abosid

Imidocloprid

Bifenthirin

Organic
Organic

Halofenozide
Acephate
Permethrin
Iprodione
Abamectin
Acephate

Metasystox R

Carbaryl
Carbaryl
Carbaryl
Spinosad
Methoprene
SKinoprene
Tavfluvalinote

Methoprene

Various

Liquid, granulor

liquid
Powder

Various

Water soluble packet
Liquid

Granulor

Liquid injection

liquid injecfion

Liquid injection

Granular

Gronular
Granular
Granular
Liquid

Flowable

Liquid, granular

ANTIBIOTICS

JJ. Mauget

Tree Tech

Microject

0)(¢

Oxytelrocyline

Oxytelracycline

Liquid

Liquid injection

Disclaimer

EDITOR’S NOTE: This information is provided for general awareness purposes only. A supplier’s inclusion or

Turf

Turf, omamenials

Turf
Turf, omomentals, gordens

Turt

Turf, ormamentols

Turl, omomeniols, perimeter control

Turf

Omamental trees
Ormamental trees, shrubs

Trees

Turt
Turf
Tort
Tort
Turf, omamentals

Turf, omomenials

Landscopes

Ormamentals, fruit trees

Clover, dandelion, chick-
weed, ground ivy,
hawkweed

Chinch bug, mole
cricked, gypsy moh,
annval rass weevil,

sod webworm

Nematodes
Nematodes

Grubs, lepidoplerous

larvae

Ants, ophids, beefles
Anls, beefles, rooches
Brown paich, leaf spot,
fusarium, fusarium paich

Adelgids, elm lef beetle,
scole, mifes, oakworm

Aphids, thrips, ca!arz’llofs,

bronze birch borer,
rollers

Bark beetles, borers,
mifes, odelbids, aphids

Surfoce feeders and
mole crickets on turf
Insects

Insects

Insects

Fire anfs

Fire onfs

Whiteflies, aphids,
mites, thrips
Whiteflies, aphids,
mites, Ihrips
Mosquitoes

Ash yellows, bocterial
leaf scorch, polm

lethal yellows, fire blight,
leaf scold

Fire blight, lethal yeflows,
weiwood, bacterial leaf

scorch

800/2330628

800/321-5325

866/709-8102

800/2279633

800/888-5948

354/528:5335

303/487-9000

800/2487763

80079733779

354/5285335

exclusion from this listing should not be perceived as an endorsement or criticism of its products. This infor-
mation should not be considered a substitute for the information on a product’s label, and all pesticide applica-
tors are encouraged to read the label before using any product. Product listing submissions were edited due to

the influx of information.

P30 marcH 2002

www.lawnandlandscape.com

LawN & LANDSCAPE




MANU- PRODUCT ANALYSIS SGN PARTICLE % SLOW-RELEASE
FACTURER NAME (N-P-K) SIZE NITROGEN
s
The Andersons Straight Fertilizer 099-009.0.15 215 1.18% ommonioco! N, 30.82% Tud 800/225:2639
urea nifrogen, 16% CSRUN
Ferfilizer with 064-0.16-0.32 150 1.56 ammoniocal N, 1444 wea  Turl
Weed Control nitrogen, 4% CSRUN
Fertilizer with 0.77-0.10-0.28 215 1.17 ommeniocal N, 13.82% vrea  Tud
Insect Control nitrogen, 3.75% CSRUN
Cleary Chemical  Nutrigrow 0-28-26 liquid N/A Plont nutrient 800/524.1662
The Doggett Corp.  Injecto 32-7-7 Powder 60% Trees 800/448-1862
Injecto 12.24-24 Powder 50% Trees
Evergreen 30-7-10 Powder 50% Trees
Palm Promoter 25-5-10 Powder 25% Palm frees
Tree Rooter 10-22.22 Powder 25% New fransplants
Orgonic 15-2-5 Granulor 80% Vertical muich
Notural Resource  1-0-10 Powder N/A Trees
X1:320 20-20-20 Powder N/A Sprayoble
Hormony Products . Complefe 14-3-6,9%Fe 175-185 50% Tork 800/3434343
Complete 12-3-3,3%Fe 175-185 20% Tort
Complete 5-10-5, 1%Fe 175185 50% Tur
Complete 6-2-12, 3%Fe 175-185 50% Turt
Complete 7-2-7 4%Fe 175185 50% Tord
Complete 8-8-8 1%Fe 175-185 50% Turt
Biodiversity B-2-4, 5%Fe 175-185 70% Tud
Pro Natural 4-2-2,24%Co 175185 % Tur, londscape
Ag Organic 5:5.3,11%Co 200 60% Turt, landscape
Pro Azalea 4.6-4 1%Fe 200 60% Turf, londscape
Topcoot 4-2.0,2%Fe 200 90% Fine turf, ormamentals
Topcoat Gold 5-3-2,5%Co 175-185 75% Fine turf, omomentals
Dimension 19-5-9 200 % Fine turf, omamentals
Howaord Johnson's  Woter Soluble 15-35-14 190230 N/A Turt 800/298-4656
Water Soluble 20-20-20 190230 N/A Turt
Woter Soluble 25-00-25 190-230 N/A Turt
Professional 15-5-10 190230 25% SCU Turt
Professional 18-24-12 190-230 40% SCU Turt
Professional 24-4.12 190-230 40% UFLEXX Turf
Professional 28-3-10 190-230 50% SCU Tor
Professional 32-3-8 190230 25% SCU Tort
Hydro-Agri Calcium Nitrote 155-0-11Co 280 N/A Turf, omomentals 800/2349376
North Americo Turf Royle 21-7-14 280 N/A Turf, omamentols
Clossic Royole 15-15-15 280 N/A Turf, omamentols
NPK SGN 300 15-15-15 310 N/A Turd, ormamenials
NPK SGN 300 21.7-14 123 N/A Turf, omamentals
MiniPrills 2-7-12 123 N/A Torf, omamentals
MiniPrills 15-15-15 156 N/A Tud, ormamentals
JJ. Mauget Stemix 07-1-09 liquid N/A Ornamentals 800/873.3779
Stemix Hi Volume  0.47-0.68-0.61 Liquid N/A Ormomentals
Stemix Iron/Zinc 05-09-06 liquid N/A Ormomentals
Stemix HY/MC 121-092-097 Liquid N/A Ornamentals
InjectA-Mid 07-00-0.85 liquid N/A Ormnamentals
Manganese
InjectA-Mid 06-0-0.8 liquid N/A Ornamentals
lron/Zinc
JR. Simplot Bent Gross 28-8-18 Soluble N/A Tur 208/3320938
All Purpose 20-20-20 Soluble N/A Turt
Super-Cal 15-0-15 Soluble N/A Turf
SuperCal 20-5-30 Soluble N/A Turt
SuperLol 25-0-25 Soluble N/A Turt
LAwN & LANDSCAPE www.lawnandlandscape.com march 2002 P3l
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I OJAPESTICIDES &ke FERTILIZERS

MANU- PRODUCT ANALYSIS SGN PARTICLE % SLOW-RELEASE
FACTURER NAME (N-P-K) SIZE NITROGEN
:
JR. Simplot SuperCal 12-31-14 Soluble N/A Turf 208/332:0938
SuperCal 10-20-30 Soluble N/A Torf
Knox Shaw's Tuf Food  12-25-10 230 25% PSCU Turf 219/7726275
Shaw’s Turf Food 16-8-8 230 25% PSCU Turd
Shaw's Tuf Food ~ 19-5-9 230 50% PSCU Torf
Show's Turf Food ~ 25-3-5 230 50% PSCU Tor
Show's Tuf Food ~ 25-3-5 230 95.20% Torf
Shaw's Tuf Food ~ 25-5-15 230 40% PSCU Torf
Show's Tuf Food  28-3-10 230 50% nutrilene Turf
Show's Turf Food  28-5-8 230 25% PSCU Tor
Show's Turf Food  30-4-10 230 50% PSCU Tur
Show's Tuf Food  32-3-10 230 20% PSCU Turf
Show's Turf Food ~ 33-3-6 230 50% PSCU Tor
Shaw's Turf Food  34-3-11 230 18% PSCU Turd
Show's Turf Food ~ 6-24-24 230 All mineral Torf
Shaw's Tuf Food  12-12-12 230 All mineral Turt
Show's Turf Food 19-19.19 230 All mineral Torf
Shaw's Turf Food ~ 20-20-10 230 All mineral Tur
Show's Tuf Food  30-0-15 230 All mineral Turf
Shaw's Tuf Food  30-3-6 230 All mineral Turf
Show's Roughs 16-28-10 230 25% PSCU/SOP Tor
Fertilizer
Shaw's Roughs 21-3-18 230 90% PSCU Turf
Fertilizer
Show's Roughs 22-0-22 230 100% nutralene/SOP Fe Tor
Fertilizer
Shaw's Roughs 25-3-10 230 95% PSCU/Fe Turf
Fertilizer
Shaw's Roughs 28-3-10 230 50% PSCU/Fe Turf
Fertilizer
Shaw's Roughs 32-3-9 230 59% PSCU Turf
Fertilizer
Lebanon Proscope with Confront Various availoble analyses 800/233.0628
MESA Nitrogen source, ovailable in
various analyses
Woodace 12-3-6, 14-14-14, Tablet, 200 From 25 1o 80% Incldes 1BDU slow-elease
18-5-10, 14-4-6 nitrogen, MethEX 40 high
Al methylene urea complex,
PERK controlled-elease iron
in humic ond folvic ocid
complex
Milorganite Milorgonite Clossic  6-2-0 155 85% Tur, flowers, trees, shrubs  800/304.6204
Moyer & Son Arborflo 16-3-3 liquid 55% Trees and shrubs 800/3450419
Micro Plus 5-0-0 5% iron, 3% sulfur N/A Tree, shrub
Turflo 20-3-3 liquid 35% Torf
Coron Plus 25-0-0 liquid 50% Tree, shrubs
Green Gro 26-6-12 280 30%, 50%, 70% Turf
Green Gro 20-9-9 280 50% Tor
Green Gro 18-24-5 280 20% Turf
Organic Base N/A N/A N/A Turf
MOST 10-9-8 280 25% Turl, omamentals
MOST 16-4-8 280 12% Tur, trees, shrubs
MOST 19-3-6 280 39% Tur, trees, shrubs
MOST 6-12-12 280 N/A Tur, trees, shrubs
MOST 4-6-4 280 75% Torf, trees, shrubs
Turflo 9-18-9 N/A 100% UN Turt
Turflo 20-3-3 N/A 35% CRN Torf
25% SCU w/ Sok:Col 10-2-5 280 25% Turf
With Solu-Cal 10-2-5 280 N/A Turt
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MANU-
FACTURER

NuGro
Technologies

Plont Heolth Care

Poulenger USA

ProSource One

Roots

Simplot

Tree Tech

United Horticuftural
Supply

Valent

SGN PARTICLE
SIZE

Various
Various
Various

N/A
N/A

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

liquid
liquid
liquid

210
210

100/180
100/180
100/180
100/180

250
250
250
250
250
250
250
240
240
240
240
240
240
240
240
250
250
240
240
240

Liquid injection
liquid injection
liquid injection
100

97

PRODUCT ANALYSIS
NAME (N-P-K)
Nitroform® 38% nifrogen
Nutrolene® 40% nitrogen
Organiform® 30% nitrogen
Healthy Stort BioTabs 12-8-8
Healthy Stort for 12-16-12
Flowers
Healthy Turf §-1-9
Healthy Sior 3-4-3
PHC for Trees 27-9-9
PHC for Trees 11-22-22
Rutopia Biostimulant
Rutopia + M Biostimulant
JetWet Wetting ogent
Mogic Copet 20 4- 10 w/Barricode 210
Magic Carpet 20-4-10
w/.28 Barricade
Magic Carpet 31-2-5
w/.28 Barricade
Turf Food 15-3-8
Turf Food 12-2-12
Turf Food 8-2-6
Turf Food 20-2-8
BEST Turf Supreme  16-6-8
BEST Nitra King 22-3-9
BEST Super Iron 9.9-9
BEST Endure 15-15-15
BEST Turf Gold 22.5.5
BEST Autumn K 22-4-22
BEST SuperTurf 25-5-5
BEST Pro Start 16-24-10
BEST Club Green ~ 21-0-21
BEST Club Green  22-2-22
BEST Club Green ~ 24-3-10
BEST UMAXX 20-5-20
BEST UMAXX 20-10-10
BEST UMAXX 24-4-12
BEST UMAXX 34-2-12
BEST UMAXX 24-5-10
BEST UFLEXX 25-4-4
BEST UFLEXX 24.6-12
BEST UFLEXX 32-3-11
BEST UFLEXX 24-3-8
Nokiject Supreme 064091 - 078
Nutriject feMaZn ~ 0.83-0.85-075
Nutriject FeZn 0.81-1-1
Signature Green  Varied
Signature Blue Varied
Orthene Turf, Tree  Spray
ond Ornamental
DiPel PRO DF
Tame 2.4 EC
Spray Insecticide
Distance Insect
Growth Regulator
Envoy Herbicide

Whitmire MicroGen Tolal Micronutrient Care

Lawn & LANDSCAPE

% SLOW-RELEASE

NITROGEN

70%
35%
55%

12%
12%

&%

26%
A7%
N/A
N/A
N/A

25%
N/A
25%

70%
75%
87%
54%

N/A

N/A

N/A

10.2% SAUN
10.5% SAUN
11% SAUN

14% SAUN

6.8% SAUN
19.27% PCSCU
19.53% PCSCU
19.53% PCSCU
16% stobilized
8.92% stobilized
23.23% siobilized
11.91% stobilized
16.5% siobilized
14% skabilized
12% stabilized
9.61% stobilized
17.02% stabilized

N/A
N/A
N/A

BCMU methylene urea

N/A

N/A

www.lawnandlandscape.com

FOR USE
IN/ON

Turf, ormamental, nursery

800/8660572

Turf, omomentol, nursery
Turf, otmamental, nursery

Ornamentols
Flowering plants

Tur

Gardens, turf
Ormamentols
Ornamentals

Turd, omamentals
Tur, ornamentols
Turf, omamentals

Tort
Torf
Turt

Turt
Tt
Turt
Turf

Turf

Cookseason turf
Turf, ornamentols
Pre-plont

Turf, ormomentols
Coolseason turf
Turf, ormamentols
Turt

Turf

Turf

Turd

Torf

Turt

Turf

Turt

Turf, omamentols
Torf, omamentals
Tort

Tur

Turk

Trees
Trees
Trees

Torf

Tort

Turf
Ornamentals

Ornomenials
Ornomenals

Ornamentals, Turt

412/826:5488

866/709-8102

901/758-1341

203/7774753

800/2279633

352/528:5335

303/487-9000

925/256-2700

800/777-8570
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GROW LIKE A PRO! | ms

with DOSATRON
fertigation systems ﬁﬂlﬂdﬁ, -

Aventis e P18-P19

o€ 1o install, Operate

www.aventischipco.com

g on Water flow!

