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FINN HYDROSEEDER" 
• V 

High Performance Hydroseeders 
Create Their Own Opportunities 

F I N N H Y D R O S E B D E R ' 
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The mechanical 
agitation of our Finn 
775 HydroSeeder 
can handle 50% 
heavier loads than a 
jet agitation machine. 
Mechanical agitation 
means faster mixing 
which allows us to 
spray up to two extra 
tanks per day." 

W h y s e t t l e ? 
The Finn T75 HydroSeeder™ offers the mulch capacity and performance of competitive 800 to 1000 gallon jet 
agitation machines at comparable pricing without requiring a commercial driver's license. 

The GVW of 9,990 lbs makes it ideal for towing behind 3/4 ton and one ton trucks and because it can mix and 
spray thick wood mulch and BFM loads you can accept more lucrative erosion control projects. 

The Finn T75 HydroSeeder™ also benefits from Finn's legendary reliability and durability standards allowing it 
to command industry leading resale value when it is time to step up to a larger machine. 

Call us to learn more about hydroseeding and we will show you how quickly 
Finn equipment will pay for itself and increase your profits! 

FiNN 
SMARTER WAYS TO WORK 

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

www.finncorp.com 
Finn Corpora t ion 9281 LeSaint Drive, Fa i r f ie ld , OH 45014-5457 
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TORO. 

Any job. 
Anytime 

< 

m . v r 

The Toro Dingo Compact Utility Loader. 
Throw us at your toughest 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 #1 1 



SEPTEMBER 2 0 0 4 • VOLUME 2 5 • N o . 9 

Systematic 
Success 
For the Pro Scapes team, where there's a 
service, there's a system for getting the job 
done right and keeping customer 
relations front and center.... 32 

Cover image: 
Hal Silverman 

FEATURES. 

Ready, Set, Go! 
Don't wait to set up your 2005 strategic plan. Set 
a date and start forecasting the future of your 
company today 

Mowing Pains 
By being mindful of economically friendly mower 
advancements and following some safety tips, 
contractors can limit daily aches and pains 

TTTTT. 

One-a-Day Fertilizers 
Fertigation has entered the residential and 
commercial landscape markets 

Best of the Web -
Damage Control 
Company policies are intended to keep operations running 
smoothly when problems arise, but creating a policy that 
works is half the battle. Lawn & Landscape Online 
Message Board users debate the pros and cons 
of establishing employee regulations 4 4 

All Hands On Deck 
Landscaping and decks go hand-in-
hand, but not every contractor is an 
expert in both. Use these tips to 
find a qualified subcontractor when 
clients request big-ticket 
outdoor living spaces... 9 2 

Product Spotlight - Sawed Off 
More contractors are expanding their pruning services to 
larger and higher branches. Use these tips to make 
sure you have the right tools for the job 9 9 

Product Trends - Preventing Weeds 
with Preemergents 
Preemergent herbicides stop weeds before they start. But 
knowing when, how and what to apply is all up to 
the lawn care operator 1 0 8 

SPECIAL SECTION: FALL FERTILIZATION 
Cool-Season Clues 

4 8 "P on your fall fertilization of cool-season 
grasses with these contemporary strategies 

Fiscal Fundamentals 
Pricing fall fertilization services accurately means 

5 8 considering more than just product costs 

72 

80 

86 

Deep-Rooted Rules 
Before offering tree fertilization services, a lawn care 
operator must establish a sound pricing strategy... 8 3 
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T S S S g ® ? -
No more mixing. No more spraying,.. 

Simply spread right f tom. the bag -

whether conditions are wet or dry, windy 

or calm - to kill a wide variety of 

broadleaf weeds. New Confront is 

available in fertilizer or as a granular weed 

control. Want to spot treat? No problem, 

^ihAÌitj, d ¿J.MAt,dtd^ 

k&ïhiuÀô t i l d i dctddllîj tOOhJj. 

we have a straight granular too. Visit 

your LebanonTurf Dealer or call 

1-800-233-0628 to find out more about 

the granular herbicide that works without 

spraying. And for a free copy of our 

Broadleaf Weed Control Booklet, visit 

www.LebanonTurf.com, click on 

promotions and enter coupon code 

LL3094. 

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

Confront is a registered trademark of Dow AgroSciences LLC 
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A New Lease on Life 
Leasing or buying trucks is a decision 
landscape contractors often struggle with. 
Here are some tips from truck industry 
experts on picking the 
best option T 1 V 

Landscape Trailblazers 
Trailers are becoming increasingly complex 
with tool racks, advertisements and other 
built-in features that contractors may 
incorporate into their 

operations T 1 4 

C A T B E L T S F O R M I N I H Y D R A U L I C E X C A V A T O R S 

YOU EXPECT. 
p v•. I 304 

YOU DEMAND. 
You demand more from your Cat Mini Hydraulic 
Excavator and the right belt can make all the difference: 

• Recently adjusted price ^ ^ p j p . ^ , 
• Stocked worldwide by Cat and Cat Dealers 
• Same-day shipping available for emergency orders 
• 13 percent higher wear resistance than other brands 

in independent testing 

To order or find out more: Visit www.cat .com, 
call 1 -888-OWN-AC AT or contact your local Cat Dealer. 

©2004 Caterpillar 
All Rights Reserved 

Caterpillar. The difference counts." CATERPILLAR 

USE READER SERVICE # 1 3 1 
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No 
Fleeting 
Decision 

As landscape contractors become more 
sophisticated so do the trucks many use to 
get the job done. Here are some options 
contractors should explore when 
stocking their fleets TnP 

http://www.cat.com


* 
Find this month's features, plus exclusive online stories, industry data-
bases and more at www.lawnandlandscape.com. 

LAWN St LANDSCAPE 
E-NEWSLETTERS - NOW READ 
ARTICLES WITH EASE! 
Lawn & Landscape is pleased to announce a change to the weekly Lawn & Landscape 

e-Newsletter. For your convenience, e-Newsletter subscribers are now able to access e-

Newsletter articles without logging onto Lawn & Landscape Online! 

After clicking on a link to a Lawn & Landscape news article, you will be directed to that 

article on Lawn & Landscape Online. From there, you can click the red link at the top of 

the page to log onto the Web site. 

All other areas of Lawn & Landscape Online will remain password protected. How-

ever, subscribers who are having trouble logging in or who have lost their user name or 

password can call Lawn & Landscape's circulation department at 800 /456 -0707 for 

assistance. 

Check out this month's Best of the Web 

feature, "Damage Control." This Web-related 

article eavesdrops on what Lawn & Land-

scape Online Message Board users had to 

say about their employee regulations 

concerning broken equipment and/or job site 

damage. Company policies are intended to 

keep operations running smoothly when 

problems arise, but creating a policy that 

works is half the battle. Turn to page 44 to 

learn more. 

^ LawncrLandscape 
^ Extras 

ONLINE EXTRAS 
Browse Lawn & Landscape Online 
for a collection of exclusive Web stories 
relative to this month's issue: 

Visit Lawn & Landscape September Online Extras to take a look at more photos of 

dynamic deck designs from landscape contractors and deck manufacturers. Also, visit 

the Lawn & Landscape Online Message Board to chat with other professionals about 

working with deck subcontractors. 

Interested in learning more about this month's featured company - Pro Scapes? Then 

check out the September Online Extras section to learn more about how the company 

uses customer e-mail addresses to improve client communication and to find out their tips 

for forming long-lasting relationships with their H-2B employees. 

WEB TOOLS 
DAILY NEWS 

Green industry news updates every 
day. www.lawnandlandscape.com 

rrr l i ' i ' r l l i V ^ V . V I 
A comprehensive list of confer-
ences, trade shows and seminars 
for the landscape professional. 
www.lawnandlandscape.com/ 
events 

A diverse collection of forms to 
help you run your green business 
more effectively. 
www.lawnandlandscape.com/ 
tools 

The industry's most interactive 
message board. 
www.lawnandlandscape.com/ 
messageboard 

A user-friendly index of the green 
industry, containing categorized 
information about contractors, 
dealers and suppliers. 
www.lawnandlandscape.com/links 

ASSOOAHONS 
An easy-to-navigate directory of 
local, state, national and interna-
tional industry associations. 
www.lawnandlandscape.com/ 
associations 

l i i / i ' . ' i i l ' i S E S B E l 
A growing compilation of industry 
products, complete with photos 
and manufacturer contact 
information. 
www.lawnandlandscape.com/ 
product 

t t ; K^nrr 
Jk ÉLUa LA 
An interactive listing of industry 
manufacturers and suppliers. 
www.lawnandlandscape.com/ 
marketplace 

MtU 

A one-stop shop for industry-
related books, CD-Rom training 
programs and other educational 
materials. 
www.lawnandlandscape.com/ 
store 
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V 
A M E R I C A N 
BUSINESS MEDIA 

We've changed ©ur spets! 
Now offering wholesale pricing on 

commercial Christmas lights and supplies! 

Poinset t ia T r e e ™ r a c k s — C o m m e r c i a l - g r a d e l ight 
ful l a n d h a l f - r o u n d styles strings in i n t e r m e d i a t e - a n d 
for h o l i d a y s or e v e r y d a y c a n d e l a b r a - b a s e styles 

Bulbs in d o z e n s of styles G r o u n d - m o u n t e d d isp lays 

Ca« today 
[ ¡¡Ur 20Ó4 

CREATIVE* 
DISPLAYS 
IWCOKPORATBD 

( 8 0 0 ) 733-9617 
Everything you need to ^ 
light up the holidaybI JpVVRaBt 

www.creativedisplays.com • paul@creativedisplays.com 
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A n d I 
T h e X - T r a - L i f t l 
w w w . K t r a l i f t . c o m 

i m a h o o 4 
i n L o u i s v i l l e 

I n d o o r s 

B o o t h #2616 
s i n t h e 

a r e a 

Just One Call C a n Make 

Your Business More 

Efficient Call Today 

or Visit our Websi tes! 

800.321.3741 
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D E C L A R A T I O N OF I N N O V A T I O N 

FERRIS Ferris - the innovation leader - pushes suspension technology to a 

new level. In 2005, standards will be surpassed. Ferris wil l bring 

you the latest in independent suspension technology and the most 

complete line of commercial mowers in the industry. 

Learn more about Ferris mowers with IS® Independent Suspension. 

Call 1-800-933-6175 or logon to www.Ferrislndustries.com 

http://www.Ferrislndustries.com


a s s e d • 

EXPO EVERYONE'S A WINNER! 
nm intmnmuonai Lmmt. Gmntmn I if you're going to the I nte r nat i o n a I Lawn, Garden 
C Powmr Equipment Expoultlon • ' o o 7 

2004 J & Power Equipment EXPO show in Louisville, KY 

this year make sure to stop by the Ferris outdoor 

booth# 7360. Demo any Ferris mower at the show 

and receive a FREE hat. You'll also have a chance to win one of 

these awesome prizes to be given away. 

FIRST PRIZE 
A Ferris IS® 3000Z zero-turn mower with 61" deck 

SECOND PRIZE 
2- tickets to a NASCAR race including airfare & accommodations 

THIRD PRIZE 
A Terry Bradshaw autographed football & a Ferris varsity jacket 

For official rules and regulations visit the Ferris website. 

w w w - F e r r i s l n d u s t r i e s • c o m 
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Power 
Accounting 

I'm not a big numbers fan. I took the minimum of math in 
high school and college. In fact, after being discharged 
from the Army I went to college planning to major in 
personnel management - but it required two semesters of 
calculus. Journalism turned out to be a better option. 

But you can't avoid numbers in business. In an ad 
agency job I had to use Excel to track and report on my 
department's performance every month. I don't like Ex-
cel, but these reports showed if we were making money. 

Writing for small businesses has given me an appre-
ciation of accounting. Company owners who are on top 
of their numbers game are happier, have more free time, 
make better decisions and make more money. 

Profitability is the biggest issue in any industry and 
the top reason for failure. Profitability is making money on 
the work you sell. Doing so requires basic "numbers man-
agement" skills. It's not rocket science, but it does require 
putting some time and effort into learning new things. 

What I'm saying is that better bean counting could be 
the answer to your business problems if you are having 
a hard time making a profit. 

Lawn & Landscape columnist Jack Mattingly is cur-
rently giving a series of seminars on "Growing Your 
Business" with the sponsorship of John Deere. I sat in on 
one recently and it struck me how important this educa-
tion was, and while the room was full, it should have 
been a much larger room. 

Here, in a greatly simplified form, is what Mattingly 
advises contractors to do in numbers management: 

1. Get your books straightened out because you need 
accurate numbers as the basis. Get all the numbers. 
Put them in the right places. Your computer prob-
ably already has Excel on it. QuickBooks is easier to 
learn and does not cost much. 

2. Track each job to find out if you made any money on 
it. Determine your break-even cost - the price you 
must charge just to cover your labor, materials and 
overhead for that job. Then add your profit margin. 
You can't afford to do a job for less, so walk away 
from one that does not meet your minimum and let 
a competitor who is going to join the ranks of failed 
businesses "win" the bid. 

3. Gradually use the information from No. 2 to improve 
the accuracy of your estimating and to improve your 
production efficiency. Decide which jobs, and types 
of jobs, and which personnel are making you the 
most money. Find out why. Fix problems you can 
now identify. 

4. Stop doing work that really costs you money. Try to 
do less of the work that only makes a little money, or 
make it more profitable. Do as much of the work that 
makes you a lot of money as you can. In fact, find out 
why and use that to market your company to get 
more of this work. 

At the end of his seminar, Mattingly advised attend-
ees not to go back to their companies and blow them up. 
He said implement change over time - six months or a 
year. But start now. 

Mattingly is giving three seminars in October: in 
Washington, D.C. on Oct. 1; in Tampa, Fla., on 
Oct. 8; and in Boston on Oct. 15. If you 
need to get your numbers straightened out, go to 
www.lawnbiznumbers.com. 

You can also get help from a local community college, 
a book, your accountant or your trade association. I 
strongly advise that you consider this. ID 
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WtFE was nervous. BANKS weren't interested. 
good thing there was John Deere 

647 stand-on Quik-Trak 

Brent Abshire 

Nothing Runs Like A Deere 

built Earthcare Management from zero crews to 14 in two years. John Deere, with 
a full line of tough 7-lron™ equipped mowers and Pro-Series™ handhelds, helped. 

"One day, I realized I wasn't cut out for a desk job, so I up and quit. The banks didn't want 
my kind of business. But John Deere took a leap of faith. They offered me credit—and at good 

rates, too. If you pay $189 a month for the first year/ 
they'll set you up with a trailer's worth of mowers. 

You can make money on that. 
J O H N DEERE 

Want to grow? Visit MowPro.com now to set up your Free Demo. 



More 
Client 
Questions 

Marty Grunder is a speaker, consultant, 

author and landscape contractor wth Grunder 

Landscaping Co. He can be reached at 

937 /847-9944 and via www.martygrunder.com. 

Successful sales people know the value of asking ques-
tions. In fact, I devoted an entire chapter in my book The 
9 Super Simple Steps to Entrepreneurial Success to the power 
of asking questions. Last month, I gave you several 
questions to ask your prospects and clients to learn more 
about what they need and want. This month, I wanted to 
share some questions you should ask your clients after 
the sale. The answers to these questions will provide you 
with the information you need to make your organiza-
tion an elite performer. 

1. Why did you choose to do business with us? It may 
seem obvious but many times the reason you think 
your clients chose you are not the real reasons they 
did. Find out why you were picked and see if you 
can't uncover a strategy that you should implement 
into your selling process. 

2. How important was the salesperson in influencing 
your decision? You need to know how much influ-
ence your salespeople have on the sale. In asking 
this question, you might find out you have a sales-
person who needs some work or maybe needs to 
find another job. You also might find out that your 
salesperson is the main reason you are successful. 

3. What didn't you like about the salesperson on 
your account? This may hurt, but in many cases you 
will get some great observations from your clients. 
On numerous occasions I have been able to show a 
salesperson exactly what they need to work on by 
sharing with them what a client said. 

4. What would you do differently if you were a sales-
person for our company? Your clients may give new 
techniques or ideas to improve your selling process. 

5. What would you change at our company if you were 
the president? Clients are impressed by people who 
care to ask them what they think. I have made hun-
dreds of small changes as a result of asking this ques-
tion. When you do this, you are almost making your 
clients part of your company. And the more your 
clients feel attached to your company, the better chance 
you have of them being a customer for life. 

6. Did we deliver as promised? Companies commit-
ted to delivering on their promises are the ones that 
make the money. You must make certain your cli-
ents are happy so they tell others. Word-of-mouth 
advertising is the most successful form of marketing 
for landscape companies. 

7. Would you recommend us to a friend or family 
member? If they say "No," you have some work to 
do. Start by doing whatever you have to do to make 
this client happy. 

8. What are some services that we are currently not 
offering that you wish we did offer? I have worked 
with several landscape companies all over the U.S. 
and Canada that were able to add other profitable 
services to their offerings just by asking their clients 
what else they could do for them. 

9. How was the attitude of the people who worked on 
your property? Clients want to work with firms that 
show, by their words and their actions, they appre-
ciate their customers. Think about a store or com-
pany that impresses you. How is the attitude of their 
employees? Call L.L. Bean sometime at 800/441-
5713 for an example of a company that understands 
the value of a great attitude. 

10. Did you know we offer (insert the service of your 
choice)? Your goal should be to sell more products 
and services to your existing clients before you go 
selling to new clients. 

There are many other excellent questions you can ask 
your clients after the sale. Ideally, the company president 
will ask these questions of select clients, either on the 
phone or in person. Written surveys with an incentive, 
such as entering a name into a drawing for dinner or 
making a small donation to a charity of their choice, will 
dramatically improve your chances of getting feedback 
to help your company. 

By the way, what challenges are you facing that I could 
help you with? E-mail your questions to nwisniewski@gie.net 
or fax them to Nicole Wisniewski at 216/961-0364, and we'll 
try to answer them in an upcoming column. ID 
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A hundred feet up a tree, man's best friend ain't his dog. 
The STIHL MS 200T. The Arborist 's Best Friend. 
The STIHL MS 200T is built to be the ultimate chain saw for working in trees. 
With a 7.9 pound powerhead, it's one of the lightest, most well-balanced, 
gas-powered chain saws on the market. The STIHL MS 2 0 0 T - it's the saw 
built for the pro. Are you ready for a STIHL? 
1 800 GO STIHL • www.stihlusa.com 

® 
I f H f 

Number 1 Wor ldwide 
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Estimating 
With 
Production 
Rates 

Jack Mattingly is a green industry consultant with 

Mattingly Consulting. He can be reached via email at 

jkmattingly@comcast.net, through his Web site 

www.mattinglyconsulting.com or at 770 /517-9476 . 

All landscape contractors have challenges with estimat-
ing. Many contractors question if they have estimated 
jobs properly and many feel that there is a better way to 
estimate but are not aware of solid techniques. Here is 
some clarification on the subject of estimating that can 
help you develop your own useful estimating system. 

First, remember that estimating is different than pric-
ing. By estimating, we are essentially giving our best 
guess as to what materials we will use on a job, which 
subcontractors we will hire and the total man-hours it 
will take to finish the project. 

ESTIMATING INSTALLATION. Looking at an easy 
landscape installation, we can put rudimentary estimates 
to the test. For this small project, we must establish 
production rates for installing each type of plant mate-
rial. Looking at similar projects you've done in the past 
will help you compile a list of the various plant sizes, etc., 
and begin establishing a production rate for each size. 
For example, history may tell you the following produc-
tion rates for specific plant sizes: 

Plant Size 
1 Gallon 
3 Gallon 
2-inch Caliper 
3-inch Caliper 
Sod 

Production Time 
0.15 Hours 
0.30 Hours 

2 Hours 
3 Hours 

150 Square Feet/Hour 

Once you have established production rates, calcu-
late the quantities of each plant type or size to determine 
the total man-hours estimated to complete the installa-
tion. Segments that do not lend themselves to production 
rates may still require guesstimates. Also, areas that 
should be itemized on estimate sheets but are often 
forgotten are travel time, loading, clean up, watering, 
dump fees and delivery. By listing these items, you will 
have a reminder to consider the man-hours for each. 

In your calculations, list the materials you will use on 
the job along with the price you pay for those materials, 
including taxes. You need to mark up these materials to 

recover a portion of your overhead. This mark-up per-
centage is a result of your pricing strategy. This percent-
age and the amount that you need to charge per man-
hour all stem from analyzing your financial income state-
ment and the projected overhead of your company. These 
rates vary widely by company and can be complicated to 
calculate, so don't hesitate to ask a consultant or industry 
colleague for help, if needed. 