BASF
Install Dosatron water-driven, www.turffacts.com

proportional injectors on irrigation lines Sl o~ -
for total lawn maintenance solutions! sy bayerprocentral.com
* Non-electric system operates on water flow for

Dosatron P34 168

accurate and dependable dispensing

www.dosatronusa.com

* Installs in minutes and easy to use

* Automatically adds fertilizer into irrigation lines B prechces S i
Www ,do\\'agru,(um

* Dosatron systems add value and increase revenue

Ideal for use in Commercial and Residential Irrigation! g ) s i

www.mauget.com

800-523-8499 Lawn Power &

Equipment P8,P34 158,169

D45-2000
20 GPM
other sizes
available

www.dosatronusa.info

www.brandtekus.com

O DOSATRON:® || vooe.

Warer Powerep Dosivg TECHNOLOGY www.nitrogreen.com

Dosatron water-driven proportional injectors - Trusted by commercial growers for 30 years Pracheecs _ P13 162

us. .up:. s..v‘c: # ‘ 6‘ Www. prosource.com

Riverdale

S A N - www riverdalecc.com
A Sprayer Parts Depot......ccec. PY ; 159
z ' nanyer . : | gRe
i e . i

ZERO_TURN RADIJ.'
* Spreads and sprays over 7500
sq. ft. per minute

* One hand steering - zero turn
radius maneuverability

» Stainless breakaway spray boom
* 100-Ib. variable speed spreader

* Interchangeable high pressure hand gun | o Efiminates operator fatigue
10 low pressure wand « Triple your productivity

Syngenta AR 171

www.syngentaprofessionalproducts.com

Tuflex - P5 166

www.tuflexmfg.com

United Horticultural

Supply : P21 165

www.uhsonline.com

* Heavy duty variable speed hydrostatic Wellmark International ............ P7 160
drive
* 74-gal.tank 100 ft. hose reel and PhOﬂe CH ECK
aluminum utility tray (407)656-1 088 t
O LA B
407)656-5148 s ‘
( ) MSDS/LABEL
904 SECTION ot
. own
* No payment for 90 days www.lawnandlandscape.com
* $525 per month to download the necessary forms
* 36 months

for nearly 200 free, turf and

ornamental pesticide products.

USE READER SERVICE #169
P34  marcH 2002 LAwN & LANDSCAPE



http://www.dosatronusa.info
http://www.aventischipco.com
http://www.turffacts.com
http://www.bayerprocentral.com
http://www.dosatronusa.com
http://www.dowagro.com
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PESTICIDE AND FERTILIZER eyt ot fonion el
BUYERS’ GUIDE on advertised and featured products and services,
circle the appropriate number below.
3 = s BN L e Sy T IR o T B el g e
FAX21696105M 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
This is not a Lawn & Landscape subscription form.To continue AR ESTERRREAAS
yoursubscripﬁontoLawn&l ] fill out the card below. 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 8 83 84 8 8 87 8 89 90
Signature Date 91 9% 93 94 95 9 97 98 99 100 101 102 103 104 105
Name 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
Title 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
Company

166 167 168 169 170 171 172 173 174 175 176 177 178 179 180
Address 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
City State Zip 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

Phone Fax
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255
E-mail Address 256 257 258 259 260 261 262 263 264 265 266 267 268 269 270
oo 5 271 272 273 274 275 276 277 278 279 280 281 282 283 284 285
you wish to receive industry related information by E-mail? S8 S57 S5 00 250 291305 00 304 205 208 257 306. 200 30

D Yes D No

MARCH 02

SUBSCRIBE TO LAWN & LANDSGAPE TODAY!

This section must be completed to process your subscription

1. What is your primary business 3.  What services does your
at this location? (choose only one) M(p‘md&o&dl‘dqﬂy)
|. CONTRACTOR or SERVICES —— 1. londscape Installation
Q 1. londscape Contractor —— 2. londscape Maintenance
(maintenance & installation) — 3. londscape Renovation
Q 2. Chemical Lown Care Company — 4. Mowing and related maintenance
(excluding mowing maintenance service) — 5. lrigation Installation
: 4 . ) Q 3. Lawn Maintenance Contractor — 6. lmigation Maintenance
| would like to receive (continue to receive) Lawn & Landscape free of charge. Q 4. Ormamental Shrub & Tree Service —— 7. Torl pesticide application
D D Q 2 {n:&ohoﬂC:;\ﬁ:dov o g ;‘r”.m[ |/tree pesticide appl
P Q andscape Architect - [ ization
(Ffee to qualmed Oontl‘aCtOI'S. US On'y.) Yes NO Q 7. Other Contract Services [please — 10. Ornamental/iree fertilization
describe) — 11, Tree Pruning
— 12. Snow Removal
Il. INHOUSE LAWN/CARE — 13, Interiorscape
Signature MAINTENANCE T 14. Other
Q 8. In-House Maintenance including
Educational Facilities, Health Care 4. How WMM (year-round)
Name Date Faciliies, Government Grounds, Parks employees do you employ?
& Military Installations, Condominium
Complexes, Housing Developments,
Title ng
Private Estates, Commercial &
Industrial Parks 5. What year was your business
Company founded?
lll. DISTRIBUTOR/MANUFACTURER
Address Q 9. Dealer
Q 10. Distributor
Q 11. Formulator 6.  What were your company’s
cny State zp Q 12. Manufacturer gross revenues for 20007
— 1. Less thon $50,000
Phone Fax IV. OTHERS ALLIED TO THE FIELD T 2. $50,000 to $99,999
Q 13. Extension Agent (Federal, State, — 3. $100,000 1o $199,999
County, City, Regulatory Agency) — 4. $200,000 1o $299,999
E-mail Address Q 14, School, College, University T 5. $300,000 to $499.999
Q 15. Trode Association, Library — 6. $500,000 1o $699,999
. Q Others [please describe) — 7. $700,000 to $999,999
(J Canada, Mexico* 1 Year $35.00 — 8 $1,000000 1o $1,999,999
> 4 T 9. $2,000,000 to $3,999,999
(J South America, Europe* 1 Year $98.00 2. What best describes your tile? T 10. $4,000,000 1o $6,999,999
" Q Owner, Pres., Vice Pres., Corp. icer — 11, $7,000,000 or more
(J Other International* 1 Year $218.00 O Manager, Director, Sept, Foremon
" 5 Q Agronomist, Horficulturist 7. Pleasei your
Payment must be in U.S. currency and drawn on a U.S. bank Q Entomologis!, Plant Pathologist appresimate busiasss mix:
Q Serviceman, Technician, Crew member 1. Residential %
DCheCk Enclosed Q Scientist, Researcher 2 CDI:\M:IO'
. Q Company, Library copy only 3 % Specify types ______
QMCNISA J Amex 3 Novus/Discover Q Other please specify
Total 100%
Exp. Signature
G1XLL
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PLACE FERTILIZER
DIRECTLY INTO ATREE’S NATURAL TRANSPORT SYSTEM, FAST & EASY

MAUGET micro-injected fertilizers go to work immediately with ZERO loss
to Soil, Weather, or Mistakes.: Designed JUST FOR TREES.

The STEMIX family of Fertilizers are based on chelated elements.
STEMIX: an all purpose balanced fertilizer that contains a formula of agricultural
‘*

minerals designed to stimulate foliar and root growth.

STEMIX HIVOLUME: basically the same formulation as stemix only diluted from
4 ml. to 6 ml. with 2 additional mls. of water. This formulation provides
improved distribution throughout the tree AND FASTER UPTAKE.

STEMIX ZINC: based on the stemix hi volume formulation with enhanced levels of zinc.

STEMIX IRON/ZINC: based on the stemix hi volume formulation with enhanced
levels of iron and zinc.

HELPING TREES GROWING in ALKALINE SOILS

The INJECT-A-MIN family of Fertilizers are based on sulfated elements.
INJECT-A-MIN IRON/ZINC: contains iron and zinc sulfates.

INJECT-A-MIN MANGANESE: contains manganese sulfate which is effective in rapidly
correcting manganese deficiencies in palms, maples, citrus and many other

species of trees.
THE PREMTER
MicrO=INJECTION SYSTEM

Www B0OO-TREES Rx (800-873-3779)
*Maugeliom o7y 1ReE HLP (877-873-3457) Mauget/

(Toll free technical support Line)

USE READER SERVICE #170
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Remarkably plush lawns.

PEOPLE | STEWARDSHIP

awns look like carpet. Well-kept lawns treated

Well-kept

for

Barricade’, Primo MAXX' and Heritage* are often mistaken

carpet. When applied as directed, these turf control products help
grow grass that's as lush, as thick, and as uniform as the floor in

or to learn

your living room. For more information on their usage

about other innovative ideas from Syngenta, call 1-800-395-8873

USE READER SERVICE #171
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TO SPRAY or NOT TO SPRAY ?

5 THE MOST EFFICIENT USE
--‘- of CHEMICALS with B

0% DRIFT .... 100% OF THE TIME
100% COVERAGE .... 100% OF THE TIME

FAST, SAFE & COST EFFECTIVE with NO ENVIRONMENTAL IMPACT.

NO GROUND WATER CONTAMINATION, A TRUE CLOSED SYSTEM,
SAFER FOR BENEFICIALS & WEATHERPROOF.

| [MAUGET MICRO-INTE(T‘ION‘
k= TECHNOLOGY - Wt U
SAFE ALTERNATLVE

THE MAUGET T

POWER PRODUCTS: sl B
> 4 INSECTICIDES '
& 2 FUNGICIDES

6 FERTILIZERS
ANTIBIOTICS

2 COMBINATION PRODUCTS

(Treats Both Insects and Diseases
with a Single Application)

Q7S REE HLP  (B77-873-3457) .
/ (Toll Free Technical Support Line)
/ ‘ . fo— :

J\.L‘ = v gl e l%
USE READER SERVICE #54 % g




Consulting the United States Department of Agriculture Zone Hardiness

Map helps contractors learn if their plant selections will survive in their

l;y Kristen Hampshire

regions. Photo: Agricultural Research Service, USDA

and discover growing success.

Today’s forecast: Hot, humid air hints at afternoon show-

ers. Remember an umbrella for late day. Further west,
conditions are brisk with cloud cover shading most of the
region. Noon sun will warm temperatures. Head north
where blustery winds scathe tender leaves and freezing

temperatures create a frosty blanket over the area.

Weather conditions across the map keep mercury
rising and falling like a frantic heart monitor. Land-
scapes fluctuate much the same, as plant variations
create distinct regional personalities, pointed out
Michael Epp, landscape horticulturalist, Acorn Farms,
Raymond, Ohio.

“If you travel around the country and see the florain
different regions, you see that in northern Canada ev-
erything is low growing or evergreen, and in the South
the trees are taller and more lush,” he described, adding
that these aesthetic differences often fall in short dis-

tances. “Innorthern Ohio and Michigan, the forest trees
are smaller than in Appalachia, where they have a
longer growing season.”

Plant palates change with climates - where certain
selections survive, othersbarely thrive. For contractors,
it’samatter of making the right choice. “What you want
todois put the right plantin the right location and make
a sale that won’t come back to haunt yous,” noted Dr.
Marc Cathey, president emeritus, American Horticul-
tural Society, Alexandria, Va. “You want to be able to
guarantee a landscape and have assurance that the
plant you put in for the client will be successful.”

CHECK THE CHARTS. The desire for innovative
plantings - beds washed with a mish-mash of colors,
textures and scents - influences some contractors to
push boundaries in search of something new.
They call it variety; Cathey calls it “the wants.”
“The landscape designer has a want for certain
(continued on page 166)
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things that just won’t make it in the environ-
ment,” he defined. “The landscape industry
must install plants that can be maintained
and be successful year after year.”

This means more than a couple seasons -
more than five years, in fact. A handful of mild
winters can fool contractors into installing
plants too tender for their average environ-
mental conditions, warned Judd Griggs, vice
president of operations, Smallwood Design
Group, Naples, Fla. “People started pushing
plants that they shouldn’t have during El
Nino, and that can come back to haunt you
because they die back and your clients aren’t
happy,” he said. “You really have to go with
long-term weather history, notjust what you
remember from the last three to four years.”

Consulting measurements of regional
temperatures helps contractors determine

s ite assessment is more than meets the eye. Contractors
need to consider both below- and above-ground
conditions when deciding which plants will thrive in a
particular area. These guidelines can help contractors carry

out a thorough property examination.

sustainable plants for specific regions, noted
Nina Bassuk, director of the Urban Horticul-
ture Institute, Cornell College of Agricul-
ture, Ithaca, N.Y. The United States Depart-
ment of Agriculture (USDA) Plant Hardi-
ness Zone Map identifies 11 zones in 10-
degree increments ranging from Zone 1 at
the peaks of the Rocky Mountains, which can
reach a frigid -50 F, to Zone 11 in the Florida
Keys, which never drops below 40 F.

Based on a 30-year average, contractors
can locate their zone rating on the map, find
the temperature range for their area, and
pick plantsaccordingly, Bassuk added. “Each
zone isdivided intoan ‘A’ and a ‘B, so Zone
5i5-20 F to -10 F, where A" is-15 F to -20 F
and ‘B’ is -10 F to -15 F,” she said.

“Many plants can tolerate a wide range of
zones,” Bassuk added. “From the cold hardi-

ABOVE GROUND:

= Exposure - Excessively windy sites will often place stress
on tress with large leaves that may result in leaf tatter. Also,
trees in these sites may need supplemental watering to

lownandlandscape.com %
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ness standpoint, your coldest temperature
would be the limit, and then you cangowarmer
than that.”

Nearly 22,000 weather stations today allow
more specific weather tracking thanin the past,
when horticulturalists gathered information
from only 350 stations in North America,
Cathey added. “It'slike going tothe doctor,” he
compared. “The stock market is unpredictable
and can fail, but the doctor’s advice is based on
information and is much more reliable.”

More information increases the validity

(continued on page 168)

prevent them from drying out as quickly. Shady sites deter-
mined by the sun and shade patterns around buildings may

166

BELOW GROUND:

+ Restricted rooting space - Underground obstacles, compac-
tion near curbs and driveways and actual containerization of
trees causes restricted rooting space that limits the amount of
water, nutrients and oxygen to which roots have access
Drought-tolerant trees offer some hope; however, adequate
rooting space should be planned before planting.

+ Soil texture - A sandy soil will suffer less from the effects of
compaction, but may be less able to supply water to trees.
Conversely, compaction may render a heavy clay soil too wet,
making oxygen unavailable.

» Soil pH - Most urban soils have a high pH due to limestone-
containing materials in the street environment. A simple pH
test can determine your site's characteristics.

« Drainage - Poor drainage due to compaction or underground
obstacles can easily be estimated. Place an open-ended coffee
can in a hole where you want to plant, pour water in, and
observe how long it takes for the water to drain. If water
hasn’t drained at least 1 inch in an hour, you may want to
install supplemental drains or choose species that can tolerate
intermittent flooding.