ESTIMATING MAINTENANCE. Emphasis on pro-
duction rates also is very high when estimating mainte-
nance accounts. Again, use your own calculations or 
historic information to determine rates like these: 

Equipment Type 
21-inch push mower 
36-inch walk-behind 
61-inch riding mower 
Stick edging 

Production Rate 
5500 square feet/hour 

25,000 square feet/hour 
72,000 square feet/hour 
10,000 linear feet/hour 

Additionally, consider establishing subcategories that 
take difficulty into account. For example, mowing on a 
slope or around trees will be more difficult and take 
longer than mowing a ball field. 

For functions such as pruning, it is difficult to estab-
lish a production rate per 1,000 square feet. I find that 
most contractors estimate these hours the old-fashion 
way - by guessing. However, when you do this I recom-
mend getting a second opinion from a field employee, as 
they are often the best estimators. 

To calculate rates for other functions, use a stopwatch 
and a measuring wheel. Go into the field and time your 
employees using various pieces of equipment. Measure 
the square footage and /or lineal footage of the area and 
use those numbers to calculate the production rates. Use 
the same approach with your installation crews and time 
how long it takes to plant different materials, lay pavers, 
etc. This process will take time but you will never be 
comfortable with your estimates until you can transform 
them into production rates as much as possible. ID 
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Personnel 
Files: That's 
Confidential 

Jean Lieawright is president of 

Seawright & Associates in Winter Par*, Fla. She 

can be contacted at 407/645-2433 or 

jseawright@seawrighf.com. 

This month, ]ean Seawright continues an in-depth look at managing 
personnel files with a discussion of handling confidential documents. 
See her July 2004 column for information on other documents to 
include in employee files. 

As discussed last month, employees' personnel files contain 
documents such as application forms, performance appraisals 
and disciplinary notices that are used to make employment-
related decisions. An extension of this file is the "confidential 
file," which should be kept separate from personnel files and 
should not be used to make employment-related decisions. 
Confidential files contain documents and information that 
could be considered potentially discriminatory, such as infor-
mation referencing race, creed, color, sex, religion, age, na-
tional origin, disabilities or other protected classes defined by 
federal, state or local fair employment regulations. By remov-
ing this type of information from your personnel files, you can 
eliminate one source of liability and strengthen your compli-
ance posture. 

CONFIDENTIAL FILE DOCUMENTS. Your confidential 
files should contain the following documents: 

• Criminal background records 
• Motor vehicle records 
• Reference check documentation (Although these docu-

ments may not contain protected information, many 
employers that allow employee access to the personnel 
file are sensitive about employees reviewing comments 
made by previous employers.) 

• Drug test results 
• Background inquiry release form 
• Health or medical records or health histories (To limit 

liability, these should request only job-related information.) 
• Family Medical Leave Act (FMLA) forms 
• Results of investigations related to the employee 
• Workers' compensation claims and background checks 
• Health insurance enrollment forms 
• Life, disability, 401 (k), profit sharing or other documents 

with birth date, race, sex and other protected information 
• Pictures of employees for photo identification cards 
• Copies of driver's licenses 

FILE SECURITY AND PRIVACY. There is no federal 
privacy law covering the private sector, nor is there any 
uniform definition of what constitutes an invasion of 
privacy. Consequently, there is much debate over file 
contents, access to medical records, release of personnel 
file documents and information, and, lately, even re-
quests for Social Security numbers, which are required 
for reporting taxes and for criminal background inquir-
ies. To limit liability, employers should become familiar 
with and abide by any state requirements related to 
employee record-keeping and should implement a "need-
to-know" policy that identifies persons who may have 
access to employee records. 

Typically, companies allow personnel files to be ac-
cessed by human resource professionals, owners and 
managers who are responsible for conducting perfor-
mance and / or pay reviews. Confidential file access should 
be strictly limited to only owners and human resource/ 
benefit professionals. Both files should be retained in 
securely locked files. 

Because of the recent sensitivity surrounding per-
sonal information maintained in employer files, many 
companies have implemented privacy and employee 
records policies that communicate what types of records 
are retained, how they are retained, who has access and 
how information is provided to legally authorized or 
company-authorized entities (for example, auditors). If 
you elect to implement a policy of this nature, it should 
be added to your employee handbook. 

FINAL POINTER. NO wonder there is so much confusion 
about personnel files. Even so, employment-related docu-
mentation is absolutely essential to meet the burden of proof 
required by government agencies and to justify your em-
ployment-related decisions. So what's the bottom line? 
Don't guess when it comes to your company's personnel file 
practices. Improper maintenance and retention of employee 
information can expose your organization to a variety of 
legal problems - and it's not likely that these regulations will 
go away. In light of growing privacy concerns, employers 
should anticipate expanded coverage. ID 
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INDUSTRY EVENTS 

Legislative Day on the 
Hill: A Capital Idea 
WASHINGTON, D.C. - There's nothing like 
an election year to bring the nation's politi-
cal pulse to a collective boil. But neither is 
there a better time for advocates of any 
cause or industry to band together as a 
delegation with a worthwhile message. 

That was the objective of more than 200 
green industry professionals when they took 
to the streets and congressional offices of 
Washington, D.C., last month in the 15th 
annual Legislative Day on the Hill, orga-
nized by the Professional Lawn Care Asso-
ciation of America (PLCAA). Armed with 
the legislative background and first-hand 
accounts of prominent industry issues, del-
egates from more than 30 states met with 
their senators and congressional officials to 
keep concerns including H-2B, association 
health plans, water regulations and indus-
try-related funding top-of-mind for the com-
ing year. 

"The folks who come to our Legislative 
Day stand out as leaders in the industry and 
we know that there are a lot more of those 
leaders who haven't had the opportunity to 
come to the event and really experience how 
much we can do," says Tom Delaney, 
PLCAA's vice president of government af-
fairs. "We've worked hard to get as many 
people as possible from as many states as 
possible so we can make an impact as smaller 
delegations and as a whole group." 

Weed Man executive Phil Fogarty, who 
organized this year's Renewal & 
Remebrance portion of the Legislative Day, 
agrees with Delaney and notes that anxiety 
associated with congressional meetings can 
be valid but also exhilarating for industry 
folks who are hesitant to participate. "It's 
understandable to be nervous about com-
ing to Capital Hill because you always have 
to be 'on' when it comes to talking about the 
details of the issues at hand," Fogarty says. 
"But at the same time, professionals in our 
industry deal with these issues hands-on 
day after day. They know the issues, they 

know what the 
problems are that 
they face and it's 
those concerns that 
members of con-
gress need to hear 
first-hand at these 
meetings." 

As a Cleveland-
area contractor, 
Fogarty and a group 
of industry del-
egates met with 

PLCAA President Jim Campanella addresses the Day on the Hill 

audience. Photo: Lauren Spiers 

aides from the offices of Ohio Sens. Mike 
DeWine and George Voinotfich, as well as 
with assistants of Rep. Steven LaTourette. 

Joe Drake, president of J.F.D. Landscapes, 
Chagrin Falls, Ohio, also participated in these 
meetings - and came prepared. "The H-2B 
issue is really key for us to focus on this year 
because of the visa cap being reached and so 
many companies not receiving their work-
ers," Drake says. "I brought dozens of appli-
cation forms that were submitted to my com-
pany by people who were unemployable or 
didn't show up for work, and also a copy of 
a check I wrote out just a few days ago for the 
premium processing fee that's supposed to 
make sure we get our workers on time. We 
need laborers and we can't find Americans 
to work these jobs, and it's become almost 
mandatory to pay this $1,000 premium pro-
cessing fee, but now no one can be certain 
that we'll even get the workers we request." 

In addition to discussing H-2B reform, 
Hill attendees urged their legislators to con-
sider the benefits of association health plans, 
the 21st Century Water Commission and 
continued funding for the National Turfgrass 
Evaluation Program. 

Of course, the Legislative Day on the Hill 
was not solely designed to benefit members 
of the green industry. Indeed, the two-day 
event began with nearly 200 lawn care, land-
scape and tree care professionals donating a 
day to beautifying the grounds at the Ar-

lington National and Old Congressional 
Cemeteries in Washington. This event 
marked the 9th annual Renewal & Remem-
brance Project associated with the Legisla-
tive Day on the Hill event. 

"We wanted to give back to the armed 
forces and the American people," Delaney states. 
"We thought that helping to care for this hal-
lowed ground would be a great way to do so." 

The group pruned trees and shrubs, fer-
tilized, sodded, mulched and performed 
other needed tasks to help improve the green 
spaces at Arlington National Cemetery. Sod 
was laid on the most recent gravesites. 

The total value of the services and the 
products donated was more than $100,000, 
and more than 235 acres were tended to 
during the four-hour event. 

"PLCAA's Legislative Day and the Ar-
lington National Cemetery project combine 
the opportunities of congressional visits by 
lawn care and landscape companies to se-
cure their business futures and to volunteer 
our industry trade. It is an honor to pay 
tribute to this historical resting ground with 
our green industry knowledge," says Gary 
Clayton, executive vice president of PLCAA. 

In addition to PLCAA, one of the co-spon-
sors of the event was the Associated Land-
scape Contractors of America. For more infor-
mation on PLCAA, visit www.plcaa.org, and 
for more information on ALCA, visit 
www.alca.org. - Lauren Spiers 
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Fall Turf Problems Present a 
Sales Opportunity for Targeted 
Weeds and Pests 
Fall can be an important selling oppor-
tunity for lawn care companies for a 
number of reasons. First, homeowners 
who have tried to do it themselves have 
failed and weed and insect pest activ-
ity has increased to unacceptable lev-
els. Second, competitors may have 
failed in their service and the customer 
is ready to hire a company that can get 
the job done. Or, third, your sales staff 
may have more time to prospect in 
the fall than during the busy spring 
season. / 

There are good business reasons to make fall a selling 

season as well. Sales in the tall enhance your year or help you 
• y 

recover from a poor spring or summer sales season. Fall can . * 
w Jr ^Kfc' 

also be viewed as the kick-off time for your coming season 
sales. And, with the right products, a fall sales push can help y 
you get weed-infested turf in shape for normal maintenance un- y 
der your spring program. 3 \ ! 

BASF 
PROFESSIONAL 
TURF. 

Customer Driven Solution Series 

Sponsored by BASF Professional Turf 



Fall Lawn Rescue 
Drought or other weather-related stress during the season can result 

in lawns that are clearly infested with crabgrass or broadleaf weeds 

by fall. Or the problem could be a lack of maintenance or poor main-

tenance. Regardless, the business opportunity is there for a rescue 

service. 

Drive5 Herbicide offers lawn care companies a number of fall 

business opportunities. It is labeled for cool- and warm-season 

grasses (except St. Augustine) and it controls crabgrass, other grassy 

weeds and broadleaf weeds. 

Sold only to professional applicators, Drive5 offers the advan-

tage of al lowing weed control 

without residual effects that pre- 1 1 I I I * f i l l I f l 

overseeding. With 

you can eliminate the customer's jj W 6 6 ( I S 3 T 6 

weed problem and then over- ^ ^ ^ ^ B f T ^ . 

seed immediately. You can also tne growin 
use it to treat weed problems on ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 

young turf. 

Fall provides an excellent application window since weeds are 

growing and susceptible to control, and the growing conditions are 

excellent for seeding (as long as temperatures remain in the range 

for seed germination). Label directions show that Drive® can be ap-

plied either before or after seeding (see label for specific directions). 

As a part of your next season sales strategy, Drive® allows you to 

sell and take on new accounts in the fall, control the weed problem, 

establish new turf and begin your spring program using a preemer-

gence herbicide. As a fall program, this allows the customer to begin 

the new growing season with an established lawn that only requires 

normal program maintenance. 

For lawn care companies, Drive® offers an opportunity to visibly 

help customers in the fall when the problems are obvious, increase 

revenue and get a head start on new accounts for the coming year. 

Fire Ant Control 
Fire ant activity often picks up during the fall after the heat of the 

summer has passed. Fire ant control is an obvious business oppor-

tunity in the infested region of the United States, but fall presents an 

ideal option to gain control and sell new accounts. 

The biology of the fire ant mound is an important element in your 

control and sales strategy. Research shows that the best control is 

often gained in the spring or fall, and that applications done at the 

wrong time of the year can result in poor control and may actually 

only cause the colony to move the location of the mound. 

Cool weather in the early spring or fall, ideally around 70 de-

grees F, means the workers are actively foraging and the queen is 

closer to the surface in the mound. In hotter weather the queen will 

move deeper within the mound, which can make it more difficult to 

control the queen. And control l ing the queen is the key to eliminat-

ing the colony because a queen can lay thousands of worker ants per 

day. 

all provides an excellent application 
weeds are growing and susceptible t 
the growing conditions are excellent fc 

A major business decision is how to structure your fire ant con-

trol service. Some companies bundle it into their existing lawn ser-

vice, while others make it a stand-alone service. Others may do both 

- make a part of their existing service for clients and sell it to pro-

spective clients as a stand-alone service. 

If your decision is to include fire ant control as a part of your lawn 

care service, then make sure your prices allow for the work and a 

profit. 

Another important factor in this decision is that you are selling 

and pricing fire ant control as a maintenance service. University stud-

ies show that fire ants can never be truly eliminated from a yard or 

property because even if that is accomplished the area may be re-

infested in a matter of months. Fire ant colonies compete with one 

another and thereby establish a limit for a given area. If that area 

becomes free of colonies, it is only a matter of time until new colo-

nies wil l move into the open area. 

Control options can be customized to fit the customer's need. 

For corporate clients, liability concerns usually mean that an on-

going control and prevention program be in place. 

For residential clients, service can range from a one-time treat-

ment to eliminate the problem for an outdoor wedding or other event 

to a planned program approach that offers ongoing prevention. One-

time treatments use a bait product like Amdro Pro® first then wait 24 

BASF, 26 Davis Drive, Research Triangle Park, NC 27709. 
Call (800) 545-9525 or visit www.turffacts.com. 

http://www.turffacts.com


hours and apply an insecticide drench application to reduce the popu-
lation to where it is not a threat. 

Treatments with Amdro Pro^ Fire Ant Bait two or three times 
per year may be adequate to prevent fire ant colonies from es-
tablishing. A number of products are labeled for mult iple appl i -
cations per year to control fire ants, but one application in the 
spring and one in fall is standard. For applications that target 
prevention it is recommend that the entire yard be serviced even 
if only one mound is visible. Again, control of fire ants is di f f i -
cult, so work to reduce activity. 

Educating the customer about 
the insect biology, the need for 
control and your service options 
and benefits is a critical step in 
your sales program. Some com-
panies produce door hangers or 
other literature based on their ser-

vice philosophies and programs, then contact customers to sched-
ule sales calls if they are interested. 

Because there are numerous products labeled for fire ant control, 
including consumer products, consumers might be misinformed 
about a professional control program. Most fire ant products are 
granular formulations that look like they are easy to apply with a 

window since 
j control, and 
or seeding. 

hand-held or broadcast spreader. Due to timing or other problems, 
consumers might not gain the control they want, and by the fall fire 
ant mounds in their yard show they need professional help. 

Many professional lawn care companies recognize the value of a 
two-step program for fire ants. Step one is to do a broadcast bait 
treatment around the area of the mound. The goal is to get the bait 
into the mound and kill the queen. Step two is to use a contact insec-
ticide to eliminate foraging workers. 

A two-step program can be accomplished by applying Amdro 
Pro^ granular bait around the mound and the entire yard and giving 
the colony 40 to 72 hours to work. Slower-acting baits are effective 
because they can be distributed throughout the mound before any 
effect is noticed by the colony. 

The second step is to apply a contact insecticide, such as Bifenthrin 
Pro^, to eliminate foraging workers. Bifenthrin Granular^ can also 
be used to control workers. 

An advantage of this program is that the input cost is limited. In 
comparison, retail fire ant products may cost $20 to treat 5,000 square 
feet, while Amdroc* granular costs $3 or less for the same area. 
Amdro^also offers cost benefits in comparison to other professional 
products. This means that your service provides excellent control 
and can be highly profitable as a fall sales program or year-round. 
The options for successful fall sales programs are yours. 
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T/ie shortest distance between broadleaf and grassy weed control. 

Drive 7 5 D F 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 crab-

grass and foxtail to clover and dandel ion—in a wide variety of turf species. Then Drive keeps weeds 

under control for 3 0 to 4 5 days—in some cases for more than 3 months. Drive also offers exceptional 

seeding and overseeding f lexibi l i ty—allowing you to seed many varieties o f turf immediately before or 

after application. To learn more about how Drive 7 5 D F can help you in your drive for turf perfection, 

call 1 - 8 0 0 - 5 4 5 - 9 5 2 5 or visit www.turfFacts.com. Always read and follow label directions. 

http://www.turfFacts.com


Maifcet Trends 
CUSTOMER CONNECTION 

Leave Me Alone! 
Customers aren't happy with marketers these days. In fact, 60 percent have a much more 
negative opinion about marketing and advertising than they did a few years ago. 

Are interested in products and services that help block or skip marketing promotions 69% 

Want more limits and regulations on marketing and advertising 65% j 

Feel constantly bombarded with too much marketing and advertising 65% | 

Are concerned about the practices and motives of marketers and advertisers 64% | 

Say marketers and advertisers don't treat consumers with respect 61% 

Feel the amount of marketing and advertising is out of control 61% 

Willing to lower their living standard to be in a world tree of it 3 3 ^ 

Source: Yankelovich Partners, Entrepreneur magazine 

NEWS 

Dan Benner 

becomes 

ASIC 

president. 

L ^ 

TURF SEED REPORT 

The Grass 
Arena 
Interested in 
knowing what 
the current sup-
ply and demand 
status is for vari-
ous turf species? 
Gordon Zielinski, 
chief executive 
officer, Turf-
Seed, Hubbard, 
Ore., has the an-
swers. Following 
are some of his 
predictions for turf seed supply this fall: 

Perennia l Ryegrass - Perennial 
ryegrass acreage has been increased to 
address shortages in the markets. This 
spring's warmer than normal tempera-
tures and reduced rainfall didn't help the 
situation since additional rain is needed 
to fill the crop to its fullest potential. 
"With the pipeline supplies being low, 
we expect perennial ryegrass to remain 
tight this fall," Zielinski says. 

Tall Fescue - Tall Fescue acreage was 
reduced last year and supplies are now 
starting to come into balance, Zielinski ex-
plains, adding that newer varieties are tight-
ening up. "To assure full supply, you will 
need to let your needs be known now," he 
stresses. 

Kentucky Bluegrass - Kentucky blue-
grass acres were reduced over the past sev-
eral years and inventories are on the de-
cline. Many varieties will continue to have 
tight supplies due to popularity. 

Fine Fescue - Production of this seed 
has been down the past several years to due 
surpluses industry wide. "Low prices tend 
to drive markets toward common types, 
but now the surpluses have been used up 
and we are seeing supplies tighten again," 
Zielinski points out. 

Colonia l , Creeping and Velvet 
Bentgrasses - Production of these grass 
seeds has been stable. 

Green Earth Landscaping & Design, Inc. received the 2004 Snow & Ice Management 

Association (SIMA) 'Award for Excellence in Business," SI million-plus category at the 

7th annual SIMA Symposium. 

t Daniel Benner, president of Hydro Environmental, Marietta, Ga., was recently elected 

president of the American Society of Irrigation Consultants (ASIC) at the group s 

annual conference in Newport Beach, Calif. The ASIC also presented Clem and Mary 

LaFetra, who started the Rain Bird Corp. in Southern California in 1933, with the Roy 

Williams Award, the ASIC's highest honor recognizing significant contributions to the 

irrigation industry. 

The University of Illinois Extension service announced plans for a new $5-million 

facility. A groundbreaking date for the new facility has not yet been announced. 

The Association for Corporate Growth has recognized Hunter Industries as the 

outstanding company for middle market growth in San Diego County, California. 

The Maryland Turfgrass Council 

recently held its 

formal dedication for the building of its 

new Turfgrass Research Facility. 
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ASSOCIATION ANNOUNCEMENT 

ALCA and PLCAA Reveal Intent to Merge 

P L C A A 

PROFESSIONAL 
LAWN CARE 
ASSOCIATION 
OF AMERICA 

HERNDON, Va., and MARIETTA, Ga. -
After three years of discussions, the Asso-
ciated Landscape Contractors of America 
(ALCA) and the Professional Lawn Care 
Association of America (PLCAA) an-
nounced that, pending ratification by their 
memberships, they will consolidate into a 
new green industry association on Janu-
ary 1, 2005. The result will be an organiza-

^ 1 = tion that represents the en-
£ = = tire range of lawn, landscape, 

= and interior plantscape ser-
vices and products. 

"We are very excited 
about this new association," states Kurt 
Kluznik, the current ALCA president. "It 
brings together two powerful organizations 
that will now be able to provide even greater 
benefits and programs for our collective 
memberships." 

The two organizations have worked suc-
cessfully in partnership over the years on a 
variety of projects and programs, including 
their annual trade show - the Green Indus-
try Expo - held each November. "We have 
benefited the memberships of both associa-
tions by working cooperatively on legisla-
tive issues and bringing members together 

for greater regulatory impact," states Jim 
Campanella, the current PLCAA president. 