« Road salt - In areas where high levels of road salt or
sidewalk salts are used, planting tolerant species can minimize
damage later.

Site Check-Up

www.lawnandlandscape.com

limit the choice of trees. Most trees require full sun, but a few
may tolerate slightly lower levels.

» Building set-back/overhead wires — The presence of
physical barriers to tree growth above ground such as a
narrow building set back from the street and/or overhead high
tension wires require a tree that will not interfere with these
structures. Columnar forms of trees or those with low mature
heights (less than 30 feet) can be used in these situations.

« Surrounding building surfaces - Concrete, asphalt, car roofs,
mirrored building surfaces, etc., increase the reflected and
reradiated heat load on a tree. This can cause a tree to heat
up and lose water from its leaves at a faster than normal rate.
Drought-resistant trees should be chosen in these situations.

« USDA temperature zones — All trees chosen for your
planting area should be cold hardy. Urban environments often
have larger temperature fluctuations due to reflected/
reradiated heat from buildings and due to sheltering from
winds. A good rule is to plant trees that conform to your zone
or lower (colder) temperatures. Container trees are more
susceptible to cold temperatures than thosein the ground.

Information gathered from “Urban Trees: Site Assessment,
Selection for Stress Tolerance, Planting” by Nina Bassuk,
director of the Cornell Urban Horticulture Institute, Cornell
College of Agriculture, Ithaca, N.Y.

LAwN & LANDSCAPE
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(continued from page 166)

of “yard stick” measurements like the cold
hardiness map, and recently has prompted
heat zone research. Cold isn’t the only plant
killer — some varieties are more sensitive to
excessive heat, Cathey noted. The American
Horticultural Society Plant Heat-Zone Map,
first published in 1998, identifies 12 Zones
based on the number of days that exceed 86
F. Zone 1 is less than one heat day and Zone
12 is more than 210 heat days. Combined
with the USDA Zone Map, contractors can
more accurately predict which varieties will
thrive in their regions, he said.

“Once you know what your zones are,
you can look at the coding and you will be
able tosay, ‘Yes, this will grow,” and ‘No, this
will not grow,”” Cathey said. “You will be
able to control your own destiny.”

ZERO IN ON ZONES. Labels and tem-
perature statistics might track Mother
Nature’s thermometer, but plant health re-
quires more than consulting the numbers. “If

you go into a project and trust only the plant
hardiness maps, you could getburned pretty
badly - especially if you are working on a
large project,” Griggs remarked.

While contractors who avoid these num-
bers miss relevant historical data, those who
only depend on zones to prescribe plants for
their projects neglect the big picture. Large
water bodies, elevation changes, soil condi-
tions — these variables create pockets, or
microclimates, within plant zones.

“You can change zones in a pretty short
distance, especially next to water,” Bassuk
noted. “Water is a great moderating force in
keeping things warmer or cooler, so you get
a different zone next to a body of water that
may only be a few miles wide, and then
you're in a different zone when you get
away from the water.”

Add man-made landscape variables like
shaded areas from tall skyscrapers, protected
spots from courtyards or street alleys, and
dry beds from sun-heated asphalt parking
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lots, and contractors have a lot more than
weather reports to consider.

“You know whatit feels like when you get
in your car after it has been in the sun in the
parking lot,” Bassuk described. “If you try to
plant trees there they won't live for long.
With courtyards where you have reflected
light from buildings you can get a warmer
temperature than you normally would out-
side. Then you can increase the diversity of
plants and do something different.”

What survives in a concrete jungle?
Drought-tolerant, small selections that won't
outgrow the limited soil space will survivein
parking lot plant beds, Bassuk suggested.

Toaddress these environmental variables
and “put the right plant in the right place,”
Cathey prescribes a SmartGarden survey (see
related web story) which lists practices and tips
for landscape contractors to consider when
choosing plants for their areas.

Bassuk pointed out that both below- and
above-ground considerations, from rooting
space and drainage, to surrounding building
surfaces and the USDA temperature zones,
also comprise a thorough site examination
(see sidebar on page 166).

However, simple observation serves as
the most essential, basic tool for learning
what plants will flourish, Griggs noted. “The
best way to getanindication of what survives
and what doesn’t is to get out of the city and
into the native areas and take a look at what
is growing there and what isn’t,” he said.
Local extension agents, universities, estab-
lished garden centers and arboretums also
provide information on local plant flavor.

And each zone truly offers an opportu-
nity to capture regional personality, Bassuk
remarked. “There are a few plants that will
tolerate an enormous range of conditions,
but those should be used sparingly,” she
said. “It's a good thing to use regional varia-
tion, and the more diversity in plant material
we use that are adapted to the area’s condi-
tions is a good thing. It would be very boring
if all of our landscapes were the same.”

VOICE THE CHOICE. Contractors aren’t
the only ones with “the wants.” With an
influx of consumer gardening publications, a
heightened knowledge of planting and in-
creased travel, clients are getting big ideas
from places other than their own backyards.

(continued on page 170)

LAwN & LANDSCAPE



http://www.littlewonder.com

Fifth Annual

A
\\

" Thursday, June 6 — Saturday, June 8, 2002

Renaissance St. Louis Hotel

St. Louis, Missouri

For information, call 814/835-3577
www.sima.org ‘



http://www.sima.org

(continued from page 168)

“There is more information on gardening
available to the public,” Griggs explained.
“National magazines come out with a plant
of the year, and without local knowledge,
clients will read itand say, ‘Insuch-and-such
magazine they say this is a good plant.””

This prize-winning plant might not fit
the native landscape, however. Installing the
wrong match for the area can be risky business
for contractors, who guarantee their plantsand
don’t want to lose profits. Griggs tells clients
when plants aren’t hardy in the area— commu-
nication is key, he reminded.

But when customers persist, he won't
guarantee the selection. He documents this
in a letter that notes the plant is not recom-
mended and will not be covered. “If you
have this in writing, then when it does end
up dying and the client’s memory gets short
and they say, “You didn’t say it was going to
do that,” you are protected,” he said.

Planting pipe dreams in clients’ heads
that exotic varieties will thrive in inappro-

priate conditions will not earn repeat busi-
ness. Being frank from the beginning will,
Bassuk said. She suggests asking clients: Do
youwantshade? Do you wantagarden? Are
you looking for an area for recreation or
something to look at and not touch? Is the
goal to screen out the neighbors?

“Therearedifferent client needsand there
are a lot of visions that plants provide, and
engaging the client by talking about what
they are interested in is important,” she
stressed. This combined with the site assess-
ment will ensure that the design and the
client’s goals for the property are in sync.

Contractors need to review the site with
clients, but they also should double-check
designs from out-of-town architects to make
sure their plant choices match the area’s
environmental characteristics, Epp added.
Designers who base blueprints from books
do not have local experience that verifies
their plants are hardy selections.

Similarly, contractors who purchase plant

material from nursery rewholesalers alsoneed
to be aware that they might be choosing
plants not hardy in their zones, Bassuk
pointed out. Nurseries that grow plant mate-
rial on site may be the best information source
for learning regionally hardy varieties.

With more specific methods of surveying
sites and even more detailed references that
provide planting suggestions, attaining a
long-term landscape void of weather-worn
plants is getting easier.

Still, honesty helps grow healthy gardens,
Bassuk reminded. “Horticulturalists always
want to try something new and different and
interesting, and sometimes you win and
sometimes you lose,” she said, adding that
California-grown Oleander isn't such a wise
decision for outdoor planting in New York,
for example. “But, remember, you can al-
ways keep it as a houseplant.”

The author is Managing Editor — Special Projects

for Lawn & Landscape magazine.
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by Robert Tucker

Finding good employees may be easier since the economy
has been in a recession, but that doesn’t mean your reten-
tion efforts should suffer. Losing employees can ravage
yourbottom line. Consider the productivity and replace-
ment costs involved when an employee walks out the
door: Research indicates that losing an employee costs a company

an average of $50,000.

So how do you retain employees? Here are seven strategies
that will help:

* Create a great environment. Build a supportive and chal-
lenging workplace where communication is encouraged,
initiative is rewarded, and development is provided. A
good environment offers employees interesting work,
growth opportunities, on-going training and development,
and a chance to be heard.

This environment needs to be supported by a strong, well-defined culture and main-
tained by managers who take an interest in their employees. Create the kind of place that
employees want to return to, not run from.

* Support Your Employees. Talk with youremployees. Make sure they know their jobs and
your expectations. Provide employees with clear end goals and the information and
resources necessary to work toward those goals. Conduct two-way conversations that
allow employees to be heard. Value employees’ input and include them in the decision-
making process. Provide opportunities for making meaningful contributions. Good em-
ployee/management relationships are essential. The Gallup Organization's study of
80,000 managers in 400 companies found that an employee’s relationship with his or her
direct boss is more important for employee retention than pay and perks.

* Provide Ongoing Training and Development. This is the key to keeping employees — and
keeping them enthusiastic. Involve employees in the discovery of new opportunities and

(continued on page 174)
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B Message boards
B Sign up for your My Lawn & Landscape account

Jnestions? Call 800/456-0707

check us out:
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(continued from page 172)

innovations. Develop employees through
mentoring programs. Provide learning op-
portunities in the form of seminars, educa-
tional opportunities or training programs.
Armed with new skills and motivated by the
learning process, employees will gladly as-
sume new responsibilities and meet chal-
lenges with greater initiative.

As long as workers are learning and
stretching, they will keep adding value in
the form of tangible end results, and they
will stick around.

* Re-recruit. Take the time to find out how
your people are doing. Find out what their
needs are, whether or not they are being met
and how the company can support them.

Our Super Fuel Economy

Trims Overhead
as Fast as Grass

We put our new BCZ2500 trimmer, equipped
with our popular Strato-Charged™ two-cycle

engine, and our competition’s trimmers to
a head-to-head test. And we
won hands down. ~

BCZ2500

*f

Here are the results of the 1 Minute WOT Test:
Blower Gal/Yr* _Av.$/Yr**  Difference
RedMax BCZ2500 170.63 $329.32
Stihl FS 85 23156 $446.91 $117.59 More
ShindaiwaT260 20592 $397.43 $ 68.11 More
* Based on 1,040 Hours/Yr
** Based on $1.93/Gal. (Oil & Gas)
Our Strato-Charged engine reduces emissions while it reduces
your fuel costs. 73% fewer emissions to be exact. The Strato-
Charged engine is the only two-cycle engine that meets CARB
Il and EPA Phase 2 standards without a catalytic converter.
As if that isn't enough, the Strato-Charged engine runs 5%
quieter than our previous engines.
Check out the BCZ2500 at a RedMax dealer in your
community.

RedMax

Komatsu Zenoah America, Inc.

4344 Shackleford Road, Suite 500 ® Norcross, GA 30093
800-291-8251, ext.213 o Fax: 770-381-5150
www.redmax.com
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Ask them, “What are the kinds of things that
will keep you? What kinds of opportunities,
growth, etc. do you want?” Make it easy to
move and grow within the company and
employees will be less likely to look outside.
Never assume they can’t be lured away.

* Rev Up Recogmition. Respect and appre-
ciation earns respect and appreciation. Em-
ployees often say that they never hear the
words “thank you” from their bosses. Genu-
ine appreciation costs nothing, but can yield
significant benefits. You need to let employ-
ees know how much you appreciate them
regularly. Recognize even the little accom-
plishments. Ways companies are recogniz-
ing their people more are by acknowledging
achievements at work, birthdays, and mile-
stone recognition at meetings.

® Make Work Fun. How can you make
work more of an adventure? How can you get
your people to want to come to work? When
was the last time you celebrated some victory
in your company, some milestone thatevery-
body can getexcited about? Find ways within
your company that will make your employ-
ees want to work and succeed. Create an
atmosphere that celebrates success. One com-
pany has instigated a plan called “corporate
cookies” tobuild employee camaraderie. One
afternoon a week they have cookies deliv-
ered and everyonesits around the office talk-
ing about what is going right. Simple things
like cookies can have a big effect.

* Walk Your Talk. Employees are looking
to the workplace and to you as the leader for
authenticity. Herb Kelleher, chief executive
officer, Southwest Airlines, a company that
has shown profits year after year, had fewer
customer complaints, higher satisfaction,
greater retention of employees than any other
U.S. airline. He has made Southwest one of
the most desirable companies to work for in
America, according to Fortunemagazine. The
company makes work fun, but it also walks
the talk. There is an authenticity about what
management communicates in terms of com-
pany values and what they live by. Kelleher
said: “Figure out what your values are. Be-
cause once you figure out what your values
are, the rest falls into place.” LL

The author is president, The Innovation Resource
in Santa Barbara, Calif. For more information on
his employee retention seminars, call 805-682-
1012 or email info@innovationresource.com.
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The head of TruGreen offers Lawn &
Landscape an exclusive look at the

ups and downs associated with
buying LandCare USA.

_______Conyersation |
by Bob West

Conversation

—

with - =

The following is the second part of
Lawn & Landscape magazine’s in-
terview with Don Karnes. Check out
the February issue of Lawn & Land-
scape for part one of this interview.

Lawn & Landscape - How has the addition of the LandCare business helped the TruGreen
business?
Don Karnes - Commercially, we like to have both sides. When we're out selling commercial
in the lawn care business, the one thing that we have to really have is the maintenance side with
it. So having your own company is great when you're going in and doing proposals, and trying to get
one salesperson torepresent both companies, which we’re working on today - to get more proposals
and a larger sales force out there. So I think that's a huge area.

And controlling the contract helps. In lawn care, most of the time we would be the
subcontractor to the maintenance company, so having control of the contract is important to us.

Of course, we could always be left out of some jobs if we were purely a lawn care play, and
we didn’t want that, so we entered landscape maintenance.
L&L - February 1998 is when you did your first landscape deals with the acquisitions of Minor’s
Landscape Services in Texas and Northwest Landscape Industries in Oregon. How has that
whole process gone?
DK - [ think that initially we did pretty well in the acquisitions. We bought some great companies
to get started. Unfortunately, we lost a number of those key people. But you know that's going to
happen when you buy acompany - you pay a large sum of money for it and you're asking the former
owner to stay and run the company when he has options. Some of them stay, and some don't.

But we were excited about the companies we bought. With the construction part of the business,
we really didn’t want that percent to get as high as it did. We really weren’t comfortable with it

LAWN & LANDSCAPE www.lawnandlandscape.com

Don Karnes has spent the
last 24 years rising through
the ranks at TruGreen after
being hired by its founder
in 1979,
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representing 30 percentof the LandCare opera-
tion. We tried to keep it around 20 percent.

Subsequent to that, we did the LandCare
acquisition, which bumped up our construc-
tion revenue to a large number - over $150
million - and then we found ourselves in a
business that we didn’t understand. We
didn’t have the expertise here at the corpo-
rate office to run or monitor that business
and, to be perfectly frank with you, we
shouldn’t have been in the landscape con-
struction business.

So we really did a strong review of the
business to see where we're headed and where
we really want to be. And we really thought
that having to sell the whole base of revenue
every year was not something we wanted to
do. We like reoccurring contracts - that's a
business we're comfortable with. And then
with the unstable portion of the economy
and us being a publicly traded company, we
weren't prepared to handle the downturns
in the commercial construction business.

Ultimately, we made the
decision to exit that business
and, of course, we sold that to
Environmental Industries. At
that pointin time, we reviewed
the maintenance business, but
we felt very strongly that maintenance is
part of our business. It's a business we want
to be in, and we're excited about the people
we have in this business. We have some
branches making in excess of 25 percent
operating profits, so there are some great
margins in the business even though we
have some branches on the other end of the
spectrum that we have to work on. Overall,
we've gotabout 75 percent of those branches
working pretty well today, and we're very
excited about the overall size of the industry
and the quality of the people in the industry.
Lawn care and landscape maintenance is
really what we do. But we bought too much
too quick.

L&L - Did it bother you to lose the synergies

between construction and main-
tenance?
DK - There are some synergies
there, handing off the work from
construction to maintenance, but
I can go through our branches
and see a number of them that have no con-
struction that are performing unbelievably
well. So, it really comes down to the same key
variables we've always dealt with and al-
ways will deal with - who is our branch
manager and who are the people we have?
Again, we feel pretty confident that 75
percent of our branches are in great shape in
these areas, and we need to focus on the other
25 percent. Trying to get the bottom up a little
bit while maintaining the performance inour
upper tier branches is what we're always
doing in all of our businesses.
L&L - How much did the development of
LandCareshiftor accelerate TruGreen's strat-
egy to pursue the landscape maintenance
side of the industry?

LANDSCAPER
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LANDSGAPER'’S
AMPLE PACK.

* Specialized forms including Landscaping Estimates and
Proposals, Lawn Maintenance Invoices and Landscaping
Work Orders/Invoices.

* FREE personalization gives you a professional image.

* Preprinted heading and checkboxes get
paperwork quicker.

Try before you buy with a FREE Landscaper’s Sample
Pack. Then buy with confidence..
comes with our 100% Money-Back Guarantee!

| REQUEST YOUR FREE
LANDSCAPER’S

SAMPLE PACK
using code 84056

CALL 1-800-367-6327

or visit online at nebs.com
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DK -1 don't know that it escalated our plan,
but it did get our attention, Once again, we
were doing about 20 percent of our lawn care
revenue in the commercial arena, and we were
trying to protect that, of course, because it's a
very profitable business for us. And yet, we
were interested in being in the landscape busi-
ness. Being in the lawn care business for vears,
we had our eye on that business and where it
was headed. Due to the size of the landscape
industry, we really wanted to be a part of it.
We always wanted to minimize the con-
struction side, but when you start getting
into the acquisition and they have a con-
struction division, it's very difficult to do the
acquisition without buying the construction.
I think, in hindsight, we would probably
play that a little differently today. Having
said that, I have no regrets about entering the
landscape maintenance business despite the
short-term struggle.
L&L - How significant was the learning
curve for the landscape industry?

DK - Really, we have individuals out there
who are very strong in this area. So, there is a
learning curve to it but it’s still a commercial
business much like the lawn care business.

When you get below the corporate level,
it becomes more apparent. And when you
get to the branch level the area manager
really is a very, very important person be-
cause they have direct contact with the cus-
tomer and sure the customers’ needs are
filled. They
manager, and they are the ones walking the

are one level below the branch

properties with the customers and making
sure that the crews are on top of the service
they’re supposed to provide. We could have
as many as six or seven of them in each
branch, depending on the size of the branch.
I would say that early on we underestimated
the importance of that position somewhat.
That’s a huge portion of our business and
really where we take care of our customers.
L&L - How much more integration remains
to be done?

DK - The information system is installed,
and that was a huge undertaking that a lot of
us underestimated in terms of building it, get-
ting everyone on it, getting everyone the train-
ing they needed and getting the system rolled
out. Some of that was unfortunately because
of Y2K ~ we didn’t have operating systems
capable of operating, but we got it out there
We've got our continuous improvement
structure. Construction is gone today, and
we're focusing on our core business

Now it comes down to operating the busi-
ness. We need to make our sales, take care of
the customers, provide high-quality customer
service and we'll be in great shape. We've
got a very viable business here that we're
very excited about.

Having said that, if I told you that every-
thing is going to run like a Swiss watch from
here on out, I'd be kidding. We're going to
have some ups and downs, and we're going
to have some bumps in the road, but for the
most part, we see the bumps in the road as

KAWASAKI HANDHELD POWER PRODUCTS

*Made! KRBJOOB not available in Caltfornia.
**Model XHS1100A not efigible for promotion

LAwN & LANDSCAPE
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ARE NOW ON SALE!**

AND THE MORE YOU BUY,
THE MORE YOU SAVE.

At participating Kawasaki dealers. For the dealer nearest you,
call 1-877-KAWPOWR or visit www.KAWPOWR.com.
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part of our continued growth. The founda-
tion is there and the opportunity is there. If
we continue to ask the tough questions, "'What
am [ going to do today to service the cus-
tomer? What am | going to do today to take
care of our employees? And whatam I going
to do today to take care of our shareholders?”
If we know the answers to those questions,
then we're going to be in great shape.

We're very pleased with the shape of the
business in some of the key markets, such as
Florida, where there are different pricing pres-
sures and tremendous competition, as well as
Texas, where we're also in great shape. So,
we’ve gotour key people and the key manag-
ers in place, and we're very excited about
where we're headed in 2002.

L&L - How much are you looking to getinto

a built-in
insurance
policy.

* Increase photosynthesis

States and several other countries.

Our fertilizer
comes with

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

* Help turf establish or withstand environmental stresses
* Develop a more fibrous, extensive root system

* Enhance early plant growth and vigor

* Build greater shoot mass

¢ Increase uptake of soil nutrients and moisture

UHS Signature Brand Fertilizers with Prospect® Plus have been im-
pregnated 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 United

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.

_ (G

PROSPECT PLUS

PREMIUS FRRTLLIEAN Annitave

L)
ﬂ mted www.uhsonline.com
« VY Horticultural Supply.
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otherareas like tree care orirrigation through
the LandCare branches?

DK - We'll do some of that here and there,
but the main focus is on the core business of
commercial maintenance and the enhance-
ments that go with those properties. Of course,
this fits into our national account strategy.
We have some very large customers that
we're trying to acquire now, and we're ex-
cited about that opportunity. And that's why
trying to get this footprint across the U.S. -
going from 100 branches to a couple hundred
branches is very important for us.

L&L - So are you going to making acquisi-
tions again in 2002?

DK - I would not expect any landscape ac-
quisitions until the fourth quarter of 2002, if
atall. And the reason is that we have to make
sure we focus on what we have and that we
perform to the highest possible level this year.
That's very important for us. We have these
high achieving branches out there, and we
really have to get the bottom quartile up. Once
we do that, we'll be positioned to do acquisi-
tions again, although we’ll probably be a little
more strict in our approach to themand do a
little more due diligence than we did in the
past. But we'll absolutely be in the acquisi-
tion business again.

However, I don’t think we’ll be paying
the prices we once paid. [ think with the
number of companies doing acquisitions back
then, a lot of the owners can look back and
say, ‘I think I got out at the top.’

L&L - Will growth of new branches happen
organically as well or do you see acquisition
being the primary way you grow?
DK - We can do some of that organically,
we’lldosome through acquisitions, and we'll
do some through national accounts when we
get a large customer that really wants us to
service themina new marketplace. But we're
going to be in this business and grow this
business. The year 2002 will be more of a
jump-start for us as far as propelling us into
the next few years and what our growth is
going to be. We feel confident that we can
grow at a double-digit rate in 2002 and then
we'd like to accelerate that in 2003 through
2005. Now we want to position ourselves for
that growth.
L&L - Obviously, partof your growth planis
residential mowing. Tell me where that's at
right now.

(continued on page 180)
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Turf & Ornamental Insect
Identification Series

A State-of-the-Art Interactive CD-ROM Training Program Featuring 3-D Technology

THE LAWN & LANDSCAPE MEDIA GROUP, a leader in lawn and landscape industry communications, introduces the first in a highly
acclaimed series of interactive insect identification training aids. Volume I: The Grubs features cutting-edge CD-ROM technology,
high-resolution photography and 3-D imaging to educate lawn and landscape professionals on the finer points of grub identification

and control — a critical control area for professional contractors.

Lawn & Landscape's Turf & Ornamental Insect Identification Series, Volume I: The Grubs, sponsored by Bayer Corporation
Garden & Professional Care, is a state-of-the-art training tool featuring technical content by industry researcher Dr. David Shetlar, The Ohio
State University, and original, full-color images of 8 commonly encountered grub species. Advanced 3-D technology enables users to rotate
and zoom in on images, ensuring faster and more accurate insect identification. Other program features include a fully searchable glossary of
technical terms, printable homeowner fact sheets, an interactive taxonomic key. and a grub identification testing component.

GRUBS FEATURED INCLUDE:
* Asiatic Garden Beetle
* Black Turfgrass Ataenius

* European Chafer =
* Green June Beetle VOl“me I-

i 2
: .(J)anpznnt:.i,esge;e:(:le ?
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Sponsored by Bayer Corporation
Garden & Professional Care

I'd like to pre-order copies of Lawn & Landscape Media Group Pest
m Identification Series, Volume I: The Grubs @ the limited time pre-publication
horss price of just $49.95 each. (Expires 5-31-02; regular price, $59.95.Tentative
To Order: product availability, April 2002.)
1. Call Lori Skala at 800-456-0707.
2. Mail this form to Lawn & Landscape Media Group, MERCHANDISE TOTAL $
Attn: Lori Skala, 4012 Bridge Avenue,
Cleveland, OH 44113, Ohio residents add 7% sales tax $
3. Fax this form to Lori Skala at 216-961-0364.
4. Visit www.lawnandlandscape.com/store. SHIPPING & HANDLING
Inside the United States - first item $5.00; additional items $1.00 each
Name International - first item $10.00; additional items $3.00 each $
Title TOTAL AMOUNT DUE $
Company
Address ___ Check enclosed (Make payable to: Lawn & Landscape Media Group)
City State Zip Charge my ___ American Express ___ Visa ___ Mastercard ___ Discover/Novus
Phone Fax Card Number Exp. Date /
Email

Order your copy of the Pest Identification Series, Volume I: The Grubs today!
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DK - [t’s really interesting because it’s one of
the benefits we got from LandCare. Thereare
some individuals there who understand resi-
dential maintenance. TruGreen tried resi-
dential maintenance in 1989 or so, and we
went out and bought some small, $150,000
businesses when we weren’t doing any ac-
quisitions. And we got what we paid for -a
few customers, very little management, and
the learning curve for us trying to learn that
business was steep, so it got very little atten-
tion and we phased out of it.

Now, we've got the expertise and experi-
ence and we asked ourselves, ‘Do we really
want to be in this market?” We thought that
if we could be in the high end of the residen-
tial marketplace - not just all of our customer
base, but to really look at the top 10 percent
and see if they're willing to pay for us to be
a full service. We believe we've found the
answer to be yes.

lToday, we have about $10 million in resi-
dential mowing revenue, so we feel pretty

confident. We have 38 markets going. We
are stopping there and now we have to look
at the margins, see if we can provide the
level of service we have to provide, identify
the protocols and get them in place. We hope
to do that in 2002, and if we do that, you'll see
a rapid expansion of this service in 2003. It's a
pretty unique business, too. It's a very, very
quality oriented customer when you're talk-
ing aboutsomeone who's going to pay $4,000
or $5,000 a year. They demand impeccable
service. We have to know and understand
our customers and what they demand.

Right now, we're testing it in the mainte-
nance and lawn care branches to test both
concepts, and the marketing is focused on
current ChemLawn customers, although we
wouldn’t turn down someone who calls in
looking for the service.

We don’t want to shotgun this out into a
marketplace — we want to control the rollout.
We've tested two- and three-man crews, dif-
ferentequipment, differenttrucks and trailers,

lawnandlandscape.com
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and we wantto getall of that down so we know
how we want to run this business for the best
practices across the country.

We're really excited about this because
it’s a huge industry and we're sitting there
with this customer list who we're already
providing a quality service to, and now we
just have to add another service to that.
L&L - Are those 38 locations all over the
country?

DK - There are some in California, which has
never been a strong lawn care market. Our
thought now is that the full-service approach
may work well out there, so we're testing in
that area. But we have tests in Texas, Michi-
gan, Florida and all over the East Coast. And
we could’ve put this in 100 locations this year

@
ISU2U

TRUCK

2001 ISUZU NPR: gas,16’ landscape body, auto.,
ac, am/fm, weedeater racks, water cooler rack,
shovel rack, curbside gate folds down

Special Financing
Available

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

ATTENTION

LANDSCAPERS

Special Deals On All
Landscape Trucks

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

Call Isuzu Sales

478-788-4601

1-800-899-8696
Middle GA. Freightliner-Isuzu
Fax: 478-781-0966
e-mail: chrisfountain@mindspring.com

. ‘/_,"\u*
Twang rauck

2002 ISUZU NPR: diesel, auto., ac, am/fm, 16’
LANDSCAPE BODY, Weed Eater Racks, Water Cooler
Rack, Shovel Rack, Curbside, Gate Fold Down

. $556.00 Mo \
48 Mo. Lease

2002 1SUZU Crewcab, 14" dump body, 48" tool

box, hitch, tarp, auto., ac, am/fm cass.

180 marcH 2002

USE READER SERVICE #116

LAwN & LANDSCAPE



mailto:chrisfountain@mindspring.com

based on the number of requests we got from
branch managers, but we don’t want to go
too quickly with this.

L&L - When you announced the sale of
construction, you also talked as a corpora-
tion about being “America’s Home Services
Company.” What does that mean for the
TruGreen companies?

DK - Actually, it means what it says, but that
does not leave out commercial. Again, we're
50 percent commercial in the TruGreen busi-
ness, and our retention rate is higher with
our commercial customers. We had some
LandCare businesses running 92 to 100 per-
cent retention, although we have some on
the other end of that spectrum. Looking at
our other businesses, there’s a commercial
portion to almost every one of the companies
that ServiceMaster has.

(New CEQO) Jon Ward came in and did
what he said he was going to do, which is a
complete portfolio review where you essen-
tially take the names off the businesses and

figure out which businesses are going to take
the company in the direction you want to go
in for the next five to 10 years of growth.
There were a few businesses thatdidn’t make
that cut, and construction was one of them.
But I think we did an excellent job of re-
viewing the businesses and saying which ones
do we want to be in, what we will grow and
what we will focus our efforts on. LandCare
and TruGreen were both in there, as was
Terminix, and we came outof that process with
this portfolio of businesses on which we're
going to focus our time and energies.
L&L - So residential mowing isn’t just a loss
leader to get more lawn care business?
DK - That's right. This is to be another
service line business we want to grow. We
think there’s a lot of opportunity, and if we
can get the high end down and service them,
then we may see if we can come down a little
bit and see how well that works as well.
L&L - What are your thoughts about the
market for landscape services in 2002?