Final details on the new association are 
being developed, including a new govern-
ing body comprising ALCA and PLCAA 
leaders, unified membership and personnel, 
and a name for the new organization. 

The consolidation between PLCAA and 
ALCA is consistent with the strategic plans 
of both organizations. 

For more information on ALCA, call 800/ 
395-2522 or visit ALCA's Web site at 
www.alca.org. ALCA represents approxi-
mately 2,800 members nationwide. For more 
information on PLCAA, call 800/458-3466. 
or visit PLCAA's Web site at www.plcaa.org. 
PLCAA is a national association represent-
ing 1,200 residential and commercial lawn 
care professionals. 

T H E LEADER IN SERVICE SOFTWARE 
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CLIP PRODUCTS CAN nu r you m TUT LFADER IN YOUR INDUSTRY 

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

Service 
Softwire 

Cutter 's Choice 
CHAINS AWsupplies 
a/-3>/s¿vtfh/ Tances! 

CHAINSAW PARTS 
including guide bars, 
sprockets, saw chain, 
sharpening accessories 
and safety wear! 

2008 East 33"1 Street 
Erie, PA 16514 
1-888-288-8371 

'II 
VjJ j j 

. c u t t e r s c h o i c e . c o m 

Leading Today's Technology 16 Years and Counting 
Call 800-635-8485 for a FREE Demo CD. 
www.clip.com 
QuickBooks and the "Designed for QuickBooks^ logo are trademarks and/or registered trademarks 
of Intuit Inc. displayed with permission. The use by Sensible Software. Inc. of the Logo does not 
signify certification or endorsement of Sensible Software, Inc.'s software by Intuit, and Sensible 
Software. Inc. is solely responsible for its software and the support and maintenance of the software 

designed tor 
QuickBooks 
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Introducing WARN Works. 
A powerful new line of tools tha t can pull, 
haul, drag and l i f t a lmost anything, anywhere. 
Take on any job s ingle-handed. 

WARN Works 
Product Line: 

j WARN Works 1700 WARN Works 3700 WARN Works 4 7 0 0 ! WARN Works 1500 AC WARN Works 3200 AC WARN Works 3000ACI j WARN Works H1000 AC 

a a r o 1 . « f i< « 

For more informat ion or a dealer near you: www.warnworks .com 1-800-543-9276 
WARN Works * is a registered trademark of WARN Industries, Inc. 
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REGIONAL REPORTS 

Nevada Landscape 
Industry Boosts 
State's Economy 
According to the Nevada Landscape As-
sociation, Nevada's green industry con-
tributes $1.3 billion to the state's 
economy. 

The association's economic impact 
study also showed that the green industry 
is accountable for $751 million in direct sales, 
supporting 15,736 jobs at more than $355 million 
of personal income. Secondary impacts, focusing on 
the relationship between direct sales of businesses and ^ 
households, creates an additional $557 million, including 
$202 million in additional personal income and supporting 5,461 
additional jobs. Combined, the landscape and lawn care industry's 
impact to the state of Nevada is $557 million in personal income, 
supporting 21,197 jobs. 

v 

Odd/Even Lawn 
Watering Could Become 
New Jersey Standard 
If legislation in New Jersey is approved, "Odd / Even" lawn watering 
could become an annual event for residential and commercial land-
scapes, golf courses and athletic fields across the state. The same bill 
was proposed last year, but did not make it past the New Jersey 
Assembly due to opposition from homeowners under Assembly Bill 
2202. Violators of the Odd / Even lawn watering restriction would be 
subject to a penalty of $500 to $1,000. 

The measure includes exemptions for landscape irrigation 
following a pesticide or fertilizer application, for revegetation, 
for establishing newly laid seed or sod during normal business 
hours and irrigation testing. The bill would also require a stipu-
lation that an automatic rain sensor would be installed anytime 
property is sold with an automatic irrigation system installed 
before September 8, 2000. 

View a copy of the entire bill at www.njleg.state.nj.us. 

877-693-7729 
Imported and distributed in tbe Eastern US exclusively by 

Tilton Equipment Company 

If you demand dependabil i ty every 

time, reach for the RED. Contact the 

dealer nearest you. 

•lonsered 

This Is Not Your Average 
Power Equipment. 

W h e n you're ready to d o the job, 

you want the power of Jonsered's 

legendary quality in your hands. 

Backed by fifty years of manufacturing 

excellence ... and 1 0 0 % parts 

and service dealerships, Jonsered 

performers can't be found in big box 

stores for good reason. This is not 

your average power equipment. 

HE POWER TO KEEP UP 
WITH YOU. 
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Tank mix with Quicksilver. Get fast control of broadleaf weeds. 

QuickSilver" T&O herbicide provides fast, 
broad-spectrum control of post-emergent broadleaf 
weeds, including tough-to-control weeds such as 
clover and thistle. 

Just add a little QuickSilver to your tank mixture. It's 
rainfast in one hour and effective in 2 4 - 4 8 hours. 

And since QuickSilver is effective across a w ide 
range of temperatures, it can be used in many 
geographic regions across the U.S. 

For more information, contact our Customer 
Satisfaction Center at 1-800-321-1 FMC, or 
visit: www.pestsolutions.fmc.com. 

- F M C ^QuickSilver _ 
© 2004 FMC Corporation. FMC, the FMC logo, QuickSilver, 
and the QuickSilver logo are trademarks of FMC Corporation. 
Always read and follow label directions 
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John Currid joined Lawn & Landscape magazine as regional 
sales representative. 

The Brickman Group recently announced the appointment of 
Debbie Dobson as vice president of human resources. 

Dow AgroSciences made the following announcements : Mike 
Donnelly is the new national sales leader for specialty products; 
John Price will now serve as technical accounts manager for 
national formulator accounts; Justin Gayliard will replace Price 
in the role of sales representative for eastern Ohio, western and 
central Pennsylvania and western New York; and Greg Culp is 
the new product communications manager. 

The Irrigation Station hired Rod Murphy as sales manager. 
Swingle Tree & Lawn Care hired Tom Dunlap as manager of 

training and education. 
Kristin Van Veen was introduced by RISE as it's first full-time 

communications and public-relations manager. 
LESCO promoted Luke Stratton to technical services man-

ager and Mike Maravich to technical services representative. 
Vista Professional Outdoor Lighting expanded its team with 

the appointment of Kevin Fulton as direct sales manager for 
Idaho, Oregon and Washington, and Brent Shacklett to the 
Florida district trainer. 

Bayer Environmental Science hired 10 new sales representa-
tives, including Joseph Robert Clemenzi II Michael Owen 
Foster McWhorter, David Crank Mike Daly Jennifer 
Remsberg Ben Cicora Pat Hickner J im Santoro and Greg 
Pagano Bayer also promoted Jeff Weld to programs manager. 

Aquarius Brands announced the addition of Alden Cleve-
land as northern sales manager. 

Patricia Blanco was promoted by Miramar Wholesale Nurs-
eries to the position of assistant manager of the San Juan 
Capistrano Commercial Landscape Center. 

Varon Lighting promoted Perry Romano to president. 
Toro Co.'s irrigation division named Tom Tootle its new 

contract development manager. The company also promoted 
Karen Bassett to strategic account manager. 

Tim Pogue joined United Green Mark's management team as 
brand manager for UGM irrigation in the eastern United States. 

I f l e e c l T y W 
Why are Industry Professionals 

Embracing the Weed Man Opportunity? 
• Our Industry leaders act as consultants united in a common cause — 

your growth and success. 

• You become a part of an exciting strong alliance of dealers dedicated 
to high standards and maximizing your opportunity. 

• WEED MAN offers proven systems, backed by unmatched support that 
enhances your productivity and profits. 

"After researching several lawn care franchises, it 
was obvious Weed Man was the best choice for 
Hillenmeyers. We made our decision based on 
their products that are superior to what we were 
able to provide to our customers. Their 
management systems are very easy to use in 
addition to providing excellent information. 

I believe the biggest asset from Weed Man is the 
dealer support we receive to help us make this opportunity a success." 

Stephen Hillenmeyer, 
Hillenmeyer Nurseries 

Call Now to See if the Weed Man Opportunity is Right for You! 

1 - 8 8 8 - 3 2 1 - 9 3 3 3 • w w w . w e e d - m a n . c o m 
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WHY SETTLE FOR SECOND BEST! 

AERA-VATOR 
BY FIRST PRODUCTS INC 

® 

THE FIRST PRODUCTS AERA-VATOR USES A "PATENTED" VIBRATING 
ACTION TO LOOSEN AND BREAK UP HARD AND COMPACTED SOILS 
IN THE ROOT ZONE, WITHOUT DESTROYING EXISTING TURF ON THE 
SURFACE. THE AERA-VATOR HAS A UNIQUE SWING HITCH THAT 
ALLOWS THE OPERATOR TO TURN AROUND OBJECTS WITHOUT 
TEARING THE TURF. THE UNIT ALSO HAS AN OPTIONAL SEED BOX 
ATTACHMENT. 

CALL FOR A FREE VIDEO TODAY 
800-363-8780 

WWW.lSTPRODUCTS.COM • SALES@1STPR0DUCTS.C0M 
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IRRIGATION ZONE 

Innovations keep 
landscape drip contractors 
in the green. 

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

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

Mike understands that the patent-pending, 
double-knife diapragm is the key to the Low 
Flow Valve. It lifts higher to let more debris 

Now Rain Bird Control Zone Kits are available with a new Low Flow Valve 
designed specifically for landscape drip installations. With an innovative 
double-knife diaphragm, this valve handles flow rates down to 0.2 GPM 
without filtration, and always seals completely. Fewer parts to install, 
too. Rain Bird's new Low Flow Valve won't waste water, and it won't 
waste your time. 

R a i n ^ B Ê R D 

P " ™ 
JM 

Mke Scheck Naturalistic Gardens 

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

Install Confidence; Install Rain Bird Low Flow Valves. 

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

through at lower flows, plus the double-
knife diaphragm will seal completely, even 
if a particle is present. No other valve on the 
market will seal firmly at these low flows, and 
this gives Mike extra confidence on the job. 

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

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

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

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

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

Patent-pending double-
knife diaphragm always 
seals completely despite 
sand, sediment or other 
particles in the water. 

m 
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Calendar 
T O E N S U R E that your meeting 

date is published, send an announce-

ment at least 12 weeks in advance to 

Lawn & Landscape Calendar, 4012 

Bridge Ave., Cleveland, OH 44113. SEPT. 9 - 1 0 Southwest Horticultural Trade Show & Conference, Phoenix, Ariz. Contact: 
800/233-1234 or www.anza.org. 

SEPT. 1 7 Lawn & Landscape Growing Your Business Seminars - Managing Labor and Improving Profits, Kansas City, Mo. Contact 
800/456-0707 or www.lawnbizseminars.com. 

SEPT. 1 7 Iowa Nursery & Landscaping Association Landscape Troubleshooting Tour, Del's Garden Center, Spencer, Iowa. Contact. 
800/456-0707 or www.lawnbizseminars.com. 

SEPT. 2 4 - 2 6 2004 International Lawn, Garden & Power Equipment Expo, Louisville, Ky. Contact: 800/558-8786 or www.expo.mow.org. 

SEPT. 2 5 - 2 6 Real Green Technology Fair, Walled Lake, Mich. Contact: 800/422-7478. 

OCT. 1 Lawn & Landscape Growing Your Business Seminars - Managing Labor and Improving Profits, Washington DC. Contact: 
800/456-0707 or www.lawnbizseminars.com. 

OCT. 1 - 2 Middle Tennessee Nursery Association Trade Show, Washington DC. Contact: 931/668-7322 or www.mtna.com. 

OCT. 5 Ohio Turfgrass Foundation Annual Golf Tournament, Dublin, Ohio. Contact: 888/683-3445 or www.ohioturfgrass.com 

OCT. 8 ,1 5 Lawn & Landscape Growing Your Business Seminars - Managing Labor and Improving Profits, Tampa, Fla., and Boston, Mass. 
respectively. Contact: 800/456-0707 or www.lawnbizseminars.com. 

OCT. 2 4 - 2 6 30th Annual Conference and Agri-Expo of the California Association of Pest Control Advisers. Anaheim, Calif. Contact: 
916/928-1625. 

OCT. 2 9 - 3 1 New Jersey Shade Tree Federation 79th Annual Meeting, Cherry Hill, N Y. Contact: 732/246-3210 or 
nj shadetreef ederation@ worldnet. att. net. 

demand more 
f lexibil i ty 
H H > 

M C 3 0 2 0 S B 

30.2cc 
Milticuttei 

/A 

Flexibility. It's about being ready for whatever comes your 
way. It's about handling situations. And it's about having 
the right tools to make it possible. 

With Maruyama you get more than the best equipment. You 
get the flexibility you need to handle any job. Like our 
Multicutter system. With nine different attachments, it 
offers more options than any other split-shaft on the 
market. Need a ¡Mile pruner? We have it. A water pump? 
Look no further. W hatever the job, you're ready now. 
That's flexibility. 

And it doesn't stop there. Our full line of the highest quality 
outdoor power and chemical application tools means we 
have exactly what you need, when you need it. 

Demand flexibility. Demand Maruyama. 

maruyama . e x t r a o r d i n a r y . 
P r e m i u m O u t d o o r P o w e r E q u i p m e n t 

w w w . m a r u v a m a - u s . c o m 
Preferred supplier of portable outdoor power equipment 

U N I V E R S A I ^ M ^ 
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OUT-DIG, OUT-REACH AND 
OUT-POWER THE REST 

B Series Loader Backhoes 

C O N S T R U C T I O N 

Put B S e r i e s l o a d e r b a c k h o e a d v a n t a g e s t o w o r k f o r y o u . 
See your New Holland Construct ion dealer or visit www.newhol landconstruct ion.com to learn more. 

You simply can't beat the power and working efficiency of a 

New Holland Const ruct ion B Series loader backhoe. 

Whether you're digging, loading or trenching, the increased 

power and torque provided by the new 4.5-liter engines 

pays off in higher productivity. When you combine this 

added power with the B Series straight-arm loader design, 

you get best- in-class lift capacity and breakout force. 

And, you place loads exactly where you want them because 

B Series loader backhoes lift the load up and away for 

excellent reach at maximum dump height. Turn to the other 

end of the machine, and B Series 

design and increased power translates 

into unmatched backhoe dig force 
K 9 and c rowd power. 

I\EW HOLLAND 

The B Series 
backhoe boom is 
the narrowest on 
the market for a 
better view into 
the trench. 

Slim cab pillars 
and a highly 
sloped hood give 
you a view to 
the loader bucket 
that's best in the 
business. 

C H A GLOBAL LEADER IN CONSTRUCTION EQUIPMENT, AGRICULTURE EQUIPMENT AND FINANCIAL SERVICES. 
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TODD PATTEN RECOMMENDS... 

Super Casino, Inside the 
"New" Las Vegas 
by Pete Parley 

Who would have guessed that an in-depth study of Las Vegas 
history and lore could provide so many valuable business 
lessons for green industry managers? Not Todd Patten. 

"Reading about gambling is what made me pick it up, 
but then I noticed how it goes into a lot about business that 
I found helpful," Patten says. Patten, president of Profes-
sional Property Maintenance, Fairfax, Va., attests to the 
fact that, in addition to being educational, the book is an 
entertaining read, especially if you've ever wondered how 
a place like Las Vegas grew out of the desert sand. 

The book is written by former Washington Post Re-
porter Pete Earley, who takes an in-depth journalistic look 
at Sin City and filters it through first-person accounts and 
plenty of historical detail. Earley starts the book by claim-
ing that Las Vegas is nothing like it used to be. "Howard 
Hughes is now only a historical footnote," he writes. 
"Liberace's trademark candelabra sits in a museum. Elvis 
has been gone so long that tourists often think his imper-
sonators look more like the King than he did. The Old Las 
Vegas is dead." 

The new Vegas, however, is very much alive, according 
to Earley. In two years of visits, with particular access to 
the Egyptian-themed Luxor Hotel, Earley gathers a com-
prehensive history of the city's "gaming" industry, includ-
ing the biographies of such important figures as the 
Bellagio's Steve Wynn. 

Patten says that one of the primary lessons taught by 
Super Casino is that sometimes risk taking pays off - but not 
necessarily in the poker-playing kind of way. "There's a lot 
about the huge risks that individuals took when they 
started opening some of these big newer hotels, and how 
it involved serious personal money." 

Risk-taking of this sort is directly linked to customer 
demand, Patten adds, and that was a concept that spoke to 
him as president of a business. "There was a demand for 
more hotel rooms in Vegas and they recognized that 
demand and met it and ended up building an impressive 
business," Patten says. 

Patten adds "attention to detail" as another concept 
that effectively crosses-over from the anecdotal printed 
page to something that he can put to work for his business. 

m 

Inside the 
"New" 

Las Vegas 

PETE EARLEY 
"They describe how when people walk into a casino, 
everything is set up to draw them in and get them to spend 
money. Every little detail is planned out, and that's a good 
way of grabbing a customer's attention. It essentially 
stresses the importance of giving a good first impression. 

"It wakes you up and says, if you're not paying atten-
tion to your customers and their demands, you're not 
going to last very long." 

Super Casino's primary take-away lesson for Patten 
however has to do with knowing your customer. "Try in 
any way you can to make them happy by listening to them, 
knowing them and knowing what demands to meet," he 
explains. "You have to pay attention to them, do what you 
say you're going to do. If you promise someone there 
landscape will look one way, you better make sure it ends 
up looking that way." 

And if that's not enough for the business mind consider 
the Patten recommends Super Casino's inspirational story 
of a housekeeper who works his way up the chain to 
manager of a major hotel. 

Finally, Patten says the book makes some good points 
about knowing when to quit. "You have to know what's 
making money, and if it's not making money, dump it.. .like 
I should be doing with mowing, but haven't yet." 

Well, it takes time for some lessons to set in. - Will Nepper ID 

Purchase this book by calling our book department at 800/456-
0707 or visiting www.laumandlandscape.com/store. 
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With a complete arsenal of attachments, 
the S600 gets the job done right. 

OUTSTANDING. 
When you tackle the tough jobs, count on the new S600 skid-steer loader from 
Vermeer to outreach, outpower, and outlast the rest. Built to deliver performance, 
the S600 is the only compact skid-steer loader that can reach and dump into a 
standard one-ton truck. Plus, its steel construction and bend-free boom prove it's 
built to last. Add this to our line of stump cutters, brush chippers, trenchers, and 
compact excavators, and Vermeer is your local, 
one-stop landscaping resource. For more 
information, contact your local Vermeer dealer 
or call 1-888-VERMEER. 

Vermeer 
www.vermeer.com 

INTRODUCING THE NEW S600 SKID-STEER LOADER FROM VERMEER 

VERMEER and VERMEER LOGO are registered trademarks of Vermeer Manufactunng Company in the U.S. and/or other countries. 
O 2004 Vermeer Manufactunng Company. All Rights Reserved 
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Everything's 
Coming Up 
Roses 

Photos: All-

America Rose 

Selections 

The rose is a classic beauty. In landscape beds or pots, it can 
add bright or subtle color and an inviting fragrance. 

Though their thorns may intimidate, there are many 
plants that are not just good looking, but low maintenance. 

All-America Rose Selections has single out these three 
top performers for 2004. Here's more on each. 

MEMORIAL DAY. Representing the most popular 
class of modern roses - hybrid tea - this upright, bushy 
variety features full, spiraled blooms with more than 50 
petals per flower. Clear pink flowers are accented with 
a lavender wash and grow to up to 5 inches in diameter. 
Rich green foliage accents the large blossoms, and stems 

feature few thorns. 
With a classic, strong damask rose fragrance, this vig-

orous and productive performer resists disease and loves 
hot weather, particularly for unfurling its commemorative 
rose petals. Plant these roses in groups of three to five for 
a colorful and fragrant statement. 

Plants were introduced and are available through Weeks 
Wholesale Rose Grower of Upland, Calif. 

DAY BREAKER. Day Breaker is an upright, rounded 
bush that grows to 3 feet by 3 feet, with bright, multi-shade 
blooms in yellow, blending to pink and apricot. From 
pointed and shapely buds, its spiraled blooms grow to 4 to 
4l/¿ inches in diameter, with 30 to 35 pedals per flower, each 
nestled among dark, glossy green foliage on a plant that 
reaches a medium height. 

Day Breaker is an awakening of the senses, not only for 
its exquisite beauty, but also for its sharp moderate tea 
fragrance. The plant earns its floribunda classification 
with its brilliantly colorful, long-lasting clusters of flowers 
in a hardy, continuous bloom. 

Because of its vigor and strength, disease-resistant Day 
Breaker makes a great addi-
tion to any landscape. Planted 
in groups of three to five, it 
provides an anchor for a bor-
der, a centerpiece or an accent 
area. It also can be planted as 
a bedding rose - the traditional 
use of Floribundas. 