SULIVE ALIOL

DK - We have not seen a lot of contract
termination to date, but we have had some
clients cut back on enhancements. Every-
body still has to maintain the properties,
obviously, which is good for the industry,
but we believe we'll see some enhancements
cut back. One of the nice things about this
businessis that there are standards for people
taking care of their property, not to mention
that common sense dictates that certain busi-
nesses have curb appeal.

L&L - If you were an independent owner/
operator with 10employees, how would you
compete against a $1.5-billion company?
DK - Provide the best service I could every
day. That's the only way. Then take care of the
employees and shareholders. There’s no se-
cret. Again, we do it unbelievably well in a lot
of branches and not so well in some. That's
all there is to it — it's pretty simple.

The author is Editor of Lawn & Landscape

magazine.
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MOWVER DECKS

pa—

Out of Sight

A cherry-red convertible sports car can be-

come a tacky lawn ornament on cinder blocks

ifits ownerneglects periodic maintenance and

service. This machine requires more than a
quick wash and a fuel check and demands a
thorough look at the elements under the hood - the basic
components for the vehicle’s everyday operation.

Likewise, landscape contractors need to routinely check
under mower decks and be familiar with the systems that
produce service desirables like even cuts and suitable mulch-
ing. “Routine inspections and preventive maintenance allow
your deck to perform the way it is designed to by keeping it in
top condition all the time,”
cations director, Grasshopper, Moundridge, Kan.

* pointed out Pat Penner, communi-

10,00},

quipment Note

Since there’s more to the mower than meets the eye, contractors need to pay
attention to the dynamics underneath the mower deck, taking the time to

understand how proper maintenance boosts efficiency. Photo: Toro

AIR APPARENT. Clogged mower decks, missed patches of
grass and an uneven cut produce annoyances and reduce the
timeliness of the job. In an effort to control these business
slowdowns, contractors initially must understand the airflow
system under the mower deck.

Proper airflow can hita snag as the volume of cut increases,
explained Devin McGhee, chief product engineer, Encore,
Beatrice, Neb. With three blades spinning in the same direc-
tion, the first blade cuts the grass and then tosses the clippings
to the next blade, which then tosses that grass buildup to the

Thev’re built for

well rounded performance.

rollers are the smart buy.

Model TRIS0 .
. Waik-eking folfer

Whether you're a groundskeeper,
landscaper or contractor, Brouwer turf

For working around narrow paths and
tight spaces, choose the Brouwer TR224
riding roller. Its 24-inch wide rollers are
especially gentle on turf, with unique,
rounded edges that prevent turf damage.

. Powered by an
¢conomical

and reliable 5.5hp Honda engine, its lever-
assist steering, clutchless transmission
and proven single-lever shifting make the
TR224 exceptionally easy to mancuver.

For larger turf areas, choose the 30-inch
heavy gauge steel roller of the Brouwer
TR130 walk-behind roller. Also powered
by a 5.5hp Honda engine, the TR130 has
a hydrostatic transmission for smooth,
easy control, and a large rear support roller
for stability.

Borh models are reliable and built to
last. For quality that will keep you rolling,
choose Brouwer.

Nobody cuts it like Brouwer

289 N, Kurzen Rd. PO, Box 504
Dalton, OH 44618-0504
330-828-0200 » Fax 330-828-1008
E-mail: sales@brouwerturf.com
Website: www.brouwerturf.com

Model TR224 r—-‘ PFIII a
Riding Rotler 150 o d
P v y QUALITY EYSTEMS ACCAEDITED

Brouwer Division of Textron Inc
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third blade. The trick is to control the con-
verging air masses where these blades join,
McGhee said. “Where the blades come to-
gether, the lifts are creating undefined
downdrafts, and you see where a deck will
skip and not cut the grass,” he related. “The
grass is blown down and misses the blade.
Flow control affects those elements by redi-
recting and fracturing air masses.”

This flow control results from a baffling
system designed to direct the airflow and
createa clean movementof grass through the
deck. “A baffle system, withasidedischarge,
allowsair togo out the discharge as smoothly
and cleanly as possible,” remarked Dick
Bednar, chief engineer, Textron, Johnson
Creek, Wis.

McGhee clarified that effective baffling
systems result from trial and error testing to
balance airflow with an industry hunger for
additional tip speed and engine power.
“When the farthest left and center blades
come together, the two air masses converge,
which creates strange eddies of air,” he said.
“The baffle has the tendency to disperse that,

or change its value, so it moves more toward
the outlet of the deck.” While this occurs, the
grass also moves with the airflow over to the
lastblade and limits clogging under the deck.

Deck design also affects the mower’s air-
flow, McGhee continued. For example, as
the area from the tip of the blade to the front
of the deck increases, the grass travels better
through the mower system. “What you need
is increasing volume from left to right, as far

"

as space in front of the blade,” he said.

“Also, with a forward discharge design,
we try to move discharge to the forward side
of the last blade instead of keeping it to the
back side,” he said. “Then, you get a better
direct flow out of the back of the mower.”

Penner stated that the increased deck area
also comes in handy for heavy clipping vol-
ume. “Deeper decks accommodate the large
volume of clippings produced by mowing at
faster speeds,” she said.

However, with enhanced volume, the
mower deck must be a larger size, which
means contractors should balance their need
for adequate airflow with their desire for a

compact mower, McGhee added. And, in

dewy or rainy conditions that produce heavy,
wet clippings, the additional mower deck
area may create more space for these soggy
clippings to build up. “It's a double-edged
sword,” McGhee said.

MULCHING & MAINTENANCE. The
mulching capability of a mower is defined in
the system of blades, baffles and housings
under the deck, Penner described. “Mulch-
ing requires a package of components that
together suspends clippings, cuts them finely
and directs them back into the turf canopy,”
she described. “A complete mulching package
combining down-discharge baffles or shrouds,
blades and a discharge restriction plate works
to product the airflow needed to produce an
excellent quality of cut while mulching.”
McGhee identified curved systems for
blade chambers as ideal for mulching appli-
cations because the curved chambers can
more effectively contain the cut grass and
limit the clogging potential when moving
the grass quickly across the deck. Also, blades

Let us help
you get the

Lawn & Landscape Media Group Article
Reprint Service

provides a cost-effective, high impact way to pro-
mote your company's products and services. Our
professionally designed article reprints can be used as
direct mail pieces, sales literature, training aids or trade
show handouts. For even more targeted marketing,
add your customized advertising message, logo, mis-
sion statement or other valuable company information.

LAawN & LANDSCAPE

ARTICLE REPRINT

SERVICE

Call 800/456-0707 to learn more.
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with serrated teeth or wavy blades, which
cut grass pieces in two different positions,
reduce clipping size for mulching purposes,
he explained.

Baffling systems differ slightly for mulch-
ing applications, Penner reminded. “Mulch-
ing requires a unique air flow that is accom-
plished through deck design with baffling or
shrouding engineered to work with certain
cutting blades to keep clippings suspended
as they are cut finely, before dropping back
into the grass bed,” she noted.

Of course, sturdy deck construction and
properly maintained blade spindles rank high
in importance for any type of mowing. “The
key components of amowing deck, besides the
blades, are the deck housing, blade spindles
and the PTO-shaft-drive orbeltdrive that pow-
ers the blades,” Penner listed. “Spindles that
eliminate failuresand down time and welded,
fabricated decks that withstand heavy use
are of the utmost importance.”

Spindles also require fresh grease periodi-
cally as a result of the high rpm and steamy
operating temperatures thatoccur during mow-

ing, Penner continued. “Follow the
manufacturer’s directions for deck lubrication,
belt tensioning, blade sharpening and balanc-
ing,” she suggested. In addition to regular
greasing, watch out for rocks and other debris
on properties that can potentially bend baf-
fling systems, Bednar cautioned.

Again, when damage does occur, be sure
to consult the manufacturer’s specifications
for replacement parts. “Contractors should
remember the original equipment manufac-
turer belts and supplies are manufactured to
exact specifications required for maximum
performance,” Penner said. “Parts that are
not designed to manufacturer’s specifica-
tions will result in poor performance, short-
ened service life and may even damage vital
components of your equipment.”

Simply cleaning out the mower deck from
time to time can do wonders for the machine’s
performance, McGheeadded. “The cutquality
goes down drastically if you don’t keep decks
cleaned out,” he said. “Baffles may or may not
increase the frequency to check and make sure
the deck is not plugged up.”

When cleaning mower decks, avoid ahigh-
pressure water stream, which may damage
theintricaciesunder the deck, Bednar warned.
“Try not to force high pressure water into the
bearings because it can shorten the life of the
system,” he said. Also, make sure the decks
have been thoroughly dried before storage,
Penner added.

Ignoring the systems underamower deck
because of their hidden nature will only lead
to efficiency headaches and dreadful results.
Instead, properly maintaining this part of the
mower and tending to repairs in a timely
fashion will be well worth contractor efforts,
Penner maintained.

“If the deck or other equipment is dam-
aged, stop and repair it right away instead of
letting what might seem to be a minor prob-
lem develop into an expensive and time-
consuming repair,” she said. “When you take
care of your equipment, it will repay you
many times over.” — Kristin Mohn
The author is Assistant Editor of Lawn & Land-
scape magazine.

A @Tea Come True for You!

"
(] r AME one night, over 5 years ago, of a machine that

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
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ould end my nightmare of long hours, undependable
employees, nagging customers, and my tired body.
invented the Ride-On Spreader Sprayer and found
hat production was finished weeks early, there was
a smile on the faces of my employees,

and service calls decreased!

Since then almost 1500 other Ride-On owners, from
Alaska to Florida, have virtually eliminated walking,
pulling a hose, and 14 hour days. If you would like
to come in at the end of the day with energy left
to enjoy life, more money in your pocket, and a
smile on YOUR face, then join with the rest of us
dreamers. Life doesn't get any better than this!”

~ Tom Jessen

Perma-Green Supreme President and 27-year
lawn care owner, 20-year sprayer manufacturer,
owner of 3 patents, and fellow dreamer

Call for our FREE InfoPak!

800.346.2001

ride-onspreader.com
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Dixon ZTR 7523
FFC PowerRake Mid-Mount Mower

* Quickly and easily pulverizes

* Zero-turning radius cuts mowing time

soil, removes rock and debris, in half

finish-grades, spreads fill or » Features 23-hp Kohler Command Pro Se-

topsoil and dethatches ries engine

» Features a bi-directional

* Features

drum that works the soil for- Hydro-Gear

ward and backward with long- hydro pumps
lasting teeth positioned for and wheel

maximum coverage motors

* Offers a dual-motor, direct- * Deck options

drive design that eliminates include 52 and

the need for chains and ' 60 inches with

sprockets, reducing maintenance requirements 1%- to 5-inch

* End plates can be removed for windrowing cut heights

* Designed to work on skid-steers, backhoe-loaders, small wheel loaders, utility * Foot rest flips up for belt and spindle
loaders and tractors with three-point hitches inspection

* Available in 48-, 72- and 90-inch widths * Mulching kit available

Circle 200 on reader service card * Ground speed of up to 10 mph

Circle 201 on reader service card

from

The ROBIN model NBO20A String Robin Outdoor

Trimmer is Lightweight, Strong, Power Products
Durable and Cost Effective!

USE READER SERVICE #121
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Hannay Reels
GHAT1200 Reel

* Specifically engineered for portable use in

-

grounds maintenance

Little
Wonder
Blower

* Designed for use on residential properties
¢ Features 6-hp Intek engine and a Magne-
tron Electronic Ignition for quick,
dependable starts

* Float-feed carburetor provides the right
amount of gas for one-pull starts and
smooth operation

* Overhead valve design ensures efficient

* Provides quick and neat hose pickup
and storage

* Features continuous hose flow with a
swivel joint inlet, fluid hub and outlet riser
* Operates at pressures up to 1,000 psi and
temperatures from -80 to 185 degrees

* Features a permanent, direct-crank rewind
¢ Standard inlet is a 90-degree, ball-bear-
ing swivel joint with 1-inch female NPT
threads with a male GHT standard outlet
* Accessories can be ordered separately
Circle 202 on reader service card

operation and increased horsepower for
tough chores

* Height-adjustable, ergonomically de-
signed handles with anti-vibration grips
provide greater comfort and control

* Features three, 10-inch diameter, steel-
hubbed, wheels for easy handling

e Features 12-gauge steel housing with
arc-welded seams for maximum strength
and durability

e Air deflector splits air to make use of the
fastest moving air, promoting efficient de-
bris movement with less blow-back

Circle 203 on reader service card

HOW TO BUILD THE
LONGEST LASTING TRAILER

INTHE GREEN INDUSTRY

(Wells Cargo’s comprehensive 6-year warranty is proof positive!)

Heavy-Duty Anodized
Aluminum Roof Cove

8"
Exterior Grade
Plywood
Sidewalls

Rear Ramp
Door with
Dual Spring

Assist

34" Radius Steel
MarineTech™ PTP Corner Posts
Ramp Deck (Front & Rear)
& Interior Floor
(20 year warranty) LE D

B =

Stop/Tail/Turn
Lights for
Improved Safety

@

Side Entry Door with Aluminum
“Anti-Rack” Cam Lock

Chassis Built with
SmartFrame
Technology™

including Tubular

Steel Main Rails

®

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) 241-4999 x130
F: (914) 244-9375

RAAY AU

/

SavaLawn

www.savalawn.com

USE READER SERVICE #122
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Glenmac Y
Modular Millcreek :
M-6 Power Manufacturmg

¢ Carries up to 10.2 cubic yards of
mulch and automatically dispenses
into wheelbarrows

: : * Able to propel mulch directly onto
dual, independently ad|ustab.le gauge planting beds through side discharge
wheels, reversible endplates for * Designed for contractors applying
2,000 cubic yards or more of mulch per year

* Unit can be towed with a 1-ton pickup or small truck and comes with electric brakes
and removable tarp for highway travel

* Loading height is 8 feet to work with skid steer and compact tractor loaders

* Clearance height for wheelbarrow filling is 36 inches

* Power to hydraulic controls is provided by a 13-hp Honda engine

* Maximum payload is 9,000 pounds with a gross weight of 14,000 pounds

* Handles a variety of materials including bark mulch, wood chips and compost

Circle 205 on reader service card

¢ Choose from straight mount or
manual-angle mount
* Features adjustable Rhino-Hide barrier,

windrowing or reverse box raking, and
double #50 oil bath drive chain

¢ Choose from 14 models for skid-steers,
tractors, mini-steers and front-deck mowers
* Frame geometry offers excellent visibil-
ity of work surface

* Carbide teeth are specially shaped to en-
sure the best possible seedbed sub-base for
superior moisture retention and germination
Circle 204 on reader service card

Do You Hateg Real maneuvers ,
wate"ng Pots? Classen TA-17D & TA-25D Wee

Do it less often ““ . TRy 1)
with container irrigation Split Drive” Turf Aerators

solutions from

Planter Technology o
J Turn left
* For any pot, in any location L, Y < c{r Fhe
* No more plumbing B R 8
* No more overflowing saucers :;‘, e % AERATE
* NO MORE HASSLES! 2, S - 3
: g AT non-stop . . .