Hybridized by Gareth 
Fryer, Day Breaker is being 
introduced by Edmund's 
Roses of Wilsonville, Ore. 

HONEY PERFUME. Honey 
Perfume is an upright and 
well-branched floribunda 
with apricot yellow blooms. 
Pointed, shapely buds open to 
reveal 4-inch blooms with 
petal counts of 25 to 30 nestled 

among dark green, glossy foliage that accentuates its color. 
Growing to about 3Vi feet high and 2Vi feet wide, Honey 

Perfume exhibits a spicy scent and resistance to disease, 
including rust and powdery mildew. Plant in groups or 
use as a border. 

Hybridized by Keith Zary, Honey Perfume is being 
introduced by Jackson and Perkins of Medford, Ore. - Ali 
Cybulski Q] 
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You've tried annuals, perennials and perhaps even ever 
greens in containers, but how about roses? With greater 
availability of large containers, container rose gardening is 

becoming more popular. All-America Rose Selections offers the follow-
ing guidelines for starting and maintaining containerized roses: 

• Most rose varieties can be grown in containers. For full-size roses, 
choose a container at least 18 inches in diameter and 14 inches deep. 

• Decay-resistant wooden tubs and boxes, terra cotta or glazed 
pottery, plastic pots and decorative fiberglass pots make good rose 
containers. Different materials have different characteristics, though. 
Porous terra cotta or clay pots allow air and water to pass through, 
but plastic does not. As a result, roses planted in terra cotta or clay 
will need more frequent watering than those in plastic pots. Plastic 
pots also can become extremely hot in the intense summer sun. To 
keep rose roots from becoming overheated, shade the plastic pot 
with smaller containers featuring complementary sun-loving plants. 

• Whatever style of pot you choose, be sure it provides adequate 
drainage. Roses will die if allowed to continuously stand in water. 
There should be several holes in the bottom and cleats or feet to keep 

GROWING Containerized Roses 
H N H 

You can win S2500 to spend at LESCO. 
Just v is i t the website below to register ! 

www.lesco.com/Lainrn 
LESCO and Z-Two are registered trademarks. Stores-on-Wheels is a registered service mark, and Commercialptus, Manicure, LESCO 18 Plus. LESCO Spectator. Prodigy. LESCO 
T-Storm, and Touché are trademarks of LESCO Technologies. LLC. Signature is a trademark of Bayer Ag. Bayleton is a registered trademark of Bayer AG. Germany. 04-436 

the container from 
sitting in water. 
Plant roses using a 
soil-free mix or 
growing medium 
composed of 
sandy loam and 
organic matter, 
such as peat moss. 
Soil in containers 
will dry out more quickly and retain fewer nutrients than ground 
soil. Keep the soil evenly moist and feed regularly with liquid or 
time-release fertilizer. 
Roses like at least six hours of direct morning or midday sun. 
Good air movement (but not direct wind) also is important to 
keep foliage dry and discourage disease. 
Roses in containers are more susceptible to damage from extreme 
cold. In areas where the temperature is likely to drop below 20F, 
move containers to a frost-free, cool location when winter begins. 

LAWN & LANDSCAPE 
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PRO SCAPES 
HEADQUARTERS: Jamesville, N.Y. 

FOUNDED 1978 

INCORPORATED 1987 

MANAGEMENT TEAM: Rick Kier, 
president; Colette Gleason, vice 
president and office manager; Jeremy 
Oliver, operations manger; Penny 
Barrett, bookkeeper; Frank Tomasi, 
equipment manager 

COMPANY PRIORITIES 
No. 1 - Safety of employees, 
customers, environment, equipment 
and the public. 
No. 2 - Quality: Doing every job 
well and portraying a professional 
image. 
No. 3 - Efficiency: Meeting goal 
times and using creative solutions to 
save time on jobs. 

CLIENT MIX: 82 percent commer-
cial, 1 8 percent residential 

SERVICES MIX: Complete grounds 
maintenance including spring clean-up, 
mowing, edging, prunina, tree and 
shrub care, lawn care, aeicing and 
snow removal 

AVERAGE ANNUAL PERCENT 
PROFIT: 10 to 1 2 percent 

AVERAGE ANNUAL GROWTH 
8 to 10 percent 

FISCAL YEAR: April 1 to March 31 
to include the snow season 

2 0 0 1 / 0 2 REVENUE $1 million 

2 0 0 2 / 0 3 REVENUE $ 1 1 million 

2 0 0 3 / 0 4 REVENUE: $1.24 million 

PROJECTED 2 0 0 4 / 0 5 REVENUE 
$1.4 million 

EMPLOYEES: 30, including six H-2B 
workers and five permanent staff 
members 

Nuts 

Bolts 

For the Pro Scapes team, where there's a service, there's a 

system for getting the job done right and keeping 

customer relations front and center, 

by Lauren Spiers 

Some people just have an affinity for all things handy. Install your air 
conditioner? No problem. Change your tires? Piece of cake. And as a 
teenager jump-starting a small business, Rick Kier remembers adding 
all manner of odd jobs to his early list of services offerings. 

"I really was willing to take on just about anything from the get-
go," Kier says, thinking back to his first customer - a little old lady on 
his neighborhood paper route. "She hired me to mow her lawn and I 
started doing odd jobs around her yard," he says. "She paid me to put 
snow tires on her car, wash her windows, clean out the basement. I 
think she would have paid me just to stand there and chat with her." 

Talking with clients and listening to their landscape visions is a 
characteristic Kier continues to make a priority in his company, 
Jamesville, N.Y.-based Pro Scapes. The company's clientele, however, 
has veered from residential work to high-profile commercial accounts 
throughout the Syracuse area. 

Since purchasing his first truck in 1978 at age 16, Kier has imple-
mented a number of instructional, business-building systems at Pro 
Scapes. With management approaches that match crewmembers' 
personalities and track work hours to boost efficiency and teamwork, 
Kier and his staff have built Pro Scapes into a solid $1.4-million 
company. 

SETTING UP FOR SUCCESS. Though providing quality service to 
his 90-percent residential clientele was important to Kier early on, his 
business views became more sophisticated after his freshman year of 
college in 1983. That summer, Pro Scapes won a $14,000 annual 
commercial maintenance contract for an area Pepsi distributor. 

Over the next several years, Kier and his employees took on more 
commercial jobs, many of which were condominium complexes. "We 
were really attracted to the size of the condominium and HOA accounts 
because we knew they could help us bring in more revenue and increase 
our efficiency," he says. "We could have a crew spend half a day or even 
a whole day on one site, which meant a lot less driving time." By 1991, the 
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company had grown to 15 employees and 
about $500,000 in revenue due to the success of 
its commercial work. 

"We discovered that residential, although 
it was very rewarding, required a tremendous 
amount of overhead," Kier notes. "You can 
spend two hours with a nice old lady and walk 
away with a $60 sale, or you can spend the 

same two hours or less with a commercial 
client and walk away with a $6,000 sale. It 
really became obvious to us that commercial 
work gave us more opportunity." 

Additionally, Kier took significant steps 
to focus the company's core services. "I 
came to the conclusion that if we were going 
to do something, we should do it all the 
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time. And if we had something that we were 
not doing regularly, we probabl) shouldn't 
do it at all," he says. With that, Pro Scapes 
focused on complete grounds maintenance 
and stopped looking for installation work, 
saving those services for existing mainte-
nance clients only. 

E X P E C T A T I O N S & EFF IC IENCY. To 
handle approximately 500 clients across all 
company divisions, Pro Scapes has become a 
company of systems, the most important of 
which is the customer database. Though the 
system has been in place since the mid-1980s, 
its functionality is clearly long term. 

"When we bought our first computer in 
1985, we set up a database where the work 
orders we used to dispatch the crews would 
have all the customer requests and hot-but-
tons on them," Kier says. "Then, every year 
when a customer renews their contract, those 
details will still be on there. Mrs. Jones may 
have asked us five years ago to be sure to 
close the gate in the back yard so the dog 
doesn't get out and that note is still on every 
work order we print for her. 

"That system is something we still use to-
day and our customers really appreciate it," 
Kier continues. "By doing that, we keep our 
existing clients and they end up giving us more 
work and referring us to other establishments." 

This early customer satisfaction system 
set a high bar for Pro Scapes' current em-
ployees, as well. "Our motto says 'We're big 
enough to do a good job, and small enough 
to care,' and our company goals and systems 
help us keep up with that," says Jeremy 
Oliver, Pro Scapes' operations manager. To 
consistently meet customer expectations 
Oliver says that a new white board system 
allows him and Pro Scapes' 12 crews to track 
goals and efficiency for each day's work. 

"We've always given our crews hour 
goals, but we never had a really accurate way 
to track the numbers and make sure we were 
really in the ballpark," Kier says. "This year, 
we streamlined the idea by putting a white 
board system in place so each crew not only 
knows what's expected of them as they're 
going out the door, but they can track how 

(continued on page 36) 
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well we're meeting those expectations." 
Oliver explains that two large dry-erase boards in the company 

conference room show each crew and their respective accounts for 
the current and previous weeks. As he schedules the upcoming 
week's work, Oliver writes the goal times calculated for each job on 
the white board so crews know exactly how long their workdays will 
be and how many hours are allotted for that day's work. The crew can 
read their work orders to see how much time is allotted to each job. 
At the end of the day, crews must update the boards by writing in 
their actual times next to the goal times - either in green for jobs that 
came in under budget or in red for days when the work took long. 

"At the end of the week, I total up the goals and the actuals so 
people can see where the slow spots were every day," Oliver says. 
"Some guys don't realize that taking an extra five minutes in the 
morning can affect their goal times for the day. Other people realize 
that they've been mowing one way for so long and they always come 
in behind, maybe if they change their mowing pattern they'll get 
ahead. It really gives the crews ownership over their jobs." 

Though Oliver notes that there was a minor slip in quality during 
the first two weeks that the white boards were in place, the urge to 
sacrifice a job well done for a green marks on the board quickly came 
to an end. "One of the checks that we have set up with the white board 
is that if the crews have to go back to fix mistakes on a property, that 
counts against their time also," he explains. Overall, Oliver says 
maintenance crew efficiency has gone up 20 percent across the board 
since the white boards went up at the beginning of the season, 
making the company available to take on more work. 

COMPANY COLLABORATION. On the human resources side of the 
business, Vice President and Office Manager Colette Gleason knows that 
increased efficiency as seen on the white boards also stems from a high 
level of teamwork among Pro Scapes' crewmembers. 

In keeping with Pro Scapes' nature, Gleason follows a hiring 
system that makes it easy for her to find the right people for open 
positions. "After someone turns in an application, I don't let them 
leave the office until I've had a chance to read through it and ask them 
a couple of questions to get a feel for their sincerity and if they really 
want the job," she explains, knowing that someone who's only 
halfheartedly looking for work won't be able to meet Pro Scapes' top 
priorities of safety, quality and efficiency. 

After collecting several applications for crewmember positions, 
Gleason then schedules group interviews with six or seven prospective 
employees to get an initial feel for how each individual interacts with the 
others and, potentially, with the other members of Pro Scapes' staff. 
Individual interviews follow, at which point Gleason explains the 
company's history, expectations and drug-free workforce policy. 

As it stands, Pro Scapes' hiring is very seasonal, beginning with the 
addition of six H-2B workers in April and about 10 temporary workers 
for seasonal color installations in mid-May. Gleason also is responsible 
for hiring seasonal winter employees for the snow division, though the 
company's regular staff only numbers about 30 people right now, 
including five office staffers. 

"We used to be really exempt-employee heavy," Gleason says. 
"At one point we had four salespeople and a lawn care depart-

(continued on page 38) 
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Known best for its cold and snowy weather, Syracuse, N.Y., may not bring 

thoughts of warm, sunny days to many people's minds. Thankfully, the team at 

Pro Scapes, Jamesville, N.Y., is brightening up that image one commercial 

contract at a time. 

"We've done seasonal color in some form for about 15 years, but we really turned it into 

one of our fortes in 1997," says Pro Scapes President Rick Kier. "In our market, we don't have 

multiple change-outs, but we probably do more single installations than anyone in our area, 

and the quality of the work we do has helped us land several more contracts." 

Not only does Pro Scapes do a quality job of planting begonias, impatiens and other 

attractive annuals, but the company's unique mass production installation technique 

streamlines the process among their 15 color accounts. "For every job that we have, I have 

drawings of the beds and I lay out the planting early on so I know in advance how many 

flowers will be in every bed," Kier explains, adding that photographs of each bed are placed 

in plastic sheets in three-ring binders to be used during installation. 

Once the company has hired the 10 or more temporary workers required to handle the 

extra spring work, the real planting excitement begins. "Prior to planting, we rototill each 

bed so the soil is already amended," Kier notes. "Each bed is numbered, so when the jobs 

begin, we have a delivery truck drive from bed to bed dropping off exactly the right flowers 

for that planting. If bed six needs 10 flats of plant A and 8 flats of plant B, the truck will drop 

off exactly what the crew needs.' 

From there, the flower patterns are laid out on the surface before any holes are drilled. 

Yes, drilled. "Instead of hand-digging every hole, we use a generator and a Vfe-inch drill with 

a special 5-inch augur attachment we developed to literally drill planting holes into the 

bed," Kier says. With this system, a planting team can finish a job in a matter of hours, rather 

than taking half a day or longer. 

To maintain quality during the short 14- to 18-day planting window, Kier works in the 

field alongside the crews and ensures that the plants used in the design are healthy and 

properly installed. "Quality is a function of plant selection, layout and planting technique," 

he explains. "Because we have a short window with a tremendous amount of ground to 

cover, I make sure that we have experienced installation employees working with our 

temporary crews so that all of our planting techniques are implemented correctly. I'm 

always out there during that time, getting my hands dirty and supervising the overall 

installation so that the designs are filled in properly and the client is satisfied." 

Pro Scapes' color accounts vary from 200 flowers on small sites to 20,000 on their biggest 

account, Kier says. All the plantings take place in mid-to-late May and last until crews 

return to take the plants out for the winter. But despite the popularity of the service, Kier 

notes that most of Pro Scapes' color installations are break-even jobs. 

"Color is becoming more and more popular for the company, but the service is still a loss 

leader for us," he explains. "We make very little, if any, profit on most jobs, and on some accounts 

we'll even lose money, but the benefit is that it attracts more clients. The potential customers 

we have in an area can see a visual representation of the quality of work we do and our attention 

to detail and that's what sets us apart from our competition.' - Lauren Spiers 

COLOR Coordinated 
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ment that was very disorganized - too 
many chiefs and not enough braves." To 
eliminate some overhead and become more 
profitable, in 2000 and 2001, the company 
reorganized responsibilities making Kier 
the only salesperson. The remaining office 
staff was reduced to Gleason, who handles 
administrative duties and manages the 
lawn care department; Oliver as opera-
tions manager, Penny Barrett as book-
keeper and Frank Tomasi as equipment 
manager. 

Though Pro Scapes is running lean by 
many companies' standards, Oliver says 
weekly meetings on Monday and Thursday 
mornings help the entire management team 
communicate despite busy schedules. 

Kier notes that the current company 
structure keeps everyone busy, but also helps 
the company stay profitable. "We had gone 
from .93 percent profit in 2000/2001 to more 
than 10 percent profit by the end of our 
2002/2003 year," he says. "In the early days, 
we were making forward progress, but we 
had to rely on a credit line at the bank to meet 
payroll during the busy season. Now, we 
have money in the bank and we can use that 
as a cushion during the cash flow crunch." 

Additionally, Kier adds that the 
company's systems help the staff to work 
more efficiently with fewer people. "Grow-
ing our company definitely means adding 
staff members and that will be one of our 
next big challenges," he says. "As a man-
ager, it's my responsibility to pay attention 
to my staff and their workload to determine 
when we need to add another person. But at 
this point, the systems we have in place are 
helping us work at the top of our efficiency." 

Now in it's 27th year, Kier says Pro Scapes 
is experiencing nearly 11 percent growth for 
the first four months of the company's fiscal 
year started April 1. Kier acknowledges that 
Pro Scapes' future will likely include addi-
tional layers of management staff and better 
profits than the company is seeing even now. 

"With the organization we have in place, 
we don't have to worry about having to start 
from scratch with every new customer," he 
says. "With those documented procedures 
and functions, in the next five to 10 years I 
envision Pro Scapes to be 100-percent com-
mercial, as well as having the dedicated and 
talented staff to help us get there." ID 

(additional sidebar on page 42) 
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Dr. Tattar 
Q: Can microinjected fertiliz-

ers be more effective than soil ap-
plied fertilizers? 

A: Fertilizers are mineral nutrients 
needed by plants. Some mineral nutri-
ents may not be available from soil 
application because they remain tightly 
bound to soil particles. In cases where 
critical micronutrients. such as iron or 
manganese, are deficient, trunk mi-
croinjection application can be more 
effective than soil application to cor-
rect the deficiency. A soil test is rec-
ommended, and often a foliage tissue 
test is needed before an informed de-
cision can be made on choice of fertili-
zation protocol. 

Q: How soon after injection can 
my customers expect to see the ef-
fects of microinjected fertilizers? 

A: In cases where the deficiency 
has resulted in chlorotic foliage and the 
correct micronutrients are microin-
jected, you can usually see the return 
to green foliage within one or two 
weeks after application, if the tree is 
actively growing. 

Q: How difficult is it to fertilize 
a tree using microinjection? How 
much labor and time is required? 

A: Fertilizer microinjections are 
performed in the same manner as pes-
ticide microinjections. The microin-
jection procedure requires only the 
drilling of a few, small shallow holes 
around the tree and placement of the 
injection capsules and feeder tubes 
into the holes. Someone experienced 
in microinjection can inject a 20-inch 
tree in less than 5 minutes. 

Q: Can fertilizing my client's trees 
via microinjection be profitable for my 
business? 

Once again, combining systems and teamwork, Rick Kier knows that a training 
staple at his company has influenced the small staffs high efficiency. "I learned 
early on that you have to set expectations and teach people how to do things 

according to your standards," says the president of Jamesville, N.Y.-based Pro Scapes. 
"When the business had grown to the point where I couldn't be the one personally doing all 
the work, I created a library of forms and documents for every service that Pro Scapes offered." 

The company's library includes company procedures on everything from how to prune 
properly to crewleader and crewmember duties, Kier says. "I started doing this in the early 
1980s and since then we've been able to add photos and captions illustrating the job steps 
by using our digital camera," he notes. 

To capitalize on the training Pro Scapes how-to library offers, Operations Manager Jeremy 
Oliver notes that he is currently implementing an in-house certification program that will 
make employees' training credentials easier to track. 

"We have a training program in place now where people get certified on certain tasks before 
they can perform them on their own, but we're going to have an across-the-board training program 
in place by next year," Oliver says. "What we're doing is developing a computer program that will 
let us look up who's certified for the job that needs to be done, which will make it easier for us 
to determine who we're going to send to a job without worrying if they're ready to handle the work." 

Oliver adds that the certification program will include classroom time and book work to 
learn company procedures, followed by a few weeks of on-site, supervised training. "Our 
training sessions usually last about half a day depending on how many people are in the group 
and what the topic is," he explains. "Our average group size is six or seven people and we'll 
spend about an hour in the classroom going over worksheets and watching a training video, 
and then we'll go outside and do some hands-on work where we'll actually plant a tree or 
shrub using the techniques we just studied, or if it happens to be a mowing class we'll get 
the crewmembers on the mowers and practice the techniques." 

Because crewmembers, crewleaders and trainers are paid for their time, Oliver notes that 
a half-day session could cost about $500, though having a larger class could add to that 
amount. "We could be training 12 guys for four hours and that means the price goes up 
compared to if we were training six people for that same time," he explains. "Also, we could 
be training on a task like planting a shrub that may require us to buy the planting materials 
so we can show them how to plant the tree or shrub properly." 

However, Oliver comments that the cost for training Pro Scapes employees is offset by the high 
quality of work that results from the classes. Moreover, the career opportunities that employees 
gain through training keeps crewmembers coming back for more. "We have a lot of employees 
who will approach me and say they're really interested in learning how to mow or how to do 
another service because they know that being trained in that area will give them a chance to get 
more experience and pick up more hours of work and make a little extra money," he says, adding 
that occasionally changing training approaches keeps employees interested. 

"We like to make the classes interactive so the guys are actually getting to use the 
equipment or and they're asking questions along they way," he says. "For classes that a lot 
of our employees attend over and over again, such as a mowing refresher course, instead of 
just showing the video and doing the worksheets, I've gotten a game going where I'll toss 
a ball to someone and that person has to share an experience they've had while they were 
mowing or a technique they've used. It really keeps everyone attentive during the class." 