™\ x~ ', ‘\_ Q i
! CWI |}  CWFhwi &N & All without

<

CWI ( Lavar \ - CWIM ioduler !«\ /\\-,,\\/ l:alSlng the
e / tines out of

Call 300.542.228
CLASSEN

MANUFACTURING, INC.

The ; Aerators * Sod Cutters * Power Rakes * Seeders
Container

1401 Logan Street Norfolk, NE 68701

Irrigation Phone: (402) 371-2294

PLANIER

*PJA0M J€3I 3y} 10§ A:;H

TECANOLOGY .Specialist Toll Free: 1-888-252-7710 Fax: (402) 371-3602 www.classen-mfg.com
USE READER SERVICE #125 USE READER SERVICE #124
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JRCO ZERO-TURN SPRAYER &
ELECTRIC BROADCAST SPREADER

30-gallon sprayer with 11 ft. 3 section breakaway boom
Spreader has 2.2 cu. ft. capacity or 120 Ibs.

Call for dealer 800.966.8442 www.jrcoinc.com
USE READER SERVICE #126

INTRODUCING... The

Practical Solutions new release of its time

Service
Solution osu

Featuring the On Screen Manager which allows you to do the following

proven software for the green industry.

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

The

B

Practical Solutions, Inc. 1-888-547-5601
www.TheServiceSolution.com

ELECTRONICS INC.
)
A For LESS !!

Wire Tracking &
= We Pa |
wrs7s 800-600-TURF.

USE READER SERVICE #127
Valve Locating
Order by 1p.m. CALL US AND SAVE! 7:30 am - 5 pm

PROGRESSIVE
s

TroubleShooting
SHIPS SAME DAY Contractor's Choice for SPRINKLERS FPST

USE READER SERVICE #134

A f\\ ALL SEASONS CATCHER LIFT SYSTEMS

* Dump and go in 20 seconds

* Improves worker safety

* Better employee performance

* Higher profits through more accounts serviced daily

* Improved for 2002.
® Lifting the 9.5 box in 12 seconds up and 8 seconds down.
* Over 900 units in the field.

as shown in

wALKER TALK
Vol. 10 & 19
enabling Walker Mower owners
to reach new heights of . . .
Productivity, Profit and Safety

800/786-2301
5100 Valley East Blvd., Arcara, CA

USE READER SERVICE #139
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Cub Cadet
Commercial
Walk-Behind
Mower

» HF1748 model features a 17-hp
Kawasaki engine and a 48-inch Command
Cut System deck

 Advanced floating, fabricated cutting
deck allows operator to achieve quality cut
e 7-gauge skirt and 10-gauge top double
reinforced at spindle area

¢ 1.7-inch Marbane blades overlap, offer-
ing a cleaner cut, especially in tight turns

e Rear roller design provides striping ef-
fect for manicured, professional results

¢ Dual-lever hydrostatic controls offer true
zero turns with pistol grip operation for
fast, easy, on-the-go tracking adjustments
Circle 206 on reader service card

Olson Irrigation
Systems
Profile Stake

e Streamlined
design provides
secure installation
for micro-spray
jets on risers

¢ Collar support
protects the riser
from breaking off
at the barb

® Less than 1
inch of the stake
remains above
ground, provid-
ing a neat and
inconspicuous
installation

¢ Stake’s side barb allows connection
directly to delivery tubing or connec-
tion remote from the supply line us-
ing a barbed adapter and flexible .160
LD. tubing

Circle 207 on reader service card
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Highland Stone

Retaining
Wall Svstem

L] l'hroe'plecc, concrete retaining
wall system

e Face texture replicates natural
stone

* Designed for large, residential
applications, commercial develop-
ments and public spaces

¢ Three unit sizes available: large
measures 6 by 18 by 12 inches and
weighs 73 pounds; medium mea-

or utility covers quickly and easily
duced with string trimmers
inch diameter trim lu 2ad sizes

* Features sickle-style blades with
scalloped edges to produce a clean,

round divot

sure 6 by 12 by 12 inches and

weighs 59 pounds; and small measures 6 by 6 by 12 inches and weighs 30

pounds
¢ Can be installed using any combination of units

Circle 208 on reader service card

*Divots can be picked up with a lawn

mower, saving time on the job site

* Sturdy welded construction and 5/8-

inch structural steel handle rods and

shafts assure long, dependable service

Circle 209 on reader service card

* Trims grass from around sprinkler heads
* Avoids risk of yellow bowls often pro-

¢ Available in 2%-, 3-, 4-, 6-, 7-, 8- and 10-

#1. 2-3-2 NATURAL OWC FERTILIZER

#4. BIO-PLEX mo-smmm

More Information & Ordering
1-800-441-3573

1/0 PLﬂlITIIIG GRANULES

Four (4) Critical “Plant Survival Essentials”..
In 1 Convenient, Cost-Effective Planting Package!

USE READER SERVICE #129
Lawn & LANDSCAPE

Creatjve

® | ow maintenance
e Create various shapes, sizes and colors
® Self-propelled, electric or gas powered
® Residential, commercial and golf course uses
e Add to your services and bottom line
- material costs $.40 per foot
e Durable curbing is freeze thaw tolerant

1-800-292-348%

Concrete Curb & Landscape Border Equipment

Fax 949-587-9680 * 949-587-8488 * 5 Chrysler« rvine CA 92618

USE READER SERVICE #128
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Syngenta
Medallion Fungicide

* Recently received new label from the U.S. EPA for control of

il v -

broader spectrum and higher level of control for longer period
of time

¢ Controls diseases in the thatch and near the surface of soil

* Provides protection against snow mold when applied at 0.5

pink snow mold and gray snow mold

¢ Can use as a tank mix with Banner MAXX,, offering a

Finn T60
Hydroseeder

¢ 600-gallon HydroSeeder provides fast
and economical seeding for smaller jobs
 Coverage is up to 7,200 square feet per
load with seed, fertilizer and mulch in an
easy, one-step process

e Features hydraulically controlled paddle
agitator and liquid recirculation

* Agitator controls are at each end of the tank
Circle 211 on reader service card

ounce per 1,000 square feet in the fall

Radians
AV Safety
Glasses

* Glasses provide both hearing and vision
protection

* Offers sleek styling combined with com-
fortable Jelli earplugs, which attach di-
rectly to the temple post of glasses

* Features 48 to 56 lines of resolution and
zero prism effect, providing clear images

Circle 210 on reader service card

e Lenses block out more than 99 percent
of UVB and UVA rays and are scratch
and fog resistant

* Earplugs are soft, provide noise reduc-
tion of 25 dB, are hypoallergenic and
fully washable with mild soap and water
¢ Available in many colors, including
clear, mirror, grey, green and amber

* Coverall safety glasses can be worn
over prescripton glasses

* Breakaway neck cord will break under
8 to 10 pounds of pressure

Circle 212 on reader service card

V-200 ) V-300

Call For Our Color Catalog

GElac

SPRAYING
EQUIPMENT 5

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

Financing Available
www.gregsonclark.com 10,6

&

USE READER SERVICE #130
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le' Lust Toworronw!

NEW LANDSCAPING TOOL

It's Affordable - Prices Start At $3,995.
Rugged, single rotor guarantees low maintenance.
Spiral-mounted, carbide-tipped mining teeth prepare
soil, while removing debris and rocks of all sizes.

Attaches to any skid-steer bucket !!!

> o550

USE READER SERVICE #131
LAwN & LANDSCAPE
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B56 Wheel
Loader

« Features include 76.8-inch wheel
base, 51-inch cab width, 55-degree
turn angle and 131-inch maximum
turning radius

* Four-wheel-drive unit articulates
and oscillates for operation in tight
spaces

¢ Offers broad range of attachments
for various tasks

* Equipped with Kubota 56-hp, 4-
cylinder turbo engine

* Maximum torque reaches 2,200 rpm
® Top driving speed is 15 mph
Circle 213 on reader service card

Ferris 4000Z
Mower

* Available

with 27-hp,
liquid-cooled
Kawasaki or
31-hp, lig-
uid-cooled
Daihatsu

engine

* Ten-gauge, 61- or 72-inch mower deck
with double top deck, double-reinforced
side skirts with lap-welded corners

* Adjustable, 360-degree rotating anti-
scalp rollers

* Twin 6.5-gallon fuel tanks

* Twin A-section drive belts

* Low center of gravity

* Foot-operated deck lift

Circle 214 on reader service card

¢ Offers 23- and 25-hp Kohler and 23-hp
Kawasaki engine options

* Large-frame, mid-mount mower is built
on two-piece, 7- and 9-guage tubular steel

frame

¢ Features 51-
and 52-inch steel
decks

¢ Offers quick-
lift cutting-
height adjust-
ment and dual

5-gallon fuel
tanks for longer running time

¢ Dampened steering controls allow easy
and comfortable operation

¢ Adjustable seat with added padding and
arm rests provide maximum comfort

Circle 215 on reader service card

i

Let us help
you get the

Irrigation Business and
Technology Article
Reprint Service

provides a cost-effective, high
impact way to promote your
company’s products and ser-
vices. Our professionally de-
signed article reprints can be
used as direct mail pieces,
sales literature, training aids
or trade show handouts. For
even more targeted market-
ing, add your customized ad-

ARTICLE
REPRINT SERVICE

Call 800/456-0707
to learn more.

vertising message, logo, mis-
sion statement or other valu-
able company information.

LAwWN & LANDSCAPE

TRENCqu STER

A Versatile Landscaping Tool

Other models available.
Mode! F-990H shown above

Trenching
* Install Sprinkler Systems

* Bury Pipe, Wire or Cable

Landscaping
¢ Define Landscape Beds

¢ Install Plastic or
Steel Edging

* Prepare Beds for
Concrete Curbs

* Redefine Existing Beds

1-800-633-8909

http://www.brownmfgcorp.com
t 3, Box 339 « Ozark, AL 36360

* [nstall Electric Dog Fence

* Trench 2" to 12" Deep
Depending on Model

Sasserie e T+ romr e e

USE READER SERVICE #132
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Feeling the time crunch?
Now, more than ever, QXpress

makes sense. No data entry
required. Easy to setup. Get going today

QXpress

o Easyto setup

« No data entry required

+ Monthly subscription from
$27 - $67 per month

« Adds scheduling, job
costing and batch
invoicing to QuickBooks

L

QuickBooks 2002

Prmaer § Aiastat Evons

Scheduling software
designed for QuickBooks.

QUICKBOOKS 1§ O RgEered ROoamok of Infull
QXpreds B 0 rogsiond rocemank of Alocet

USE READER SERVICE #141

¥ For the ultimate spray pump for your lawn, turf
and ornamental needs, contact CDS-John Blue
Company. With pressures available up to 725 psi
and flow rates from 4.3 to 67 gpm, these are
“some of the most versatile diaphragm pumps on
the market today. We are the only company that
offers a complete line of polypropylene and 316 stainless
steel pumps for highly corrosive materials.

When the time comes to buy a diaphragm spray
pump call on CDS-John Blue Company, for the
best-built, competitive-priced pump. We are
your pump experts. Or visit our web site at
www.cds-johnblue.com.
CDS-John Blue Company
Division of Advanced Systems Technology
PO Box 1607, Huntsville, AL, 35807,
Tel: (256) 721-9090, FAX: (256) 721-9091
1-800-253-2583

USE READER SERVICE #142
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* 50-hp Caterpillar 3024C engine offers op-
erating capacity of 1,500 pounds

* Unit is 77 inches high, 60 inches wide
and 128 inches long with a bucket ‘
* Targets mid-sized skid steers that have
horsepower between 44 and 56, weigh |
between 4,500 and 5,500 pounds and have an
operating capacity of 1,350 and 1,600 pounds
* Weighs 4,700 pounds with a ground
pressure of 2.7 pounds per square inch
 Crawls across lawns, leaving them virtu-
ally untouched and traverses mud, sand
and other soft soil with ease

* Operates attachments such as backhoes,
augers, dozer blades and trenchers

* Rubber-tracked undercarriage gives trac-
tion and stability

Circle 216 on reader service card m

Spectrum Field
Scout Soil
Moisture Probe

* Fully portable, enabling user to gather

information at several points across the
field

* Features LCD display of soil moisture in
two different modes: VWC and RWC

* VWC mode indicates the percentage of
water in the soil at the sampling depth

* RWC mode, used for irrigation schedul-
ing, does the same, but reports the result
relative to user-defined wet and dry soil
set points

¢ In RWC mode, the probe can also indi-
cate the moisture deficit or how much wa-
ter is needed to bring the level up to the
wet set point

Circle 217 on reader service card

LAwN & LANDSCAPE
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Make plans now fto atfend....

1 3TH ANNUAL

GREEN INDUSTRY EXPO M
ssionals

The National Expo for Lawn, Landscape and Grounds

November 14-16, 2002 * Opryland Resort & Convention Center * Nashville, Tennessee

4

%

FEATURING:

e Over 300 Indoor Exhibits
* Product Field Day Featuring Over 100 Exhibits
e Over 6,000 Industry Professionals
e Conference Option Featuring Over 60 Educational Sessions

CLIP & SEND TO: |
Green Industry Expo |
I Yes! | want to learn more about GIE/2002.
;gggcj?]h;;on Ferry Rood, NE Send information on attending the conference and show. :
Marietta, GA 30068-2112 : Send information on exhibiting my products. ,
Fax (770) 579-3835 y Name !
i Company |
QUESTIONS? | Address :
(888) 303-3685 I City/State/Zip |
info@gieonline.com ' Phone |
www.gieonline.com : Fo |
I Email '
I I
Sponsored by:
PLCAA PG
ARELR % PL
ASSOCIATED LANDSCAPE Professional Lawn Care Professional Grounds
CONTRACTORS OF AMERICA Association of America Management Society

(800) 395-2522

(800) 458-3466

(800) 6097467



http://www.gieonline.com
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All classified advertising is §1 per word. For box
numbers, add $1.50 plus six words. Classified display z - : ; '. ' 0 5
ads $115.00 per column inch. Standard 2-color avail- - i ¥ B l\.\ 'd P tt G

ableon classified display ads at $175.00 additional, All p O ¢ s, o ‘]C Jl U Inb l eens
classified ads must be received by the publisher before ! . - . ' . U
the first of the month preceding publication and be ] \\ mhk‘“k [lll[lm'_’ areens are ”ll’ fastest orowing
accompanied by check or money order covering full ) N i ola g o
payment. Submitads to: Lawn & Landscape, 4012 Bridge & seoment of the S20 Billion a vear golf industry
Ave, Cleveland OH 44113, Fax: 216/961-0364, o ' 8 '

¥
Reasons to call us;
m I ll -es ) ”ll;( Profit Center \'
BuSiness op Fasy Install Process FREE IDEO
SELLING YOUR BUSINESS? » Carry NO Inventors

FREE NOBROKER \ i 3 Excelleat Add-On Service
APPRAISAL FEES : Dt it !
Residential & Commercial
Profeisionch :::ilnn.“ Conauiionts ' fegen \ * [ tlize Existing Equipment
es : 4
P i o Buv Manufacturer Direct
SN % |
& 1y % ' X Many Extras
3 (9 ) 5 »
i el 800-334-9003
.