Oliver says that the new training program will likely include other incentives for 
employees, including the chance to train other crewmembers in areas where they've earned 
certification. "If one of our employees gets company certified in a certain area and they're 
really good a particular task, we'll be able to give them the chance to pass on what they 
learned to other employees," he says. "Not only will that give them a chance to earn a little 
extra money, but it's encouraging because it shows that we as managers recognize the good 
job they're doing and appreciate their hard work" - Lauren Spiers 

TRACKING Training 

A: Since the time required to per-
form fertilizer microinjection is short, 
the cost of the product is low and 
microinjection can be performed while 
conducting other client services, it can 
most certainly be a profitable add-on 
service. 

Dr. Terry Tattar. Professor 
Emeritus, Dept. of Microbiology. 

University of Massachusetts. 
Amherst. MA 
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One recent thread on the Lawn & Landscape 
message board touched on employee policies. 
Specifically, participants shared opinions on 
how to deal with employees who break or 
damage equipment. Here's what industry 
professionals have to say on the topic. 

"If something is damaged, do you require 
employees to tell you about it within a certain 
amount of time?" asks Andrew Aksar, owner, 
Outdoor Finishes, Walkersville, Md. "I'm 
thinking I need to implement a new policy 
where when an employee damages equip-
ment, materials or any property, they must 
report it within 30 minutes." 

Matthew Schattner, owner, Mat'z Snow 
& Lawn, Kansasville, Wis., says one-half 
hour is too soon. "I say have them report 
damages at the end of the day when they 
check in back at the shop," he explains. 
"We've had some minor boo-boos, and the 
clients usually call you that evening if there 
is a problem. So, if you have them report 
before they leave, it still gives you time to 
formulate an answer for the customer." 

Aksar writes that he began considering 
such a policy after an employee caused some 
minor damage to a client's property. The inci-
dent happened a week before Aksar found 
out. Aksar spent two hours buying materials 
to repair the damage. "If they fail to notify me, 
then they pay for all costs associated with the 
damages. Anyone have any policies regard-
ing property damage?" Aksar questions fel-
low board participants. 

Sal Mortilla, owner of Long Island, N.Y.-
based Landscaping Unlimited, responds by 
writing: "I don't think the law will allow you 
to recover repair and damage costs from an 
employee. That's what insurance is for." 

However, Mortilla explains that when a 
(continued on page 46) 
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The Lawn & Landscape Message Board is a 
hotbed of green industry chatter and 
professional dialogue. Playing host to a 
diverse collection of opinions and ideas, the 
online forum often bounces between 
detailed discussion and dynamic debate. 

To better educate readers, Lawn & 
Landscape will expand upon a Message 
Board discussion each month and offer 
forum-related insights from professionals in 
this "Best of the Web" section. 

DAMAGE 
Control 
Company policies are intended to keep operations 

running smoothly when problems arise, but creating 

a policy that works is half the battle. Lawn & 

Landscape Online Message Board users debate the 

pros and cons of establishing employee regulations. 

by Jonathan Katz 
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Presenting the new Snapper Z. 
Powerful, dependable, durable, with 
impressive features at every turn, the 
Snapper Z puts you in total control. 
This mid-mount commercial rider is equipped 
with a rugged, 7-gauge welded steel deck and solid 
steel deck stabilizer bars. You can power up with the 
19-HP, 21-HP or 25-HP Kawasaki V-Twin OHV engines 

and offer a great cut with 48", 52" or 
61" mowers. You'll tackle any size mowing 

challenge quickly and comfortably. As easy 
as it handles each new job, you'll find the Z 

just as easy to maintain. So make your own mark 
on the landscape 
with the new 
Snapper Zero Turn. 

SNAPPERpRO 
www.snapper.com 
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claim is less than $500 the company usually 
absorbs the cost as part of the overhead to 
avoid increased insurance rates. "So far, we 
have not had any damage done to a property, 
so I'm not sure how I would react," he says. "I 
guess it depends on the circumstances." 

But Aksar says he is more concerned about 
accidents being reported than the lost dollars. 
"These guys need accountability," he writes. 
"If they'd simply tell me when it happens, then 
it's usually no big deal. But to let days go by 
and I discover it on my own - that's not good." 

Contractors should require the foremen 
to note any damages on work orders when 
they occur, suggests Chad Stern, owner, 
Mowing & More, Chevy Chase, Md. But 
sometimes keeping a close eye on equip-
ment can also help catch damages early on, 
Stern says. "I do a lot of monitoring so some-
times I just find out that stuff by myself," he 
writes. "I usually inspect equipment and job 
sites to see if something is wrong." 

Sometimes contractors need to accept 
the damages for what they typically are -

accidents, says Bill Schwab, owner, 
Naturescape Landscape Co., Solana Beach, 
Calif. "Every person we have here is trained 
on the equipment they use as well as what 
clients expect of our company," Schwab 
writes. "We have had a few mishaps, but 
you can clearly see how sorry they are about 
the damage, and we all learn from it and 
move on. I can't remember the last time 
something was destroyed negligently." 

Some message board participants sug-
gest giving bonuses to foremen for complet-
ing projects early and then deducting pay 
from those bonuses when damages occur. 

But Aksar says early-completion bonuses 
can backfire. "Doing bonuses based on early 
completion or timely completion is, in my 
eyes, a big no-no," Aksar explains. "In this 
industry, someone is estimating these jobs, 
and this requires competency and experience. 
There is no way that a human being can accu-
rately estimate production hours on every 
single job. If a job is under estimated, then this 
means the foreman does not get his or her 

bonus. Is it their fault some pencil pusher was 
way off with his or her calculations?" 

Besides, Aksar adds, finishing a job early 
could result from overestimating. "It all goes 
back to job cost calculations," he writes. "I 
don't want my guys rushing through a job. 
That's not how our success is derived, and 
that's not what drives us." 

But Schwab disagrees that "beat-the-bud-
geted-hours" incentives can have a negative 
effect, adding that it's been an integral part 
of his company's growth. "If we had a re-
volving door with employees, as many com-
panies with a flat hourly rate have, we would 
have had to place focus on getting workers 
rather than the crux of the business," Schwab 
explains. "Those bonuses keep the guys around 
for more than the money. They stay because 
we provide a pleasant work environment that 
has no boundaries when it comes time to 
earn and learn. Flat rates or hourly pay did 
not do that for us. With bonus incentives for 
beating budgeted hours, employees can work 
up and exceed their potential." ID 
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W inningcolorS YOU ALREADY 
TURF TIM TAIL FESCUE (LEND 

recognize the advantages of planting a blend, 

instead of a single variety. So the only question is 

which blend do you choose? And since better 

varieties make better blends, the answer is obvious. 

Winning Colors combines four top-rated Tall 

Fescues: Rembrandt, the number one NTEP rated 

variety for the last five years in a row; Picasso with its 

fine texture and dark color; Masterpiece, known 

for exceptional disease resistance; and DaVinci, our 

W i n n i n g C o l o r s b l e n d s f o u r of 

newest variety tied for #1 in the 2002 NTEP trial. 

Together, they make Winning Colors a winning 

combination of better seeds to yield better turf. And 

for high-traffic sports applications, try Winning 

Colors Plus, our 90/10 mix of Tall Fescue blend and 

Champagne Kentucky Bluegrass. Visit 

www.LebanonTurf.com for a free copy of our 

Agronomy Manual and Product Information Sheet. 

Click on promotions and use coupon code 

LL4094. Call your LebanonTurf distributor or 

1-800-233-0628 and find out more about Winning 

Colors, the blend that's all top-rated seeds. If only 

the rest of your job were this easy. 

LebanonTurf 
Nothing Succeeds Like Our Seeds 

1-800-233-0628 • www.LebanonTurf.com 
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Let me introduce you to the best strategist I have ever met. He is amazingly clear and focused in his 
desires. He knows exactly how and who to enroll in his many acquisition campaigns. He is both 
committed and flexible, replacing ineffective strategies with effective ones in a heartbeat. He is action 
oriented, an excellent communicator and persistent. Accomplishing his objective is all-important. 
He has one thought in mind and that is, "Winning!" 

This winning strategist and visionary is my 214-year-old son, Theo. 
I offer this example about Theo because I think it is appropriate for the subject of strategic 

planning, and we all can learn from the simplicity of a child. I want to share with you not only lessons 
I have learned from Theo, but methods I used in setting up a strategic plan to help you with your 2005 
planning process. 

STRATEGIC PLANNING DEFINED. The word "strategy" is a bit of a fuzzy term - one of those 
words many of us use but, when asked, don't really know the meaning. For our purposes, the word 
can be defined as "a course or plan of action to accomplish a specific goal." A strategic plan or action 
plan has real value when it helps you chart your course so you eqd up where you want to be. Having 
a plan gives you alignment in your thinking and actions, if this is what it's like to have a plan, not 

. .. nt ' ? (continued on page 50) 

to set up your 2005 

strategic plan. Set a date 

and start forecasting the future 

of your company today, 

by Ed LaFlamme 



GRASSHOPPER MOWERS CUT 
YOUR MAINTENANCE TIME BY 80°/i 
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With only five grease points - instead of the 16-30 found 
on most commercial mowers - lubrication is a snap. 
And Grasshoppers can run two to five times longer 
between transmission fluid and filter changes. All this 
"no excuse" serviceability adds up to increased "up time"-
and that keeps you on time! 
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Your Next Mower 
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S t r a t e g i e P l a n n i n 

(continued from page 48) 

having one is like a ship adrift at sea without 
a destination, allowing the tides and weather 
to chart the course. 

The first step to setting up your strategic 
plan is figuring out your intention. Is your 
intention to be really successful, somewhat 
successful or not successful? What are you 
creating? Many new owners go into busi-

ness for themselves to become "boss-free." 
Another may want a sizable and profitable 
business to support his or her lifestyle. A 
third type of owner wants to build a large 
valuable asset. Which one are you? Many 
owners want to grow their businesses be-
tween 10 to 15 percent each year - is that 
your goal? But first, ask yourself if your 

YOUR CUSTOMERS 
ARE TIRED OF 

CHASING SNOW. 

CET'EM WINGS BY 

BLIZZARD* 

r 

For dealer opportunities call 

1 - 8 8 8 - 6 8 0 - 8 6 0 0 toll free. 
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salary has grown that amount as well? Are 
you working harder but making less? Has 
the value of your business grown? Do you 
have more freedom now as an owner or less? 
These are good questions on which to reflect. 

A strategic plan is all about creating what 
you want and being purposeful and inten-
tional, and it doesn't matter what stage of 
development your company is in. If you own 
or work in a landscape company, then your 
business will fall into one of four categories 
- forming, storming, norming or perform-
ing. Each of these business cycles will have 
their own set of strategies. For instance, in 
the forming and storming part of a business, 
most landscape owners work at least 2,500 
hours a year. Doesn't it make sense to invest 
at least 1 percent of that time in planning the 
next 2,500 hours. That's just 25 hours of 
planning to ensure your financial future. 

A STRATEGIC RETREAT. To set up a 
2005 strategic plan, first you need to gather 
your key employees together for an off-
site strategic retreat. An event like this will 
help you stop and take a step back so you 
can reflect on the past, assess the present 
and plan the future. 

There are three things you need to ad-
dress at this retreat first before setting a 
specific plan - your vision, your mission and 
your values. 

A vision is what you want. I'll use an 
example from my son, Theo, to describe this. 
He'll say, "Daddy, take me to the park now, 
please." Simple, Clear, Direct, Honest. His 
vision, as yours should be, is stating only 
what you want. 

Once you establish a vision, write it out. 
A vision is only a dream until it is written, so 
as part of your strategic retreat, think about 
and decide what type of business you want. 
Do you want a small, boutique company that 
gives you an excellent lifestyle with suffi-
cient cash and independence? This might be 
a company of sales in the $1-million range. 
Or do you want to create a larger company -
about $2 to $3 million - that affords you an 
excellent living, supports a retirement plan 
and has plenty of supervisory personnel so 
you don't have to wear all of the hats and can 
take time off when you need to. A third 
example is the owner who wants to create a 
more substantial business asset. With this 

(continued on page 54) 
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Efficiency Boost 
PRO Landscape Software saves landscape contractors 
time and improves job productivity. 

IN THE PAST FEW YEARS software compa-
nies have tried to convince landscape 
contractors that they need to implement 
technology in their businesses. 

"But we know we don't need to clue 
you in to technology," says Pete Lord, 
president, Drafix Software, Kansas 
City, Mo. "You are implementing tech-
nology in your businesses naturally ev-
eryday and it's been making your lives 
easier and more efficient." 

And when it comes to efficiency, 
PRO Landscape delivers, according to 
landscape contractors who use it. 

'This program has helped me sell 
more jobs due to the fact that clients can 
visualize what I'm going to do before I 
do it," explains Bob Konigsmark, presi-
dent, Accent Landscapes, Lincoln, Neb., 
describing the Imaging feature that 
shows clients images of their finished 
landscapes. "After I bought the software, 
it paid for itself in one month." 

PRO Landscape has three integrated 
modules to meet landscape contractors' 
design needs. First, the Image Editor 
creates a life-like before and after land-
scape picture, including growth projec-

tions, shadows, perspectives and light-
ing. Second, the Planner lets contractors 
design a 2-D site plan that accurately 
represents plant, irrigation system and 
hardscape placement, giving the instal-
lation team the information they need to 
get the job done. Finally, the Proposal 
feature automatically generates accurate 
estimates from the landscape image or 
CAD plan, simplifying the process of go-
ing from a completed design to a cus-
tomer-ready proposal. 

"Our extensive research into this 
market told us contractors faced a lot of 
inefficiencies and frustrations," Lord 
says. "First, and foremost, their close 
rate was much too low. They could liter-
ally spend eight to 20 to 40 hours work-
ing on a proposal only to find out they 
didn't get the job. So, we created a soft-
ware product that could both dramati-
cally increase the close rate as well as 
save the designer time in putting to-
gether a proposal." 

And PRO Landscape has saved 
contractors a lot of drawing time. 

"A to-scale drawing by hand on one 
of our typical residential properties 

takes me 
about a good 
seven to 10 
hours," ex-
plains Marcos 
Barrera, presi-
dent, A&M 
Lawn Care, 
Evansville, 
Ind. "But I can 
do the same 
thing with the digital design feature of 
PRO Landscape software in about an 
hour." 

The software saves Michael 
Sarowsky, president, Michael Sarowsky 
Horticulturist, Harwich, Mass., an aver-
age of two hours of drawing time on 
each job, and it's also helped him grow 
his business to four or five time the size 
of what it was just two years ago. "It 
brought my business five fold from what I 
used to gross," he says, adding that jobs 
he's sold using the software range in 
price from $300 to $20,000. "Clients can 
see their house and what it looks like 
with new plants and flowers and mulch 
and even brick or flagstone walkways. I 
bought the program in June and by Au-
gust it was paid for." 

Many PRO Landscape users report 
saving more than 75 percent of the time 
that they had previously spent with anti-
quated design processes after purchas-
ing and using the software. "Not only is 
the actual design process much faster, 
but also any inevitable editing that must 
be done is just a mouse click away," Lord 
shares. "Projects that used to take more 
than five hours to design are now being 
finished in less than one hour. Many of 
our customers have found that the time 
savings and increased revenue per job 
have allowed them to grow their busi-
nesses, or in some cases to not increase 
their number of customers but rather in-
crease their revenue per customer and, 
therefore, their bottom line." 
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you have the flexibility 
to use the appropriate tool or tools for a specific 
job," says Pete Lord, president, Drafix Software, 
Kansas City, Mo. "The result is a professional 
looking sales presentation that can include pic-
tures of the job before and after the landscaping, 
a scaled drawing that can be printed to any size, 
and a professional, accurate estimate of the work 
you are going to perform." 

The following three modules - or PRO Land-
scape tools - are fully integratable and come 
standard with the software. As Lord explains, "for 

a given project, you decide which tool or tools are needed to increase 
your chances of closing the job, maximizing the revenue and saving you 
the most time." 
• IMAGE EDITOR - This module allows you to show your customer exactly 
what their landscape project will look like when it is finished. This can in-
clude not only plants, but also hardscapes, water features, night lighting 
and even holiday lighting. The design can be completed in your office or 
even at the client's 
home on a laptop 
computer. This 
eliminates all of 
the guesswork for 
your customers. 
• PLANNER-This 
module allows you 
to quickly and 
easily create a 
scaled (or CAD) 
drawing of the 

landscape plan. One of the unique features in PRO Landscape is the abil-
ity to go automatically from the Imaging to CAD. If you have created one 
or more image files, PRO Landscape will automatically lay out all of the 
plant material. This improves your accuracy as well as saves time. The 
Planner Module also has huge advantages over hand-drawn plans. The 
software will automatically calculate the square footage areas and even 
the volume of specific areas, such as a mulch beds. In addition, callouts, 
dimensions, and even a legend can be added in seconds. 
• PROPOSAL - This module allows you to quickly create accurate, profes-
sional looking bids. No more hand written estimates or duplicating efforts 
by creating a plan and then re-entering all of the material into a spread-
sheet or bidding program. Simply go through a wizard and your bid is cre-
ated. Once it is finished you can export the bid to programs like 
QuickBooks or CLIP software. 

Most contractors don't put a reasonable value on 

their own time and are therefore shocked to find out 

how much time and money they can save using 

PRO Landscape Software. 

Design 
Toolbox 

In some 
ways, 
buying PRO 
Landscape is 
like buying a 
new set of 
tools. 

For a free demo of PRO Landscape software, visit www.lawnandlandscape.com/prolandscape or call 800/231-8574. 

http://www.lawnandlandscape.com/prolandscape


Many 
landscape 
contractors 
have become 
proficient using 
PRO Landscape 
software 
during only a 
few days of 
practice. 

offers superior func-

tionality along with what many landscape con-

tractors desire: ease of use. 

"Couple our learning facilities with a pro-

gram that was designed for the technical nov-

ice, and it makes for a very quick learning 

curve," explains Pete Lord, president, Drafix 

Software, Kansas City, Mo. 

In fact, most PRO Landscape users utilize the 

imaging module within the first hour of installation 

and are proficient using the entire package within 

a few days. 

"I learned it almost immediately," shares 

Michael Sarowsky, president, Michael 

Sarowsky Horticulturist, Harwich, Mass. "Once 

you get into moving plants around and finding them in the plant library and then 

learning how to give contours to beds and walkways, it just comes naturally." 

It took Bob Konigsmark, president, Accent Landscapes, Lincoln, Neb., only 10 to 15 

hours to get proficient using PRO Landscape. "In that amount of time, I could perform all 

of the basic tasks," he says. "And in another couple of days, I was able to crop, edit and 

pull plant images off of other Web sites and add them to the plant database." 

The software is so simple to master that a large number of users, like Marcos 

Barerra, president, A&M Lawn Care, Evansville, Ind., have in fact never used a com-

puter before learning PRO Landscape. "I didn't have any real software experience, 

but I learned it in about one week," he says. "You don't have to be a rocket scientist 

to work with this program." 

To get a user started, PRO Landscape comes with self-paced training in the form 

of a Tutorial CD, which takes a contractor through a sample project from start to fin-

ish. "The user simply watches a series of one- to three-minute videos right on their 

computer screen," Lord explains. "After watching a video, the user can immediately 

switch to the software and mimic the steps covered in the tutorial. If they struggle 

with any part of it, they can watch any or all of the video again. When they are com-

fortable with that step, they move on to the next one. In just a few hours, they can be 

to the point where they are ready to start using the software on their own jobs." 

Additionally, a 300-plus page User Manual accompanies the software, providing 

users with a tutorial and illustrated examples, not to mention the prolandscape.com 

Web site, which has a Frequently Asked Questions (FAQ) section providing tips and 

tricks to getting the most out of the program. PRO Landscape also comes with free 

technical support by phone, e-mail or fax - there is no limit to the number of ques-

tions users have. 

Easy as 1 -2-3 



ONE OF THE HUGE ADVANTAGES to being 
able to show a customer exactly what 
the finished landscape will look like with 
PRO Landscape is the opportunity it 
provides for upselling services to clients. 

"A customer might ask for black plas-
tic edging, but the contractor can say, 
'Let me show you what brick edging or a 
rock wall will look like,'" says Pete Lord, 
president, Drafix Software, Kansas City, 
Mo. 'The customer will almost always 
like the improvement. The result is a 
more satisfied customer and also more 
money in your pocket." 

One such add-on service is land-
scape lighting. "We've heard from con-
tractors who have doubled their revenue 
in less than a year and attribute much of 
their success to the implementation of 
the PRO Landscape software 
package into their businesses," 
Lord shares. "One contractor re-
cently reported that he added 
more than $30,000 to his business 
by offering lighting services. This 
idea was spawned because with 
PRO Landscape he could show 
his potential customers what their 
projects might look like with light fixtures 
and spot-lights turned on and off - thus 
a lighting division was added." 

This scenario also happened for Bob 
Konigsmark, president, Accent Land-
scapes, Lincoln, Neb. "I increased by 
lighting business 150 percent since I got 
PRO Landscape," he says. "I drive to 
houses that I think would benefit from 
landscape lighting and do a quick draw-
ing of their house with the lighting and 
mail it to them with an estimate. I would 
say out of every 10 of these I mail, four 
customers call me back and say they 
want me to do the job." 

For customers who have the money 
to spend on cosmetic improvements to 
their homes or commercial locations 
but just can't visualize the end result, 
PRO Landscape software makes it 
easy. "A customer needs no convinc-
ing when they see their project with 
water features, paver patio patterns 
and even light fixtures turned on and 
off," Lord says. "The process might 
take an extra two minutes to layout 
with PRO Landscape, but it pays for 
the software twice over. Upselling 
means more money for every project, 
which increases your efficiency. The 
glory days of the low-bidder are no 

Upselling 
Advantages 

Why sell only landscape plantings 
when PRO Landscape software allows 
you to upgrade clients to hardscapes, 
as well as night and Holiday lighting. 

On a typical job, a landscape designer can spend one hour on-site and end up with a 

signed contract using PRO Landscape, while the traditional approach might require two 

to three meetings and a few hours at the drawing board. Plus, additional services, such 

as night or holiday lighting, can be added to the plan and sold in minutes. 

longer - persuasive selling is definitely 
the new mantra." 

This year, Drafix Software released 
Version 10 of PRO Landscape Software 
- the Anniversary Edition, which has the 
same key features PRO Landscape us-
ers have grown to love, but also includes 
holiday lighting capabilities, new cloning 
tools and more high-quality images. 

"We have found that many landscape 
contractors are selling and installing holi-
day lighting to keep their crews busy 
through the winter months," Lord says. 
"The holiday lighting features allow users 

the same efficiencies they currently 
have with their landscape designs or the 
night lighting - that is, a higher close 
rate, shorter sales cycle and more satis-
fied customers because they know ex-
actly what you are going to deliver." 

All in all, PRO Landscape offers effi-
ciency and growth in a practical and 
simple way. "Contractors are growing 
their businesses because of the func-
tionality that we provide," Lord says. "For 
anyone looking to save design time and 
become better sales people, PRO Land-
scape is the answer." 



60-day 
money-back 
guarantee! 
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VERSION 

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

Mention this ad and receive $ 100 of f your purchase! 
discount code: 3379 

PRO 
Landscape 
The Standard In Landscape Design Saftware! 

drafix software, inc. 

http://www.lawnandlandscape.com/prolandscape
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This month, win a LESCO Rotary Spreader. 
LESCO has set the standard for spreaders, 
and now you can win a new LESCO spreader. 
Key features include: 

• 80-lb. hopper capacity 
• Cam-operated oscillating agitator helps 

eliminate product bridging 
• Shutoff plate features pattern 

adjustment slide for even distribution 
of a variety of products 

• Sealed gear box protects gear set from 
dust and debris 

• Oversized tires increase stability and 
provide easier application on taller, 
thicker grasses 

• Steel frame with black powder-coat 
epoxy finish 

. . I I C a l l 8 0 0 / 4 5 6 - 0 7 0 7 
I 

ces to Win New Products 
News 

ved Maaazine Articles ved Magazine Articles 
Message Boards 

UD for Your Personalized Mv Lawn&Landscape Account 
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(continued from page 50) 

vision, you are independent both financially 
and operationally. You work on the busi-
ness and not in it. This owner sees the poten-
tial of not only the present value but of the 
future - when the business will be sold for 
substantial dollars. 

Once your vision is settled, determine 
your mission and values. 

Your mission really has to do with your 
purpose. Why do you go to work every day? 
To decide my mission, I assembled my en-
tire management team and a facilitator. We 
agreed that we didn't just come to work for 
the money because we could do other things 
but we had all devoted our careers and our 
lives to "making great looking places." Your 

TIME IS RUNNING OUT! 
Growth Through Innovation! 

Find out how Technology is changing the Green Industry, 

www.realgreen.com/techfair 
Or Call: 1-800-422-7478 to register. 

M 
Increase Office 
Productivity by.,. 
• Completing office tasks up to 50% 

faster with the use of handhelds 
and bar code scanners. 

Increase In-The-Field 
Efficiency by... 
• Using mapping software to 

optimize routes and increase 
number of daily stops. 

For More Info Call Today 
l - 8 0 0 - 4 2 2 - 7 4 7 8 , 

or Visit Us Online at: 
www.realgreen.com 

m most pommi softwm in m gñhn industry 
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mission can be as simple as this. 
The last area to consider is your values. 

What are you willing to do to accomplish 
your vision? The owner - the leader - sets 
these unbendable standards. What are the 
values you live by? Write them down and 
make them known. With these in place, 
you will be respected not only by your 
customers but, more importantly, by your 
team members. 

PLAN COMPONENTS. Now that you more 
fully understand yourself and what you want, 
it's time to move into the components of a 
strategic plan. 

The trick is to keep the plan as simple as 
possible yet complete enough so it has mean-
ing to move your company to fulfill your 
objectives and goals. With some preliminar-
ily research, a pretty good plan can be put 
together in about two days for a medium-
sized company. How far in advance should 
you try and look into the future? My advice 
is not more than three years because the 
future is changing so fast. 

The following is the plan outline I like to 
use covering five major business areas: 

A. LEADERSHIP 
1. Vision - Mission - Values 
1. Business Outlook 
2. Strengths, weaknesses, opportunities, 

threats 
3. Goals 
4. Objectives (to achieve goals) 
5. Strategy implementation 

B. MARKETING 
1. The industry 
2. Customers 
3. Competitors 
4. Demographics 
5. Psychographics 

C. OPERATIONS 
1. Technology 
2. Equipment 
3. Workflow 

D. PEOPLE 
1. Organization chart 
2. Roles and responsibilities 
3. Training and development 

(continued on page 56) 
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At Volvo, we build more care into all our machines. Take our industry-leading backhoe, 

the Volvo BL70. The reason it does more, lasts longer and works harder is that people like 

you helped us build it Our backhoe loaders are built the way you want them-tough, 

reliable, no compromise. When you climb into the cab and put them on the job, you will see 

the difference you've made. You take pride in what you build. And you can take pride in the 

Volvo that helps you build it More care. Built in. 

Put a Volvo to the test - find your dealer at w w w . v o l v o c e . c o m 

Visit our booth, N1471 

March 15-19, 2005, Las Vegas 
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(continued from page 54) 

E. FINANCIAL/ADMINISTRATIVE 
1. Historical and financial forecasting 
2. Legal and tax structure 
3. Equity analysis 

To accomplish all of these tasks, con-
sider bringing in a facilitator experienced 
in this type of planning process to help, 
especially if this is your first time. Next, 
prepare an agenda and review it carefully 
with your facilitator. A well thought out 
agenda is important so the meeting will 
flow smoothly and stay on time. In order 
for the meeting to be meaningful and pro-
ductive there is work to be done prior to 
the session. Make a checklist of informa-
tion that will be prepared in advance of 
the meeting. This would include informa-
tion about your competitors, the general 
business outlook in your area, new equip-
ment and technology, demographics, (the 
characteristics of your market segments), 

1. Don't wait, set a date. 

2. Don't have the session at your office, but instead at a comfortable neutral place. 

3. When you have finished your strategic planning session, reduce the action part of 

your plan to one sheet of paper. 

4. Decide who will monitor the plan and have a review meeting every quarter. 

5. Make the plan part of your everyday thinking. 

6. Set aside time each year to update the plan for the next 12 to 36 months. 

- Ed LaFlamme 

6 STRATEGIC PLANNING Tips 
psychographics (why people in our area 
are buying what they buy), and the indus-
try in general. It would be a good idea to 
give everyone three months or so in ad-
vance to research this information. 

The most important part of your meet-
ing will be toward the end where you create 
your "game plan." Make sure you don't 
rush this part. Reserve all afternoon or a 
second day, if possible, for this segment. 

As I illustrated with the example of Theo, 
make your plan simple, clear, focused and 
intentional - because it works. 0 ! 

The author built and operated a landscape com-
pany in Connecticut before selling it in 1999. 
Now, he is a consultant, speaker, author and 
president of Grass Roots Consulting, X, Conn., 
and can be reached at 203/225-0807 or 
ed@grassrootsconsulting.com. 

Total aerating control with easy 
operation, increased productivity 
and virtually no operator fatigue. 

• Steers right or left whi le aerat ing 

• Hydrostatically driven fo rward and 
reverse 

• Tines raise and lower hydraulically 

• Tine and tire driven for better 
penetration 

• 5 0 , 0 0 0 plus square feet per hour 

• Offers a 2 4 " turning radius whi le 
aerat ing 

1401 Logan Street, P.O. Box 2401 Norfolk, Nebraska 6 8 7 0 2 - 2 4 0 1 • (888) 2 5 2 - 7 7 1 0 • www.classen-mfg.com TURF EQUIPMENT 

Get your work-out "at the gym" 
SA-25 "STAND-AER " 
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G r a n u l a r G R A S S A N D B R O A D L E A F P R E E M E R G E N T H e r b i c i d e 

It w o n ' t do your b o t t o m line any good, e i ther . Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals,for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. # AgnxSciwces 

Day a n d N i g h t . M o n t h a f t e r M o n t h . S n a n c h n t * 
• Trademark of Dow AgroSciences LLC %0m i l l I V m 
Always read and fottow label directions . 
wwwdowagro.com/turf 1-800-255-3726 Specialty Herbicide 



Mowing Pains 
By being mindful of economically friendly mower 

advancements and following some safety tips, contractors 

can limit daily aches and pains, 

by Jonathan Katz 

Photo: Exmark 

Mowing lawns can be a bone-rattling experience. 
At some point, every landscape contractor has 
bounced over protruding tree roots, bumpy rock-
hard soil or fallen tree branches. Whether on a 
riding, walk-behind or stand-on mower, vibra-
tions and repetitive motions can cause short- and 
long-term physical effects. 

Though more mowers today are being built for 
comfort, little research is available on how ergonom-
ics affect the landscape industry. "The landscape 
industry is very uninformed of ergonomics," says 
Brian Roberts, director of ergonomic services, CNA 
Financial Corp., Chicago, 111. "They look at it and say, 
'How can that apply to me?' I think the first thing 
contractors have to do is educate themselves and ask 
for help to begin understanding ergonomics and 
cumulative trauma." 

E R G O N O M I C S E D U C A T I O N . When it comes to 
ergonomics, the landscape industry is about 25 
years behind manufacturing, according to Rob-
erts. The National Institute for Occupational Safety 
and Health (NIOSH), which is the federal agency 
responsible for researching prevention of work-
related injuries, has studied the effects of heavy 
mining and farming equipment on operators, but 
no information is available on landscape equip-
ment, according to Thomas Waters, supervisory 
safety engineer, NIOSH. 

"NIOSH is the research arm of OSHA (Occupa-
tional Safety and Health Administration), and if 
they're not doing research, there's not a whole lot of 
research you're going to find on it," Roberts says, 
adding that research may be lagging in this area 
because landscape contractors and associations 
haven't embraced ergonomics as a necessity. 

(continued on page 60) 
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"I researched the top 10 brands and chose 

The Tank for its durability, 
reliability and affordability." — Harry Turner, 

President, TLC Turner Lawncare 
Monticel lo, Wisconsin 

TLC Turner Lawncare depends on one commercial power 
equipment brand to help grow its business. Cub Cadet 
Commercial, specifically The Tank" MMZ. 

"I have to depend on the quality of my work to increase my 
business. The quality of cut from The Tank is unmatched. I get 
perfect, straight, clean lines—the cleanest cut I've seen." 

From the sturdy, powerful weight of the unit and cutting 
deck, to the pivoting front end and full-length frame, Turner 

is impressed with the design of The Tank. "The performance 
of this well-engineered unit speaks for itself. It handles 
inclines and rough terrain as easily as it handles flat land." 

At Cub Cadet Commercial, we've designed our products, our 
programs and our company around the needs of professional 
landscapers. We offer a full line of MMZs, walk-behind 
mowers, trimmers, hedge clippers and blowers. All 
engineered for reliability, dependability and productivity. 

Bagger shown 
is optional. 

To find out more about the complete lineup of Cub Cadet Commercial products, 
call 1-877-835-7841, or visit www.cubcommercial.com for the location of a dealer near you. 
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Landscape contractors may want to pay 
more attention to how ergonomics affects 
their operations because back injuries can 
cost a company anywhere from $500 to $1 
million depending on severity, Roberts says. 
That includes workers' compensation costs 
and indirect costs, which are typically four 
times the direct costs, according to Roberts. 

In other words, a $10,000 back-claim injury 
may cost a contractor $50,000 in the end. 
Indirect costs include hiring a replacement 
worker and lost productivity and efficiency, 
Roberts explains. 

Insurance rates can also increase if a 
company has a long history of injuries, Rob-
erts says. A company with few injuries may 

have an experience modifier of 60 percent, 
which means that contractor will receive a 
40-percent break on the standard premium. 
A company with several injuries could have 
an experience modifier of 110 percent, which 
would equal the standard rate plus 10 per-
cent, Roberts explains. 

FIT FOR C O M F O R T . Manufacturers have 
made strides toward helping contractors re-
duce these ergonomic-related costs. They've 
modified equipment to lessen the strain 
caused by vibration and other movements. 
The most vulnerable body parts to aches and 
pains during extensive mower use are the 
hands, wrists, forearms, back and legs. In the 
landscape industry, mower vibration is of-
ten the culprit for back injuries. 

"If you're going over any bumpy terrain 
or uneven surfaces, it's going to create a jolt 
or a jar, and that can create large impact 
forces that are transmitted right up the spine," 
Waters says. These repeated jolts sometimes 
force the spinal disks to rub together result-
ing in nerve irritation, Waters adds. 

Full-suspension seats with shock-absorp-
tion qualities can reduce the chances of back 
and nerve problems associated with exces-
sive vibration. "There's really not any hard 
numbers or solutions other than to try to get 
a tractor that has good vibration-absorption 
qualities or has good seats that absorb a lot of 
vibrations, and try to use anti-vibration 
shocks," Waters explains. 

With some full-suspension seats adding 
$300 to $400 to the cost of a mower, slight 
enhancements in comfort may not sway all 
contractors. "It can't be uncomfortable,"says 
Kevin Lund, commercial mowing product 
manager, John Deere, Moline, 111. "If it's un-
comfortable, or if there's particularly bad 
visibility, that's going to be a problem. But if 
it's reasonably comfortable, it's hard to say 
that there's someone with a particular ad-
vantage. In other words, I don't see opera-
tors paying a lot more for a machine that's a 
bit more comfortable." 

Vibration is broken down into two cat-
egories: segmental and whole-body. Whole-
body vibration is usually associated with 
riding mowers because the vehicle distrib-
utes vibrations through the entire body. Seg-
mental refers to localized vibrations in areas 
such as the hands or arms. This type of 

(continued on page 62) 
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Wells Cargo builds every LS Series Landscape Trailer with rugged durability 
and hassle-free performance as standard features. No shortcuts. No cutting 
corners. Just the best built trailer you can own and customized the way yay 
want it. Thousands of trailers on the job is our proof. Fifty years in business and 
a comprehensive 6-Year Warranty Program is your protection. And remember, 
"With a Wells Cargo Behind . . . You Never Look Back!" 

(§) (800) 348-7553 Q www.vuellscargo.com 
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SIMPLY BETTER 

• POLY TANK 
• UP TO 85 PSI 

EASY TO OPERATE 
LOW MAINTENANCE 
HOLDS MORE MULCH 

JET AGITATION OR 
MECHANICAL AGITATION 

• 13.5-22HP ROBIN ENGINE 
• 350 - 3300 GALLON UNITS 

800 638 1769 
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TR3" Terms: 
90-days same as cash 
30-day money-back guarantee 
Easy monthly payments 
90% approval rate 

Aggressive bevel-cut scarifying teeth 
mounted to the front of the bucket 
tear up hard pan soil popping rocks 
up onto the sifting blade. 

Quick Sweeping Passes 
Sift Rocks Only 
Pick-Up Windrows & Trashpiles 
Minimal Dust 
Low Maintenance 
No Breakdowns 
Stabilizing Wheels Give You: 

• Controlled Soil Penetration 
• Easy Operation 
• No Soil Gouging 
• Easy Leveling 

No other sifting tool offers the flexibility of the RockKing ™ 
Rock Bucket. Grate sizes range from 1-3"—3" grates 
make removing large rocks a snap. Smaller grates drop in 
easily to clean up rocks as small as 1" in diameter! 10880 MCKINLEY HWY 

OSCEOLA, IN 46561 
877.788. 7253(TOLL FREE) 
574.674.5902(FAX) 

Call for Free Video * 877.788.7253 # www, absolutein no vations. ne 

MOOSENS 

GRADES 

US PATENT 

No. 5,806,605 

Vsing the RockKing m 

with the TR3™ RAKE 
cuts man hours in 1/2 

on any ground-prep job! 
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L A N D S C A P E FABRICS 
are a great complimentary sale 
with Decorative Stone, Mulch, 

Pavers, etc. 

Avai lable in Retail 

Displays or Professional 

Bulk Sizes. 

F A B R I S C A P E I S Y O U R S I N G L E S O U R C E O F : 
LANDSCAPE FABRICS EROSION CONTROL PRODUCTS 

• Weed Control 
• Filter/Drain Fabric 

• Paver/Patio Underliner 
• Soil Separator 

• Woven Ground Cover 
and more... 

• Burlap 
• Jute Netting 

• Straw Blanket 
• Silt Fence 

• Fabridrain* 
and more... 
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(continued from page 60) 

vibration is more common with hand-held 
equipment. 

Mower manufacturers are now design-
ing shock-absorbent seats to lessen the im-
pact of vibrations on landscape contractors. 
In the past, seats were supported by a metal 
pan with a back cushion and a seat cushion 
consisting of foam and metal springs. Now, 
several mower manufacturers have added a 
shock-absorbent spring device that is ad-
justable by turning a knob, says Deven 
McGhee, project engineer, Encore Manufac-
turing, Beatrice, Neb. 

"Operators are asking to go faster and 
faster all the time," McGhee says. "Well, the 
faster you go the harder some of those jar-
ring movements are going to be because 
you're hitting at a higher speed. So you're 
trying to combat that with better seats and 
full suspension to try to take away from 
some of that jarring." 

Some mower seats now even consist of an 
(continued on page 64) 

Mowers, Parts, Aaessories, Engines & More 
Dare to Compare our aggressive pricing and excellent service. 
Landscapers Supply is the proven choice of professionals! 

» Full online catalog • Lowest prices 
* Outstanding service • Free shipping 

on parts ovor $150 

JUL 
bmdstapers 800-222-4303 
Supply 

4800 S. CENTRAL AVE., CHICAGO, IL 60638 
(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 

www.fabriscape.com 
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(continued from page 62) 

elastic material that helps dampen vibra-
tion, according to Garry Busboom, director 
of engineering, Exmark, Beatrice, Neb. 

"We've gone to a different type of seat 
suspension that is an elastomeric material 
- it's not metal springs, and what that does 
is it reduces the vibration that's transmit-
ted through the seat to the operator," 
Busboom says. 

Full-suspension seats can raise the cost 
of a mower by 3 to 4 percent or an additional 
$360 to an $8,000 mower, according to 
McGhee. There are also add-in suspension 
seats, which contain a shock-absorbent sys-
tem placed between the frame and board 
instead of being built in like the full-suspen-
sion seats. 

Seats today are also equipped with ad-
justable armrests that provide a bridging 
point between the driver's elbow and hand 
when gripping the handles, according to 
McGhee. This helps reduce arm pressure. 
Some seats are now molded to fit the con-

"THE LANDSCAPE INDUSTRY IS VERY IGNO-

RANT OF ERGONOMICS. THEY LOOK AT IT 

AND SAY, 'HOW CAN THAT APPLY TO ME?' 

I THINK THE FIRST THING THEY HAVE TO 

DO IS EDUCATE THEMSELVES AND ASK FOR 

HELP TO BEGIN UNDERSTANDING ERGO-

NOMICS AND CUMULATIVE TRAUMA." 

- BRIAN ROBERTS 

tours of the body rather than exaggerating a 
flat board. "I know in the early years one of 
the huge complaints were the shoulder areas 
because your arms were always constantly 
out there forward, and I think adding arm-
rests have helped," McGhee says. 

Another new design that helps reduce 

vibration is a "rocker front end," that pivots 
separately from the frame and the operator, 
McGhee says. This allows the two front 
wheels to rock, reducing the amount of shock 
that is sent back through the operator. 

"What that means is that if that one wheel 
is deflected a certain distance, it's only going 
to deflect the center half of that distance," 
McGhee explains. "You're not sending as 
much movement through the operator by 
reducing the amount of shock-loading move-
ment that the operator sees due to poten-
tially rough terrain," McGhee explains. 