Merger & Acquisition Specialists

Professional Business Consultants can obtain

purchase offers from qualified buyers without 2 | . Py "' “““tall ' rooreenSncom
disclosing their identities. Consultants’ fees -
FRANCHISE OPPORTUNITY

are paid by the buyer.
708/744_6715 Mow-N-Go® 205/541-1900 Lawn Maintenance/Snow Removal service
segment of business — For Sale:

CALL:
» Established (12 + years) turnkey, full-service

SA BRIRA AL FINANCING commercial / residential company located in
LET THE GOVERNMENT FINANCE your the Madison area (one of the top cities in the
TURBO TECHNOLOGIES INC. small business, Grants/loans to $2,200,000. nation to live in, buffered by local government
(www.usgovernmentinformation.com). and university campus).

RN Free recorded message: 707/ 448-0330. (OB6) * $550K + sales for 2000. Consecutive growth of
"ri.-j-R BO ' URF TY $75 - $100,000 over past three years.
Bus"!ss OPPORTUNI ; * $90K + in pre-pay snow and lawn maintenance

HYDRO SEEDING SYSTEMS Attention: Lawn & Landscape Professionals TR .
Two established product lines now available 4! $ :
’ 2 : 3 4 Apishs For more information contact:
with exclusive territories. Offer FREEDOM OB o fadi W1 53744.592
FENCE™ & DRIVEWAY ALERT™ to all your PO Box 45922, Madison, W1 53744-5922
C}Momvrc and \\'alc!}, vnut bnnumAlmv s«“qr!! Positions available (management/leads/ crews/
Call us today at 800/828-9089. Made in the USA. office personnel) for spring. Please respond to

PO box above.

BUSINESS OPPORTUNITY
) LAWN #

|[FOR FREE HYDROSEEDING INFO & VIDEO, CALL

TURBO TECHNOLOGIES, INC

1500 First Ave., Beaver Falls, PA 15010

1-800-822-3437
WWW.TURBOTURF.COM

" TN 0CTOR

OPPORTUNITY! - Tremendous growth potential

Use/market, new technology liquid slow-
release fertilizer, micro-nutients, adjuvants, - Proven Bupml‘t BthemS
drift control, seed treatments, etc. - Afforda pOﬂ't"nj
BUY DIRECT FROM MANUFACTURER ble op ty

Free Catalog - 800/832-9635 - Spend time outdoors
Fax: 320/238-2390 - No exwiex]w nemsary

Email: kmfranke@hutchtel.net
FOR FREE FRANCHISE INFORMATION CALL
1.800.631.5660

The cure for
the common job.

KEEPING LAWNS HEALTHY FOR LIFE.

196 MARCH 2002 www.lawnandlandscape.com LAWN & LANDSCAPE
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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 (539.95)
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 in-
formation on what needs to be included in your
contracts, selling on contract, establishing realistic
goals to grow your company and much more.

MARKETING & SALES (539.95)

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. Leam the who, what, when, whereand why’s
of the lawn industry. Sales do not just happent!

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.

Other material available:
DE-ICING & SNOW REMOVAL ($39.95)
“Don’t let you profits melt away”
ESTIMATING GUIDE ($34.95)
“Residential & Commercial”
SELLING & REFERRALS ($39.95)
TELEPHONE TECHNIQUES (524.95)
"Answer with a smile”

Mail check with your order and send to:
#1 Profits Unlimited
3930-B Bardstown Road, Louisville, KY 40218
800/845-0499
Visa, MasterCard,
Discover, American Express
www.profitsareus.com

Businesses for Sale

COMMERCIAL LANDSCAPE
MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County, California. Established 20 years, $5.5
million annual sales, $2.7M or equity partner.

Great opportunity for out-of-state company to
expand into Southern California. 714/401-9128.

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

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.

COMMERCIAL LAWN
MAINTENANCE

Lawn maintenance company located in one of

the country’s fastest growing areas, Loudoun
County in Northern Virginia. 40% municipal,
40% HOA and 20% residential and snow re-
moval. 11-year-old company with well estab-
lished customers and crews. Sale in excess of
$320K, with far more potential. Absentee owner
takes home $50K. Please call 703/431-2666.

LANDSCAPE CONSTRUCTION
COMPANY

Well-Established, 20-year Landscape
Company Boston, Massachusetts Area.
Annual volume $3.1 million PLUS!

Company breakdown

= 70% Construction

¢ 20% Maintenance

¢ 10% Snow Operations
Well-managed and organized operation with a
meticulous fleet. Will sell with or without the
real estate, which has all the necessary provisions
for repairs and parking.

The 2001 backlog to date is $2.9 Million!
Contact GLOBAL BUSINESS EXCHANGE
MR. JOHN F. DOYLE at: 781/380-4100

Education

CHRISTMAS SEMINARS

LEARN HOW YO DESIGN, SELL, PRODUCE
& INSTALL CHRISTMAS DISPLAYS.
Landscapers--turn slow time into big profit months!
Be there! Call Debby Claypoole for info and brochure.
MAY 30, 31, JUNE 1, PITTSBURGH, PA.
1-800-303-1380

For Sale

U 275 LANDSCAPE DESIGN KIT 3
i \!"10'0.-,,; 48 rubber symbols of trees,
AN x| shrubs, mf more. 1/8° scale.
AE -\ Stamp sizes from 1747 10 1 34",
fxﬁ;v'i‘_‘- _;! $6.50 s/h. VISA, l::uwc;; [3
y ) hipped next . Check

YhEraEeetiGl s omont 3 wooks. X a7 7o%nn,
¢ AMERICAN STAMP CO.
12250 Rising Rd. LL22, Wilton, CA 95693

FREE BAOCHURE
. Local s16-687-7102 TOLL FREE 877-687-7102

C&S Turf Tracker Spreader /Sprayer
* Includes Mid-Atlantic 12’ tandem trailer
* Only one year old - under 200 hours use
* Paid $15,000 new - asking $11,500
732/817-9400

1
i
Ul

it \ = [ B J i ]
ekl e

HYDROMULCHERS
Usedhydromulchers.com

GPS VEHICLE TRACKING
No Monthly Fees
Call 800/ 779-1905
www.mobiletimeclock.com

HYDROSEEDING
EQUIPMENT/SUPPLIES

T-F-C-H-N-O«L-O-0~1-E-3

* EC3000 Tackifier *
* Hydro Seeders *

* Straw Blowers x
New & Used Equipment!!! 2

o U

One-Stop Shoppin,

3380 Ree. 27 W., Unk JA, Branchburg, W) 08874
£00-745.0551 ©908-707-08000Fax: $08-707-1445

www.ErosionControlTech.com

HYDROSEEDING/

HYDROMULCHING EQUIPMENT
AND SUPPLIES

Hypro SeepinGg HELPER

Slicky Sticky.com
800/527-2304

HYDRO-MULCHING

MACHINERY

TurfMaker®
Sod-Ouality‘Results

A High-Performance Real
Hydromulching Machine

« four minute loading
« instant mixing

+ thick mulch

« long hoses

« no clogs

TurfMaker Corp.

Please reply to e-mail: www. turfmaker.com 800-551-2304
jschwiering@norrisandcompany.net
LAawN & LANDSCAPE www.lawnandlandscape.com MARCH 2002 197
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80-inch Big John Tree transplanter. 7 years old.
Mounted on 1985 Ford FT8000. $35,000, in good
condition. 404/317-7703

CYBERSPRINKLER

CYBERSPRINKLER
Sprinkler Parts On Line For
The Professional Contractor
HUNTER-RAINBIRD
&

All Related Components
Best On-Line Pricing
SAME DAY UPS
Visit Us On-Line At
www.cybersprinkler.com

EQUIPMENT FOR SALE
FMC Tree Sprayer — pull type, 300 gallon, 800
psi, 25 gpm, fiberglass tank, 23 hp Wisconsin en-
gine, 150-foot hose, 2 hand guns. Valued at
$4,000. Make offer. 970/523-1924.

1999 Finn 816 Bark Blower with 813 hours
mounted on International chassis with 466 en-
gine and six speed transmission. Blower features
remote control, 500-foot hose & reel, automatic
tarp system, advertising panels. Excellent con-
dition, 419/893-5296

Measure area quickly and accurately. Stop
guessing square footage! Just wheel the DG-1
around any perimeter and instantly know the
area inside. www.measurearea.com 760/ 743-

[d
E
2

Dingo 322 with accessories and trailer. 2 years
old - 132 hours. Mint condition. 860/769-6598

EQUIPMENT FOR SALE
FMC Tree Sprayer — 1,000 gallons, 60 gpm, 800
psi, stainless steel tank, 65 hp, Wisconsin engine,
300-foot hose, 2 hand guns, skid mount. Valued
at $13,000. Make offer 970/523-1924.

USED EQUIPMENT
Used fiberglass trugreen rhino bodies refur-
bished or as is. Any spray system can be
mounted inside of the unit. We custom fabricate
any type of spray vehicle for you. If interested
please call us at 614-873-3719

Call Jennifer Halas
a800/456-0707

to advertise in the

Lawn & Landscape classifieds.

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
407/320-8083. Email: Hortsearch@aol.com
Website: http:/ / www.florapersonnel.com

LANDSCAPE MANAGEMENT

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

CAREER OPPORTUNITIES

@% CAREER OPPORTUNITIES

With Northern California’s Largest
Independently Owned Landscape Company

WWW.CAGWIN.COM

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

HORTICULTURALJOBS.COM

Search Jobs - Post Resumes
www.horticulturaljobs.com

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

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 Manag-
ers & Project Managers to continue our growth.
Opportunities available in 3 of our 5 facilities ~
Wauconda, Roselle & Naperville. Maintenance
managers supervise & train multiple crews. Project
Managers will bid, sell and service new commer-
cial construction projects. 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:greatjobsare@acresgroup.com.
Surpass your own personal expectations in a
fantastic team environment.

Visit our Web site at www.acresgroup.com for
more career opportunities!

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

EXCITING CAREER

OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Comie Join One of the Largest Vegetation
Management
Companties in the United States

DeAngelo Brothers, Inc. is experiencing tremen-
dous growth throughout the country creating
the following openings:

General Managers

Division Managers

Branch Managers

We have immediate openings in:
MO, PA, GA, IL, Mass

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 excel-
lent 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.
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SALESPERSON WANTED
Rapidly growing, 26-vear-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 ability to ob-
tain “certified arborist” designation, some knowl-
edge of turf diseases and a burning desire to build
his or her own business within a business.

This position has excellent income potential. Re-
newal commissions afford a great opportunity
to build a personal long-term business within
our current corporate structure

Compensation package includes base salary, ex-
cellent commission and renewal structure, com-
pany medical/dental/ retirement plans and on-
going company training.

Qualified candidates should send resume, with
salary history or call for interview. Direct inquir-
ies or resumes to:

Winkler’s Tree Service
Mr. Scott Franz, Director of Operations
PO Box 1154
LaGrange Park, Hlinois 60526
708/544-1219
email: info@winklerstreeservice.com

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.

jobl}gg.net

7t

MAINTENANCE ACCOUNT REP

N.D. Landscaping, Inc.
Creating a place to grow!

Exciting management opportunity for an indi-
vidual who has the ability to positively moti-
vate and efficiently manage a diversified team
of maintenance personnel, Duties will include
scheduling, ensuring quality standards, moni-
toring of job budgets / costs, recruiting, training
and development of staff. Will work closely with
senior management developing and implement-
ing new systems and procedures. Qualifications:
3 years supervisory experience, ability to oper-
ate all equipment needed for maintenance op-
erations. College degree, Spanish speaker pre-
ferred. Please forward resume to
ND LANDSCAPING, INC.
PO Box 114, Topsfield, MA 01983
Fax to 978/352-8874 or Email to
NDLandscape@aol.com

GLENDALE SUPPLY CO.

IRRIGATION DEPT. MANAGER

An outstanding opportunity exists at our Mil-
waukee anct office for a sales oriented in-
dividual to assist with contractor orders,
walk-in customers & telephone orders. 3-5
years. Irrigation experience is required. The
successful candidate will have strong custom-
ers service background and a working knowl-
edge of sprinkler’s and related water systems.
Individual will be familiar with “RainBird,
Hunter, Irritrol” and other product lines. Dis-
tribution background including inventory
management, counter sales and computers is
a plus. Our company offers outstanding
wages & benefits along with a401k plan. This
position is available immediately. If interested

SPILLANE'S NURSERY &

LANDSCAPE

please fax 630/629-8406.

1 LOVE NEW YORK!

Come join one of the finest and largest family
operated, full-service landscape companies in
prestigious Westchester County.

Michael Bellantoni Ing, is a 39-year-old company
experiencing strong growth, creating the need for

* Division Managers
* Project Managers
* Operations Managers
* Forepersons
Responsible for day-to-day operations, estimat-
ing, supervision of field personnel. Qualified
applicants must have proven leadership abili-
ties and two-year horticultural experience. In-
centive pay, holiday/vacation pay, health/
simple IRA.
Fax or send resume:
Michael Bellantoni Inc.
121 Lafayette Ave
White Plains, NY 10603
Fax: 914/948-6473

Join Award-Winning
Landscape Team of Professionals

We are a 22-year-old design, construction, main-
tenance firm, north of Cape Cod, Massachusetts
We are secking qualified applicants for the be-
low positions

* Opceration/Production Manager

* Landscape Technicians

* Entry-Level Landscape Supervisor

* Irrigation and Lawn Technicians
Horticulture Degree with 2 to 3 years experi-
ence. We offer competitive salary, 401k, health
insurance. Excellent work environment, equip-
ment and nursery.

Spillanc’s Nursery & Landscape Co, Inc.
230 Bedford Street « Middleboro, MA 02346
Phone 508/947-7773
or fax resume to 508/946-4907

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 401K plan and commissions. Fax resume
to 856-321-0105, or call 215-927-9960.
Email:;jobs@GreenscapeOnline.com

%

Contact us at
recruiting@envind.com. significance.
Don't let a great
opportunity pass you by.
For more information

- Sales

our web site

www.envind.com

¥ ™ VALLEY CREST

Work With The Industry Leader!!!

You probably know who we are - maybe you have seen our bright red
trucks, our passionate employees who are among the most tenured in the
business, or a number of our Award Winning projects. We are Valley
Crest, a national landscape company and we work on projects of
We hire the best and brightest in the industry, pride
ourselves on a job done right the first time. and if you want to join a
winning team, we want to talk to you. We are always looking for
qualified individuals to work in the fields of:

« Supervision

» Project Management

Do you want to work with the Industry Leader on some of the
finest projects in town (perhaps even in your hometown)?