In addition to back problems caused by 
excess vibration, hands, and more specifi-
cally the fingers, are sometimes stressed 
when squeezing traditional pistol-grip 
drive levers. Mower manufacturers have 
redesigned the position of some controls 
to prevent hand and wrist problems such 
as carpal tunnel syndrome, but Waters 
says the disorder is not as widespread as 

(continued on page 66) 

• Illuminated Holiday 
Decorating 

• High Quality - Low Startup 
• 2 Days of Training -

Ongoing Support 
• The Perfect Add-On Business 

IDEAS 
decorating 

• Distributorships Available 
• Secure Your Area Today 
• Retain Key Employees 

During Winter Months 
• Increase Off Season Sales 

and Profits 
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When seeding 

SeedjAccelerator' iobs f3\\ y 0 U r 

phone rings off the hook, your customers 

get upset, your schedule falls apart and 

your profits fly out the window. With its 

patented Moisture Cell Technology" each 

PennMulch pellet expands to four times its 

size, retaining water to speed up 

germination. It protects your seed and only 

PennMulch provides just the right amount 

of starter fertilizer with one easy application, 

and without adding a single weed seed. 

I 
M&tj* give ¿jhdts s&eA d k&U&y stdrt dt Life. 

PENNMULCH® SEED A C C E L E R A T O R TO T H E R E S C U E 
Users agree, and university research 

confirms, PennMulch provides faster 

establishment, more uniform fill in, and up 

to 36% more grass than seed alone. 

PennMulch may not get it to rain, or get 

your customers to water, but it will reduce 

callbacks and improve customer 

satisfaction! You can find out more about 

amazing PennMulch by visiting our web site 

at www.LebanonTurf.com. Click on 

"Promotions" and enter coupon code 

LLI094 to receive a complete 40-page 

agronomy manual absolutely free! Ask for 

PennMulch at your nearby LebanonTurf 

dealer and make sure your seeds succeed. 

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

http://www.LebanonTurf.com
http://www.LebanonTurf.com
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Most mower operator injuries result 

from strenuous repetitive motions. 

Changing your routine throughout the 

day can help diminish some of this risk, according to 

Thomas Waters, supervisory safety engineer, Na-

tional Institute for Occupational Safety and Health, 

Washington, D.C. 

"Anything you do to reduce the amount of expo-

sure is a good solution, such as cutting down on the 

amount of time or repetition you're exposed to," 

Waters says. "For instance, if you're going to use a 

string trimmer in the morning, maybe you won't use 

it in the afternoon. Do the mowing in the afternoon 

instead. Job rotation is a pretty good recommenda-

tion. " - Jonathan Katz Photo: loht1 Deere 

QUICK TIP: Watch Your Back 

TurbwQrld .com 
The World of Concrete Curbing Machinery 

• Curbing Machines • Ground Prep 

Machines 
• Lighting Kits 
• Training & Support 
• Custom Trailers 

Curbworld specializes in helping you to design your own 
curbing system from the ground up with the help of our 
highly experienced curbing professionals. 

Call us for FREE Information Package! 

866'287'2953 • www.curbworld.com 

LT. RICH PRODUCTS INC 
Hydraulic Spreader Motor 

And Speed Control 
Z-Spray Spray Systems 

Two stainless steel units available 
20 & 40 gallon cap. 

200 & 300 lbs. fertilizer cap 
3 section spray boom 
ZTR Maneuverability 
15 & 17 HP Kawasaki 

765-482-2040 • FAX 765-482-2050 
* www.z-spray.com 

MM mm mm 
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A Market Opportunity for LCOs 

DuPont Advion™ Fire Ant Bait works fast 
to control one of the notion's most serious public health pests. 

€ H K > 
The miracles of science"' 



Introducing DuPont & Advion 
Fire Ant Bait 

T M 

While new to the lawn care industry, 
DuPont has long been recognized as 
one of the world's most forward-
thinking business enterprises, intro-
ducing such well-known products as 
Teflon® resins, Kevlar® brand fiber 
and Mylar "polyester film to custom-
ers throughout the globe. A Fortune 
500 company with more than 75,000 
employees worldwide, Dupont prides 
itself on being a science-based com-
pany dedicated to innovation with the 
ability to adapt to rapidly changing 
market conditions. 

Perhaps because of its strong foun-
dation in science - with an emphasis 
on discovery - change is very much a 
part of the DuPont culture. The abil-
ity to transform and reinvent itself 
several times during its history is an 
important reason why DuPont contin-
ues to be a competitive global com-
pany two centur ies after it was 
founded. 

One of the most recent changes at 
DuPont has been its decision to enter 
the lawn care industry with an inno-
vative new chemistry - indoxacarb -
that is generat ing much interest 
among lawn care professionals. 

Indoxacarb is a proprietary insec-

ticide discovered and developed by 
DuPont. We're excited about indox-
acarb for several reasons. First, it's a 
new class of chemistry (oxadiazines) 
with a novel mode of action. Second, 
it is effective at low use rates against 
a broad spectrum of pests. And, third, 
it has been awarded "reduced risk" 
status by the EPA. For all these rea-
sons our plan is to introduce and de-
velop a full line of indoxacarb-based 
products starting with Advion™ Fire 
Ant Bait, which we're pleased to fea-
ture in this editorial supplement. 

Our ability to adapt to change and 
develop innovative products like 
Advion™ Fire Ant Bait has enabled 
DuPont to become one of the world's 
most innovative companies. Yet even 
in the face of constant change, inno-
vation and discovery, our core values 
have remained constant: commitment 
to safety, health and the environment; 
integrity and high ethical standards; 
and treating people with fairness and 
respect. 

That's what you can expect from 
the team at DuPont Professional Prod-
ucts, a company with more than 200 
years of experience bringing ground-
breaking products to consumers 

throughout the world, and a company 
that is excited about its entry into the 
lawn care industry with Advion™ 
Fire Ant Bait. We're looking forward 
to working with you. 

Regards, 

Mike McDermott 
Global Business Manager 
DuPont Professional Products 
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DuPont begins the 
manufacture and sale 
of powder. 

1802 1804 

President Thomas 
Jefferson becomes a 
DuPont "spokesman." 

I 

First investiga-
tion of synthetic 
fibers launched. 

I 

Fundamental research pro-
gram launched, laying the 
foundation for many prod-
ucts; start of the 20th century 
"materials revolution." 

Researchers discover 
DuPont Teflon® 
fluoropolymer resins 
and DuPont Lucite 
acrylic resins. 

1903 1909 

The company is founded in 
Wilmington, Delaware, by 
Eluthere Irenee du Pont de 
Nemours. It is capitalized on 
$36,000 with 18 shares at 
$2,000 each. 

1927 1930 1937-1938 1952 

Experimental Station es-
tablished; DuPont begins 
to transition to a diversi-
fied chemical company. 

During World War I, DuPont sup-
plies 1.5 billion pounds of mili-
tary explosives to Allied forces 
and provides U.S. industry with 
840 million pounds of dynamite 
and blasting powder - half of the 
nation's total requirements for 
mining and heavy construction. 

DuPont researchers Arnold 
Collins and Wallace Carothers 
discover a successful gen-
eral- purpose synthetic rub-
ber, neoprene. Just two weeks 
later, researcher Julian Hill 
discovers the first synthetic fi-
ber, a precursor to nylon. 

DuPont develops DuPont 
Mylar polyester film, a du-
rable plastic film with use 
ranges from recording tape 
and shrink-wrapped pack-
aging to electrical insula-
tion. 
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DuPont: 
A History of Innovation 

Celebrating more than two centuries 
in business, DuPont is one of the old-
est continuously operating industrial 
enterprises in the world. The com-
pany was established in 1802 near 
Wilmington, Delaware, by a French 
immigrant, Eluthere Irenee du Pont 
de Nemours, to produce black pow-
der. E.I. du Pont had been a student 
of Antoine Lavoisier, the father of 
modern chemistry, and he brought 
with him to America some new ideas 
about the manufacturing of consis-
tently reliable gun and blasting pow-
der. His product ignited when it was 
supposed to, in a manner consistent 
with the hoped-for results. This was 
greatly appreciated by the citizens of 
the fledgling republic, including Tho-
mas Jefferson, who wrote du Pont, 
thanking him for the quality of his 
powder, which was being used to 
clear the land at his beloved 
Monticello. Many other heroes of 
early America owed their success, and 
lives, to the dependable quality of 
DuPont's first product, which gener-
ated $15,000 in business that first year. 

In the two centuries since E.I. du 
Pont set up its first manufacturing fa-
cility in Delaware, the company has 
metamorphosed many times, evolv-
ing far from its original business while 
retaining the commitment to consis-

tent high quality and the "miracles of 
science"™ as DuPont enters its third 
century in business. In the 19th cen-
tury, DuPont primarily was an explo-
sives company. In the 20th century it 
became a global chemicals, materials, 
and energy company. Today, the firm 
generates more than $24 billion in an-
nual revenues and employs 78,000 
people worldwide. 

Its future will be as a broad-based 
science company drawing on strengths 
in chemistry, biology, physics, engi-
neering and information technology, 
according to Mike McDermott, global 
business manager of DuPont Profes-
sional Products. "Constant innova-
tion - that's always been the key to 
DuPont's success," he said, "and it will 
continue to be the key to its success 
in the future." 

The ability to transform and rein-
vent itself several times during its his-
tory is an important reason why 
DuPont continues to be a competitive 
global company two centuries after it 
was founded. "We're proud of our 
past," McDermott said, "and very ex-
cited about our future." 

The DuPont oval logo, The Miracles of 
Science and Advion are trademarks or 
registered trademarks of DuPont or its 
affiliates. 

DuPont Lycra 
brand elastane fi-
ber is introduced. 

DuPont Corian® 
surface material 
is developed. 

Global competition hits 
home; DuPont empha-
sizes marketing as well as 
creating better things for 
better living. 

DuPont scientist Dr. 
George Levitt dis-
covers sulfonylurea 
class of herbicides. 

1959 1960s 1969 

DuPont introduces Lycra 
spandex fiber, electronic mate-
rials for microcircuits, Nomex® 
and Kevlar® aramid fibers for fire 
and police protection, among 
many other products. 

1970s 1 9 7 1 
I 

1975 1982 

Dr. George Levitt is awarded 
the 1999 National Medal of 
Technology by President Bill 
Clinton for his discovery of sul-
fonylurea class of herbicides. 

I 
1990 

Bullet-resistant 
vests of DuPont 
Kevlar® brand fi-
ber are tested by 
15 police depart-
ments. 

DuPont Pharmaceuti-
cal Company is formed. 

1993 2002 2004 

DuPont celebrates 
its 200th birthday. 

The company and Merck 
agree to form a joint ven-
ture, DuPont-Merck Phar-
maceutical Company. 

DuPont introduces 
Advion™ Fire Ant Bait. 



Indoxacarb: In A Class By Itself 

Designated a "reduced risk" pesti-
cide by the EPA, indoxacarb is a 
member of a new class of insecticides 
(oxadiazine) that is proving highly 
effective against imported fire ants, 
a rapidly expanding market for lawn 
care professionals throughout the 
South. 

"It's a brand new class of chem-
istry with a unique mode of action," 
according to Dr. Chuck Silcox, glo-
bal technical manager, green indus-
try, DuPont Professional Products, 

"There are no 
other compounds 
on the market that 
exhibit this mode 
of action." 
- Chuck Silcox, 
DuPont's global 
technical manager 

Wilmington, Del. "Unlike some in-
secticides, which stimulate the so-
dium channel in the insect's central 
nervous system, indoxacarb shuts it 
down, resulting in paralysis and 
death. There are no other compounds 
on the market that exhibit this mode 
of action." Since indoxacarb - the ac-
tive ingredient in Advion™ Fire Ant 
Bait - is most effective when con-
sumed, it's well suited as a bait for-
mulation. "Upon ingestion, the insect 
converts indoxacarb into an active 
metabolite which then binds to the 
sodium channel," Silcox observed. 
"That's why it's so effective as a bait." 

Yet i t 's not the only reason 
Advion™ Fire Ant Bait is showing so 
much promise as a fire ant control 
agent. "The thing that is so remark-
able about the product is its speed of 
action," Silcox said. "It is very fast 
acting, decimating fire ant colonies 
within 24 to 72 hours after treatment. 
But it doesn't work too fast, allowing 
foragers sufficient time to distribute 

the toxicant throughout the colony be-
fore they die, thereby eliminating the 
queen, which is critical to the success 
of any fire ant control program." 

Other at tract ive at tr ibutes of 
indoxacarb include its environmental 
profile, low-use rates, broad-spectrum 
control and ease of use. In addition, it 
is virtually insoluble in water, so there 
is little risk of surface or groundwa-
ter contamination. "That's one of the 
reasons the product has been granted 
reduced risk status by the EPA," 
Silcox said. "Lawn care professionals 
will find Advion's environmental pro-
file very attractive." 

Advion™ Fire Ant Bait is a valu-
able solution for treating home lawns 
as well as large tracts of land sur-
rounding office parks, condominium 
complexes and health care facilities. 

For additional information about 
Advion™ Fire Ant Bait, contact your 
local distributor or a DuPont Profes-
sional Products sales representative in 
your area. 

It isn't very often that a new class of insecticides is introduced in the lawn 

care industry. That's why DuPont Professional Products is so excited 

about the future of indoxacarb, a novel chemistry that works by inhibiting 

sodium ion entry into nerve cells, resulting in paralysis and death of the 

target pest. 

"Indoxacarb is part of a new class of chemistry called oxadiazines," 

said Dr. Clay Scherer, global technical manager, pest management, 

DuPont Professional Products. "It has a unique mode of action that shuts 

down the sodium channel. There are no other compounds that exhibit this 

mode of action." 

M a j o r Insec t i c ide 
C l a s s e s 

Chlorinated hydrocarbons 

Orgartophosphates 

Carbamates 

Pyrethroids 

Insect growth regulators 

Avermectins 

Neonicotinoids 

Phenylpyrazoles 

Oxadiazines 

JÊkmieiNemammÊmià y 



lndoxacarb, the active ingredient in Advion™ Fire Ant Bait, has a number of features and benefits that make it an attractive 

insecticide for the landscape industry. "For lawn care professionals, what's most impressive about the active ingredient is its 

speed, efficacy and residual control against fire ants," said Mike McDermott, global business manager; DuPont Professional 

Products, Wilmington, Del. "In both laboratory and field trials with key insects it has exhibited superior performance." Other 

features and benefits ofindoxacarb include: 

New class of chemistry (oxadiazine) 

Novel mode of action 

Awarded "reduced risk" status by EPA 

Virtually insoluble in water 

Low acute toxicity 

Speed of control 

Broad spectrum activity 

Effective at low use rates 

No chronic toxicity 

Ideal bait insecticide Indaxi 
n M t t E n e m a I L l i T h f S a u t h 

The red imported fire ant, Solenopsis invicta, infests all of the southern states 

from Florida to Texas, and as far north as southern Oklahoma, Arkansas, 

Virginia and Tennessee. It has a two-segmented petiole and a stinger. The 

clypeus has three teeth, a key identifying character. The body is nearly 

uniform dark reddish-brown in color. They are best known for their ^ ^ 

painful sting. To sting, the ant grabs the victim's skin with its man-

dibles for leverage, then curls its abdomen to insert the stinger. The venom contains piperidines, 

which can cause a burning sensation, and proteins, which can cause life-threatening anaphy-

lactic shock in a small percentage (less than 1%) of the population. The sting causes a white 

pustule to form on the skin. 

(Source: Handbook of Pest Control, 9th Edition) 



Imported Fire Ants: 

1 

A Market Opportunity 

Fire ants are a growing problem 
throughout much of the South, repre-
senting a significant market oppor-
tunity for lawn care professionals in-
terested in expanding their service 
offerings and enhancing their bot-
tom lines. However, to properly con-
trol fire ants, one must first have a thor-
ough understanding of the biology 
and habits of this potentially destruc-
tive pest. 

Descr ip t ion . 

Four species of fire 
ants can be found in 
the United States, all 
of w h i c h h a v e the 
same basic identify-
ing characters. The most common 
species is the red imported fire ant, 
Solenopsis invicta, which was first 
discovered in Mobile, Ala., in the 
1930s. Other species sometimes en-

Why Arm Firm AntwSn tÊÊmtuÊt ta Cantmt? 

There are a number of behavioral and biological reasons imported fire ants have 

become a serious pest in the United States, particularly from Texas to Florida where a 

growing number of lawn care professionals are offering fire ant control services. Here 

are some of the reasons this seemingly ubiquitous pest has gained such a foothold in 

the United States. 

• Produce large populations 

• Lack of natural enemies 

• Little pest competition 

• Produce large numbers of reproductives 

• Aggressive behavior 

• Thrive in disturbed habitats 

• Newly mated queens can fly as far as 12 miles 

countered by lawn care profession-
als include the southern fire ant, 
S. xyloni; t r o p i c a l f i re ant , S. 
geminata; and black imported fire 
ant, S. richteri. 

Fire ant work-
ers v a r y in s ize , 
ranging from V*> to 
V4 inch in length . 
T h e y are ye l low, 
black or dark red-
brown in color, de-
p e n d i n g on the 
species. The thorax 
lacks spines , and 
the petiole has two 
nodes. They have a 
stinger at the tip of 
the abdomen and 
10-segmented an-
t e n n a , w h i c h is 
tipped with a two-
segmented club. 

Biology/Habits. 

Worker ants are 
wingless, sterile fe-



males. They protect the queen by de-
fending the nest from intruders, by 
feeding the queen only food that the 
workers have eaten first, and by mov-
ing the queen from danger. They also 
forage and care for the developing 
brood. The brood is made up of cream-
colored eggs, larvae, and pupae of all 
the castes. 

The winged forms, or reproduc-
tives, live in the mound until their 
mating flight, which usually occurs in 
the afternoon soon after a rainy pe-
riod. Mating flights are most common 
in spring and fall. Males die soon af-
ter mating, while the fertilized queen 
alights to find a suitable nesting site, 
sheds her wings, and begins digging 
a chamber in which to start a new 
colony. Sometimes, several queens can 
be found within a single nesting site. 

A newly mated queen lays about a 
dozen eggs. When they hatch 7 to 10 
days later, the larvae are fed by the 
queen. Later on, a queen fed by worker 
ants can lay more than 2000 eggs per 
day. Larvae develop in 6 to 10 days and 
then pupate. Adults emerge in 9 to 15 
days. At maturity, a fire ant colony can 
consist of more than 500,000 ants. 
Queen ants live 7 years or more, while 
worker ants generally live about 5 
weeks, although they can survive 
much longer. 

There are two kinds of red im-
ported fire ant colonies - the single 
queen ( m o n o g y n e ) and mul t ip le 
queen (polygyne). Workers in single 
queen colonies are territorial. Work-
ers from mult iple queen colonies 
move freely from one mound to an-
other, which has resulted in a dra-
mat ic increase in the n u m b e r of 
mounds per acre. Areas infested with 
single queen colonies contain up to 
150 mounds per acre (rarely more 
than 7 million ants per acre). In ar-
eas with multiple queen colonies, 
there may be 200 or more mounds and 

40 million ants per acre. 
The red imported fire ant 

builds mounds in almost any type 
of soil, but prefers open, sunny 
areas such as pastures, parks, 
lawns, meadows, and cultivated 
fields. Mounds can reach 18 inches 
in height, depending on the soil 
type. Often mounds are located in 
rotting logs and around stumps 
and trees. Colonies also can occur 
in or under buildings. 

Colonies frequently migrate 
from one site to another. The 
queen needs only half a dozen 
workers to start a new colony. 
They can develop a new mound 
several hundred feet away from 
the previous location almost over-
night. Flooding causes colonies to 
leave their mounds and float un-
til they can reach land to estab-
lish a new mound. Colonies also 
can migrate to indoor locations. 

The Future. Fire ants are 
among the most prolific insects 
found in the southern United 
S t a t e s , p r o v i d i n g v a l u a b l e 
growth opportunities for lawn 
care professionals interested in 
breaking into this rapidly ex-
panding market or expanding 
their current fire ant offerings. In 
either case, the staff of DuPont 
Professional Products is ready 
and will ing to lend a helping 
hand, offering sales support and 
technical expertise to lawn care 
professionals eager to grow their 
fire ant business. 

(Sources: Texas Imported Fire Ant 
Research and M a n a g e m e n t 
Project; Technician's Handbook and 
PCT Field Guide For The Manage-
ment of Structure-Infesting Ants, 
USD A / APHIS /PPQ, University 
of Florida) 

lllUktl lUm k'LVflL- of 
i-iiu Ant Ihuhhmi 
Eighty-one percent of Texans have been 

stung by fire ants and 76 percent of the 

state's residents have treated their yard 

for this serious public health pest, illus-

trating the scope of the fire ant prob-

lem in the "Lone Star State." The tele-

phone poll, conducted by the Scripps 

Research Center in the summer of 2003, 

has a margin for error of plus or mi-

nus three percent. 