¢
o

- Purchasing
- Management

LawN & LANDSCAPE
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N < :
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

ProTurfEquipment.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

Insurance

Start-Ups and Franchises are our Specialty!
Competitive rates, ¢ umpn'hvn\ln' 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:
Snow Removal
Right of Way
Holiday Lighting
Herb./Pest. App Irrig. Install. /Sery
Tree & Shrub Serv Mowing & Maint
Spill Clean Up

Installation
Renovation
Fertilization

Contact one of our Green Industry
Specialists for a quote at
800/886-2398 or by fax al 614/221-2203

M.F.P. INSURANCE AGENCY, INC.

Landscape Equipment

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

Lighting

Holiday Lighting
Keep Employees Year Round

Y

Landscape Lighting
Offer High Margin Services

Training * Marketing * Supplies
Over 350 Locations in 47 States & Canada

m NiteTime

DECOR

800-687-9551

www.ChristmasDecor.net

en Theall-in-one

software for
landscapers

o True 32-bit Windows * Design, Uniimited Data Capacity
« Visual Job Scheduler, Job Costing, Street Mapping
« Automatic Maintenance Scheduling and Routing

« Automatic Invoicing, Phase Billing, Profit Tracking

« Track Work History, Matenal, Labor. Productivity

« Attach your own Pholtos to Customers, Job Sites

« Full Accounting: G/L, A/R. A/P, Payroll, Checking,
Inventory. Or link to QuickBooks *, Paachtree ", MS Office”

« Print Proposals, Invoices, Work Orders, Statements
Purchase Orders, Reports, Letters, Labels Send Email!

Only $799 complete.
Includes Free Supporl.’

a FREE de

1 00- 724 7899 ext.2

Supplies

Promotional yet economical
800/328-4009 » www.rndsigns.com

DOOR HANG BAGS

4 stock sizes. 800/328-4009

www.rndsigns.com

Top Soil Shredders

TOPSOIL PROCESSING EQUIPMENT

TIGER SCREEN™

A screening plant for skid steer loaders.

800-837-3344

Training
[TRAINING |

Inter-active software empowers your
employees with knowledge.
800/328-4009 » www.rndsigns.com

Turf Equipment

www.rittenhouseonline.com

Lown & Landscape Media Group
ARTICLE REPRINT SERVICE

Qur profess«oncléy designed article re-

prints can be used as direct mail pieces,
sales literature, training aids or trade show
handouts. Add your customized advertis-
ing message, logo, mission statement or
other valuable company information for
high impact promotion!

ARTICLE REPRINT
SERVICE
ol 800/456-0707

to learn more.
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COMPANY NAME WEB ADDRESS PGH RS#
www.adkad.com 106 101
190 138
www.alocet.com 194 141
... www.amleo.com 64 80
American Arborist www.arborist.com 9% 9%
American Isuzu ... WWW.isuzucv.com 115 49
American Steel Bulldlng 34
Aventis .. ... www.aventischipco.com ..... 53-56,109*
Ballard ... ... WWW.ez-gate.com 4
... www.turffacts.com ..... 3,29,30,31,119* .............. 11,20,21,51
B. & D. A. Weisburger ......... www.weisburger.com 9 60
BedShaper ... www.bedshaper.com 85 90
PEthel Salen ... 40800l www.bethelsales.com 90 93
BioPlex Organics 191 129
|7 e ST www.bobcat.com 81 36
Brouwer ... www.brouwerturf.com 182 118
Brown Mfg. www.brownmfgcorp.com 193 132
Buyers’ Products ... www.buyersproducts.com 39 24
Caterpillar ... WWW.cat.com 163* 55
CDS John Blue www johnblue.com 194 142
Chevy Truck ... www.chevy.com/silverado/ ........... T MR M R 13
Classen www.cl -mfg.com 189 124
Combined
Manufacturing .. ... wWw.spread4dmower.com 34 72
Concrete Edge www.concreteedge.com 40 76
Creative Curb www.ccurb.com 191 128
C&S Turf Care... www.csturfequip.com 100 9
Cub Cadet Commercial ....... www.cubcadetcommercial.com ..... 71 ..ccoorvvveucnnicninnnne 34
DeAngelo Brothers 32 70
Deer Off ... www.deer-off.com 85 89
Dixie Chopper ... www.dixiechopper.com 203 58
Dow AgroSciences www.dowagro.com 86-87 38
Deafix ... ..o www.drafix.com 123 53
Earth & Turf .. www.earthandturf.com 21 62
Easy Lawn . www.easylawn.com 25 65
Beio....l. www.echo-usa.com 22-23 18
Edgetec International www.kwikkerb.com 78 85
Excel-Hustler ......... www.excelhustler.com 170 11
Express Blowers www.expressblower.com ............... 61
Fabriscape ..... www.fabriscape.com
FFC.. www.ffcattachments.com
Finn. www.finncorp.com
Ford Truck . www.commtruck.ford.com
Frederick .... www.silverstreak.com 95 42
Glenmac . www.glenmac.com 107 103
GMC ... WWW.gMC.Com ...
Great Dane. www.greatdanemowers.com .......... ! PRSP S S 25
Green & Bio Tech.. www.sureturf.com 67
Green Industry Expo ........... www.gieonline.com ...
Greenlndustry
YellowPages.com ... www.greenindustryyellowpages.com ...... 181 ....cerrvecvvvunnnees 17
Gregson Clark ... www.gregsonclark.com 78,192 86,130
Hendrickson .. www.hendricksonbros.com
Horticopia .. www.horticopia.com
Hunter ... www.hunterindustries.com

www.husqvarna.com
www.tr3rake.com
www.selecticd.com

Irritrol Systems ... Wwww.irritrol.com
J.J. Mauget ... WWW.Mmauget.com 161 54
John Deere ... www johndeere.com 58-59,89 30,39

www.jrcoinc.com 190 126
... www.kawpower.com 177 114

Landscape Graphix ... www.landscapegraphix.com ........ L U TR et 106
Lawn & Landscape ... ... www awnandlandscape.com ...... 109,119%163*
Lawn & Landscape
Interactive Grub CD ......... www.lawnandlandscape.com ........ 179
Lawn & Landscape

Online Marketplace .......... www.lawnandlandscape.com .... 164-165
Lawn & Landscape

Online Sweepstakes ......... www.lawnandlandscape.com ...... 173
Lawn & Landscape

School of Management ... www.lawnschool.com..................... 171
Lebanon Turf

EROMUDES 5 cieitois hosimiraioss www.lebturf.com 27,91,121 19,40,52
Little Wonder .........cccoeseesss www littlewonder.com 168 137
LT Rich Products 94 95

A a

COMPANY NAME WEB ADDRESS PG# RS#
Marcus Drake Consultants 96 96
Marsan Turf .. www.marsanturf.com 190 134
Maruyama ... ... WWW.Mmaruyama-us.com 72 83
Middle Georgia

Freightliner www.middlegafreightliner.com ... 180 ........cccoocceermrurruens 116
Monrovia Www.monrovia.com 45 27
Monsanto .. www.monsanto.com 73-76 143

www.nebs.com 176 113

New Holland ....www.newholland.com/na/ ...... 10-17 138,17
Nu-Gro Technologies........... www.nu-gro.com 63 31
Oldham Chemical . www.oldhamchem.com 114 107
Pave Tech ... www.pavetech.com 105 46
PRGN bl i www.weedalert.com 37,65,113 23,81,48
Peco Power 96 97
Perma-Green Supreme ....... www.ride-onspreader.com ........... )1 SR AR 120
Pinehall Brick ... www.pinehallbrick.com 106 102
Planter Technology .. www.plantertechnology.com ....... 109 i ittt 125
Plantfind.com ... www.plantfind.com 167 56
Porter Ferguson .... ... www.lowellcorp.com 77 84
Practical Solutions www.theservicesolution.com ....... ) || ISR A 127
Rain Bird ... www.rainbird.com 69,93 33,41
Rainbow Tree Care .... www.rainbowtreecare.com 5 12
Ramrod ... www.ramrodequip.com 90 92
RedMax .. www.redmax.com 52,174 29,112
Richway Industries ...... ... www.richwayind.com 25 66
Rockaway 192 131
Robin Outdoor Power

Equipment . www.carswelldist.com 187 121
Roots ........... www.rootsinc.com 32 69
RotaDairon www.mge-dairon.com 112 104
Sava-Tree www.savatree.com 188 123
SRS s WWW.scag.com 47 28
Scotts LawnService .. www.scottslawnservice.com .......... < AT . 63
Sensible Software . www.clip.com 11 47
Shindaiwa ... www.shindaiwa.com 10-11 14
Side Hitcher 84 88
o1 F LU www.silc-h2b.com 40 75
SIMA Symposium www.sima.org
Skinner Nurseries . www.skinnernurseries.com ..

Snapper www.snapper.com
Super Lawn Trucks .. www.superlawntruck.com
Syngenta Professional ......... www.syngentaprofessionalproducts.com

Products P36 171
Textron Golf, Turf ]

& Specialty Products......... www.textronturf.com 13,15 15,16
Toro Landscape

Contractor Equipment ..... www.toro.com 17 50
Toro Sitework Systems ........ www.toro.com 2 10
Tree Staple ... www.treestapleinc.com 28 68
Turfco ..... www.turfco.com 101 +
Turf Seed ... ... www.turfseed.com 83 37
United Horticultural

Supply ... www.uhsonline.com 178 115
Valley View www.valleyviewind.com 124 136
Vista Lighting ... www.vistapro.com 70 82
Visual Impact www.visualimpactimaging.com .. 116...........cccoourvveureee. 108
Walker ........ www.walkermowers.com 33 2
Weed Man .. www.weed-man.com 21 61
Wells Cargo www.wellscargo.com 188 122
Westheffer ... www.westheffer.com 106 100
PESTICIDE SUPPLEMENT
Aventis .. ..www.aventischipco.com ....... P18-P19
BASF ... www.turffacts.com P2-P3 155
Bayer ... www.bayerprocentral.com ... P28-P29 ...............ccooveee. 167
Dosatron ... www.dosatronusa.com P34 168
Dow AgroSciences www.dowagro.com P10-P11 161
J.J. Mauget .... WWW.mauget.com P35 170
Lawn Power & Equnpment .www.brandtekus.com P8,P34 158,169
Nitro Green .. ... WwWw.nitrogreen.com P8 157
ProSource ... WWW.prosource.com P13 162
Riverdale..... ... www.riverdalecc.com P4,P15 156,163
Sprayer Parts Depot » 159
RN 5ot i ot ibtssivent www.tuflexmfg.com P5 166
United Horticultural Supply www.uhsonline.com P21 165
Wellmark International P7 160

*Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape

advertisers.
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incentives to employees, | would spark a fire of great
operational returns. | dangled the proverbial carrot in front
of my employees and thought they would work harder and
longer because they could see the reward. It worked - but
only toa point. We got a lot more work done; the men loved
the bonus system, and they put in lots of overtime,
earning extra pay and bonuses. But all that really hap-
pened was that our employees became loyal to the dollar
and not to the company.

After taking a long, hard look at our numbers, we
found that with more than 100 employees and lots of work,
we were losing money. Not only were we in financial
straits, but also our employee turnover was horrendous
and, worse yet, quality took a nosedive, hitting us where
it hurt most - our hard-earned reputation.

Our approach seemed to be logical - we offered
bonuses on the amount of jobs completed and we paid
a lot of payroll and bonuses rewarding quantity.

Our problem? We did not understand the true mean-
ing and critical importance of the efficient and profitable
labor hour. True, you can get a lot of work completed
and you can set Up a bonus 5'\'.\1('“1 for rcwnrding qu.m-
tity, but the bottom line is that if you are not 100 percent
sure of your company’s numbers - bid estimates, com-
pany overhead and, most importantly, the need for a
sufficient net recovery within the actual labor hours sold
— you can lose your shirt, which we did.

So, I came up with abonus plan that is the heart of our
operations and wrapped an operations system around the
bonus plan. Each hour of operations has potential for a

bonus, The bonus is derived from saved or unused

) //$ ;,//:/ !0//

Devise a bonus plan that is wrapped around an
operations system.

Give a bonus based on saved or unused budgeted
time that is estimated for each job.

Do not allow overtime when estimating - keep
the workweek to 40 hours.

Train employees so they understand the bonus
program and operations system.

Link quality control to the total system.

Creating a Win-Win
Bonus at Carver’s

Years ago, I believed that if I simply offered bonuses and

budgeted hours that were estimated for each job, so
when crews work smarter and harder - not longer-ona
job, there is a windfall from the unused labor portion of
the estimated hours sold and they are bonused on that
saved time. Our payout for bonuses is normally time-
and-a-half or even double-time on many jobs, as long as
that employee completes his or her regular 40-hour
workweek. In this system, our employees found out that
they can make more money in 40 hours than they could
have made working time and one-half over 40 hours.

Our bonus system is linked to our whole operations
system. For example, when we estimate and scheduleajob,
we do not allow overtime to be calculated in - period.

We also set up a training program that teaches our
comprehensive operations system to all of our employ-
ees. Since the bonus
is built-in, em- lawnandlandscape.com
ployees quickly
learn how to bo-
nus themselves
and become our
partner in hitting maximum efficiency. This translates
into real net profits. Also, one of the best bonuses within
this system is that all our employees have lives of their
own that the company doesn’t pre-empt.

Our quality control is constantly trained and moni-
tored but a natural built-in double check is also incorpo-
rated into this system. If we have a call back, the same
crew that did the work the first time has to go back and
correctit, cutting into their scheduled and mandatory 40-
hour workweek. This prevents them from attempting to
complete other scheduled jobs with the opportunity to
come in under budget, thus eliminating additional bo-
nuses from the available 40 hours of productive time.
Perhaps one of the best qualities of our system is that our
employees understand it, calculate their bonuses and
take responsibility for themselves, their work and their
bonuses. If they mess up on a job and have to go back to
fixit, they pay the price with lost time. Itisnot adversarial,
it is not management taking away a bonus and it is not
at all like paying overtime, which rewards inefficiency
and poor quality.

With this system, we are partners in profit with our
employees and they with us. - Rick Carver

The author is president of Carver's Lawn & Landscape, New
Castle, Del.
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The Worlds Fastest Lawn Mower

Get The

Jump

On Your
Competition

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

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

niwvir nyﬂgg;n

AL GITUS | &1
The Worlds Fastest Lawn Mower

www.dixiechopper.com

765-CHOPPER
USE READER SERVICE #58



http://www.dixiechopper.com

Enhance Yo

esource 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.

Preserve OL'RESO urceces
Hunfer

The Irrigation Innovators
1940 Diamond Street, San Marcos, CA 92069 USA + 800-733-2823 + Fax: 760-471-9626 * www.Hunterindustries.com

USE READER SERVICE #59