Ouch, That Hurtsl 
Have you ever been stung by a fire 
ant or ants? 

100 

YES NO DON'T KNOW 
NO ANSWER 

(Source: Scripps Howard Texas Poll) 

A Growing Problem 
Have you ever treated a yard for 
fire ants, or had someone else 
treat it for you? 

DON'T KNOW 
NO ANSWER 

(Source: Scripps Howard Texas Poll) 



Researchers Impressed With 
Indoxacarb 
A number of prominent industry re-
searchers have conducted field stud-
ies to determine the efficacy of indox-
acarb against imported fire ants and 
they've come away impressed, in-
cluding Dr. Richard Patterson of the 
University of Florida; Dr. Roger Gold 
of Texas A&M University; and Dr. 
Charles Barr of Texas Cooperative Ex-
tension. All three researchers ap-
peared at a two-day conference spon-
sored by DuPont Professional Prod-
ucts held earlier this year at the Ritz-
Carlton Golf Resort in Naples, Fla. 

Kicking off the program was Dr. 
Richard Patterson, who provided an 
historical overview of the imported 
fire ant problem, pointing out the pest 
originated in South America before 
being introduced in Mobile, Ala., in 
1929, and spreading throughout the 
South, where it now infests more than 
321 million acres. 

Patterson's research focused on 

s u m m e r and fall a p p l i c a t i o n s of 
granular indoxacarb for red imported 
fire ant control in north Florida. He 
applied four tablespoons of Advion™ 
Fire Ant Bait a round indiv idua l 
mounds, along with a broadcast treat-
ment of 1.5 pounds per acre. "Plots 
were evaluated three, seven, 10,14,28, 
42 and 56 days post treatment or un-
til the product failed," he said. 

"Both summer and fall applica-
tions were very effective in northern 
F lor ida , " according to Patterson. 
"Indoxacarb applied as a bait showed 
very quick knockdown in three days 
and good residual control for up to 
four to six months." 

In another study at a city cemetery 
in Gainesville, Fla., where the turf is 
mowed and watered regularly, broad-
cast applications of Advion™ Bait 
was applied at the rate of 1.5 pounds 
per acre. "In 24 hours, indoxacarb 
knocked down the population very 

quickly," he said. "And because of the 
quick knockdown, you don't get as 
much m o u n d m o v e m e n t with 
indoxacarb as you may get with other 
products." In this study, Patterson 
said, " Indoxacarb looks extremely 
good." 

Dr. Roger Gold, endowed chair 
holder at Texas A&M University's 
Center For Urban and Structural En-
tomology, said fire ants are serious 
business in the Lone Star State, where 
they represent an important quality of 
life issue. "Fire ants have a significant 
economic impact on the state, costing 
Texas billions of dollars in lost rev-
enue," he said. "They're also an im-
portant pest medically," posing a se-
r ious heal th risk in and around 
schools, health care facilities, homes 
and apartments, and other sensitive 
accounts. 

Gold has conducted a number of 
field trials with Advion™ Fire Ant 

Indoxacarb 
Imparted 

Fire Ant 
Broadcast 
Trial 

[Summer B003] 

DAT = D a y s A f t e r T r e a t m e n t 

Source: 
University 
Florida 



Bait in recent years, in-
ves t iga t ing the 
product 's mode of ac-
tion, field performance 
and environmental im-
pact. On all three counts, 
he's impressed. 

"We l ike the fact 
w e ' r e dea l ing with a 
new active ingredient 
that represents a new 
class of insecticide," he 
said. "It 's an active in-
gredient that is ex-
tremely active against 
fire ants. After four days, 
most test results exhib-
ited more than 90 per-
cent control of fire ant 
populat ions. The effi-
cacy is excellent, mean-
ing we're seeing results 
in one to three days. And 
the colony is being con-
trolled. We're not just 
killing foragers, but re-
productives as well. 

"Some products only 
move mounds around," 
Gold added, "but in this 
case you're eliminating colonies. Ants 
may come back around the periphery 
of the treated area, but it's controlling 
them in the test area." 

Gold also indicated the product 
has an attractive environmental pro-
file, an important consideration in 
these pesticide-conscious times. "It al-
ready has a number of registrations 
in agriculture," Gold said, "so that 
should give us some comfort." 

Dr. Charles Barr, program special-
ist for Texas Cooperative Extension, 
conducted a series of field trials fea-
tur ing b r o a d c a s t t r e a t m e n t s of 
indoxacarb at municipal a irports 
throughout Texas. The test sites, quar-
ter acre plots where the treatments 
were replicated four times each, gen-

Bait is an effective tool in the lawn care professional's ongoing battle against imported 

fire ants, but it's a technology that must be used properly. Texas Cooperative Extension 

offers the following recommendations when using bait to control this potentially 

destructive pest: 

• Apply baits when ants are foraging. To see if ants are active, place a small amount 

of bait or suitable food (i.e. hot dog) next to a mound. If ants begin removing food 

within 30 minutes, it's a good time to treat. 

• In summer, apply baits in the evening. Ants forage during the cool of the evening 

and will quickly discover and carry off baits. Baits applied during the day, in 

extreme heat, quickly lose their effectiveness. Ants do not forage during the day in 

hot weather. 

• Use only fresh bait, preferably from an unopened container. Once opened, baits 

should be used quickly. Opened containers may last only a few weeks. Unopened 

containers stay fresh for up to two years. 

• Test baits for freshness before using. Apply a small amount next to an active 

mound. If the bait is fresh, ants will begin removing it within 30 minutes. 

• Apply baits when no rain is expected for at least eight hours. This reduces the risk 

of the pesticide being washed away. 

erated a wealth of valuable informa-
tion. What did Barr discover? "We're 
knocking out foraging fire ants over-
night," he said. "That's very encour-
aging for lawn care professionals," 
particularly when one considers the 
importance of controll ing fire ant 
populations around homes and other 
sensitive locations where rapid con-
trol is essential. 

"When it comes to fire ants, it's all 
about speed of kill," he said. "It 's the 
fastest acting broadcast bait I've seen 
in 14 years doing broadcast work. It 
produced nearly 100 percent colony 
elimination in three days." 

Interestingly, the speed of control 
is "nearly identical" in summer and 
fall applications, according to Barr. 

"It's a very robust product. It's a prod-
uct that should satisfy the consumer's 
need for speed," a sentiment rein-
forced by Dr. Charles Silcox, global 
technical manager, green industry, 
DuPont Professional Products. "The 
thing that immediately jumps out at 
you when looking at the data is how 
quick ly A d v i o n ™ Fire Ant Bait 
works," Silcox said. "It provides ex-
cellent speed of control. And it main-
tains 90 percent control over 60 days, 
so it has quite an impressive perfor-
mance profile." 



'Tki 

LCOs Speak Out About The Fire 
Ant Market 

On the final day of the two-day Fire Ant Symposium hosted by DuPont 

Professional Products, attendees were asked their thoughts about 

the fire ant market. Here's what they had to say: 

"Fire ants make the phone ring in 
Texas. When the economy crashed in 
the 1980s, my business kept growing 
because fire ants were such a serious 
pest problem." - Bobby Jenkins, ABC 
Pest & Lawn Services, Austin, Texas 

"We mow our clients' lawns and detail 
their beds weekly. When we see a fire 
ant mount while we're there, we treat 
it immediately. In Florida, all of the em-
ployees who use pesticides must be cer-
tified, so if someone on the crew at the 
property isn't certified, then we send 
someone right away who is certified to 
take care of the fire ants on that client's 
property." - Barry Troutman, 
ValleyCrest Cos., Orlando, Fla. 

"A lot of people have given up on 
fire ant control in southeast Texas. 
They simply accept them as a part 
of life. We need some good, inexpen-
sive solutions that will make life bet-
ter for h o m e o w n e r s . " - C h a r l e s 
Barr, extension agent, Texas Coop-
erative Extension, College Station, 
Texas 

"Our advertising doesn't promote a 
public health message, but a ' take 
your yard back' message. Our mes-
sage is that we'll allow your children 
to play in the yard again without the 
fear of being injured by fire ants." -
Bobby Jenkins, ABC Pest & Lawn 
Services, Austin, Texas 

"One of the challenges of fire ant con-
trol is educating the customer on the 
programs we offer and what results 
they can expect from them. We have a 
marketing piece detailing this informa-
tion written in layman's terms that we 
can hand out to clients at any given time 
during the year to aid in this educa-
tional process." - John Buechner, Lawn 
Doctor, Marlboro, N.J. 

"Fire ants cost $5 to $6 million annu-
ally for damage control and population 
management, making it a big problem 
and an excellent business opportunity 
for lawn care operators." - Richard 
Patterson, professor of entomology, 
University of Florida, Gulfport, Fla. 



"It 's the type of service that makes 
the customer pick up the phone be-
cause it can do harm to children and 
pets. I want people to know I'm an 
expert on fire ants so they call me first 
if they have a problem." - Bobby 
Jenkins, ABC Pest & Lawn Services, 
Austin, Texas 

"Customer education will play a vi-
tal role in the long-term management 
of not only fire ants, but other ants as 
well." - Richard Patterson, professor 
of entomology, University of Florida, 
Gulfport, Fla. 

"For fire ant services, marketing is 
crucial. Many lawn care companies 
used to do regular lawn care services 
and then throw in fire ant treatments 
for free - they didn't realize what a 
profitable service it could be. As a 
result, it has become a difficult ser-
vice for those companies to sell. My 
advice to lawn care operators add-
ing this service to their mix is to 
m a r k e t it wel l with d i rec t mai l 
p ieces so c l ients u n d e r s t a n d the 
value you are providing." - J o h n 
Buechner, Lawn Doctor, Marlboro, 
N.J . 

When developing a fire ant control program, lawn 

care operators (LCOs) have a variety of products and 

formulations from which to choose, including baits, 

liquids, dusts and granules. Baits are the formulation 

of choice for many LCOs because they are cost effec-

tive, easy to apply and highly efficacious. 

The key to formulating quality bait, according 

to Dr. Roger Gold of Texas A&M University, is "you 

must have an acceptable bait matrix" that ants find 

attractive. "If something is attractive, ants will move 

to the site to pick it up, which is important." Next, 

the product must be palatable, prompting ants to pick 

up the material readily. "The worst characteristic you 

can have in a bait is if it's repellent. The bait matrix 

must be palatable," he said. 

The next thing that is important is the speed of 

activity," according to Gold, who spoke at a Fire Ant 

Symposium sponsored by DuPont Professional Prod-

ucts earlier this year. The bait must be slow acting 

enough to give foragers sufficient time to distribute 

the toxicant throughout the colony, but not too slow 

to put the customer at risk from delays in controlling 

imported fire ants. "You have to make sure the forag-

ers take the toxicant back to the colony and you don't 

want them dying too quickly," he said. "They have to 

have the time necessary to distribute the toxicant to 

other members of the colony through trophallaxis." 

Gold said Advion™ Fire Ant Bait exhibits all of 

these characteristics, making it well suited for a va-

riety of control situations. "Consumers will be very 

pleased with the speed of performance of this 

product," he said. Yet he is quick to remind LCOs 

that there is no silver bullet when it comes to imported 

fire ants. "Whi le we have an active ingredient 

(indoxacarb) that is extremely active against fire ants, 

it's important to remember that there is no perfect 

insecticide on the market," he said. "It still must be 

applied properly." 
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Introducing DuPont Professional Products. 
A new line of effective pest management and green industry solutions. €PU) 

The miracles of science 



s 
j 

19 
TI 

LMMCW 
• / / ) Rf -C3» I—J P " " « E V E N T S 

Learn How To Manage Labor 
& Improve Profits 

A Comprehensive Seminar For Landscape Contractors 

Featuring Jack Mattingly, Mattingly Consulting 

What You Will Learn 

What labor should cost your company and how it impacts your bottom line. 
How to track labor costs for each job and manage labor for quality and accountability. 
To improve your estimating skills and how to generate reports to provide accurate estimates. 
How to sharpen your financial management practices with QuickBooks. 
To save labor hours by buying the proper equipment. 
How to develop an overall system to manage and schedule labor. 

Seminar Dates & Locations 

Thursday, August 5, 2004 
Detroit, Michigan 

Friday, August 6, 2004 
Cleveland, Ohio 

Wednesday, August 11, 2004 
Nashville, Tennessee 

Friday, August 13, 2004 
Houston, Texas 

Friday, August 27, 2004 
Milwaukee, Wisconsin 

Friday, September 17, 2004 
Kansas City, Missouri 

Friday, October 1, 2004 
Washington D.C. 

Friday, October 8, 2004 
Tampa, Florida 

Friday, October 15, 2004 
Boston, Massachusetts 

Seminar Registration Is Only $145 Per Attendee! 
A Great Value For A Seminar With So Much To Offer Your Business 

Why I Attended This Lawn & Landscape Event 
"Jack Mattingly has been there in the field and done it. The information 
presented was very valuable and will help improve our existing systems 

immediately. He answered a lot of questions we had about how to grow 
our business. It was one of the best seminars I have attended." 

Attendee At The 2003 Dallas, Texas Seminar 

HOW TO REGISTER? 
By Phone: Call 800/456-0707 

On The Web: www.lawnbizseminars.conn 

Sponsored By J O H N D E E R E 

http://www.lawnbizseminars.conn


m e on Ergonomics 

" I T DOESN'T MATTER HOW MUCH MONEY YOU MAKE IF YOU HURT YOURSELF. " Y O U DON'T 

WANT AN EMPLOYEE TO GET HURT - YOU DON'T WANT THEM TO WEAR THEMSELVES 

OUT. YOU WANT TO PUSH FOR COMFORT AND SAFETY. I THINK THAT MAKES OUR 

(continued from page 66) 

back injuries. Only 2 percent of costs asso-
ciated with occupational injuries nation-
wide are associated with carpal tunnel 
syndrome, he says. 

Pistol grips have traditionally been de-
signed like scissors in which the bottom 
lever moves away from the stationary 
handle, Busboom says. This does not allow 
the operator to evenly distribute pressure 
among all fingers. Some controls are now 
being positioned topside and inward, al-
lowing the operator to use the entire hand, 
according to Busboom. 

Also, on riding mowers, some handles 
are now placed in a more natural or neutral 
position that places less stress on the liga-
ments, Busboom adds. 

Easy reach of controls keeps employees 

EMPLOYEES HAPPIER, AND I THINK 

- JIM BARBEE 

happy at Realiscape, Wake Forest, N.C., says 
company President Jim Barbee. "With the 
way they sit all day long, being able to reach 
for the controls comfortably is vital," Barbee 
says. "Having a bad back for years, I can tell 
you that's very important." 

Some mowers now have the parking brake 

OUR CUSTOMERS CAN SENSE THAT." 

incorporated into the steering handles as 
well to prevent excess bending, according to 
Ryan Crumly, design engineering manager, 
Auburn Consolidated Industries, Auburn, 
Neb. The brake is automatically set when 
the operator moves the handles to get off of 
the machine, Crumly says. 

When searching for an ergonomically friendly 

mower, the best way to decide whether the 

machine is right is to test it out. 

To do this correctly, first take a seat and then turn on the 

mower, says Deven McGhee' project engineer, Encore 

Manufacturing, Beatrice, Neb. Test the seats for support and 

positioning and check to see whether the controls are 

adjustable. The foot pad should give you a comfortable place to 

put your feet, and you should feel safe in your position on the 

mower, says McGhee, adding that the operator should feel 

comfortable as the mower moves forward, backward and turns. 

Mower operators often overlook seat adjustment, adds 

Ryan Crumly, design engineering manger, Auburn Consoli-

dated Industries, Auburn, Neb., and ensuring proper seat 

positioning is an important safety solution whether operators 

are testing out machines or riding them daily on the job. 

"People don't take the time to adjust the seats," Crumly 

explains. "They just jump on it and go. The first thing they 

should do is slide the seat forward or backward to match the 

leg room they need to operate the deck lifts." 

Contractors should adjust the seat so their legs are slightly 

elevated from the cushion to relieve pressure, according to 

McGhee, adding that the feet should touch the ground and 

not be dangling. 

The second thing operators need to do is adjust the tension 

on the suspension seat, Crumly suggests. The tension knob 

adjusts to the weight of the operator, and it should be adjusted 

so the seat isn't too soft because it doesn't offer enough back 

support that way, Crumly says. "But it also can't be too stiff or 

you lose the suspension," he adds. "Sometimes you may need 

to test the equipment for five or 10 minutes before finding the 

right adjustment." 

Next, operators should check for good visibility around the 

mower, which is "probably the No. 1 thing to look for from an 

ergonomic and safety perspective," says Kevin Lund, commercial 

mowing product manager, John Deere, Moline, 111. "You want 

your operator to be able to see everything he's going to be 

cutting, and any landscapes he's going to be cutting up against, 

so visibility is primary." 

The operator should be able to see the front wheels and the 

outside edges of the deck, McGhee says. The ideal seat height 

for optimal visibility on smaller mowers - those with a cutting 

width below 60 inches - is 26 to 28 inches from the ground to 

the top of the operator's cushion, according to McGhee. On 

larger mowers, the operator should be 30 to 32 inches from the 

ground or 36 to 37 inches on a full-suspension seat, he says. 

Full-suspension seats tend to have deeper decks, sacrificing 3 to 

4 inches, adds McGhee. - Jonathan Katz 

TEST Drive 
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Overall, mid-mount zero-turn mowers 
are becoming more popular because the con-
trol efforts are extremely low, and visibility 
is increased, according to Lund. The mid-
mount mowers put the operator in a better 
position relative to the edge of the deck, 
which reduces the number of blind spots, 
Lund says. 

From an ergonomic perspective, im-
proved visibility lessens the chances that 
the driver will have to make sudden twist-
ing and turning movements to adjust con-
trols. Also, more hydraulic, foot-operated 
and electric deck lifts are replacing hand-
controlled deck lifts, according to Lund. 
"Instead of the hand-operated deck lifts 
where you had to bend at the waist and 
pull it back with your back, now you've 
got a little more ergonomic-friendly foot 
assist lift or electric or hydraulic lift as-
sist," he explains. 

FUTURE MOVEMENTS. While cost is a 
factor for most contractors, health usually 
comes first. "It doesn't matter how much 
money you make if you hurt yourself," 
Barbee says. "You don't want an employee 
to get hurt - you don't want them to wear 
themselves out. You want to push for com-
fort and safety. I think that makes our em-
ployees happier, and that shows on the job, 
and I think our customers can sense that." 

As far as future mower ergonomic stan-
dards are concerned, the topic is still rela-
tively new in the industry. Advancements 
have been made mostly in response to cus-
tomer feedback, Busboom says. 

And most contractors are first interested 
in durability and speed, according to 
McGhee. Ergonomics is usually third in level 
of priorities. Last would likely be aesthetics, 
McGhee says. 

"Ergonomics is a real concern," McGhee 
says. "It is something we look at a lot, but 
many times one of the things that keeps us 
from really pushing the envelope in ma-
chine design is cost. You can't just throw 
things on there to throw them on there, and 
yet, you want to be able to produce a ma-
chine that people are going to be able to sit 
on for three or four hours at a time without 
having issues. We're doing things much bet-
ter than we did five or six years ago, and 
most of that is market pressure." [D 

LAUNCH* combines the best of Gordons FOCUS* and 
BOV-A-MURA* into one powerful formulation that encourages 

strong healthy roots, increased density and wear resistance. When used 
regularly, it also encourages quick germination, vigorous establishment and the 
rapid recovery of damaged sports turf, from soccer and football fields to golf 
greens and fairways. 

• Latest surfactant technology for maximum soil penetration 
• Ideal for seeding, sodding, sprigging and hydroseeding 

• Contains humic, fulvic acid extract and kelp extract 
• Enhanced with deodorized dairy manure slurry base 

• Root and foliar uptake 

•#arety ror piayers is your numoer one concern. 
Instead of ending up with turf that looks like its been ground 

up and spit out, build lush springy turf from the ground up with 
LAUNCH* Biostimulant. 

An Employee-Owned Company 
Launch, Focus and Bov-A-Mura arc registered trademarks of PBI/Gordon Corporation. 6-2004/11912 

Information regarding biostimulants can be viewed on our web site. © 2004, PBI/Gordon Corporation. 

1-800-821-7925 • www.pbigordon.com 
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faster 
service 
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wwwJawnandlandscape.com 

FOUR EASY 
WAYS TO ORDER 
PHONE Order toll free 800/456-0707 

FAX Fax this form to 216/961-0364 

ONLINE Visit www.lawnandlandscape.com/store 

MAIL Lawn & Landscape Media Group, 

4012 Bridge Ave, Cleveland, OH 44113 

QUANTITY 

TECHNICAL BOOKS & SOFTWARE 

The Complete Irrigation Workbook by Larry Keesen 

Turfgrass Ecology & Management by T. Karl Danneberger 

Destructive Turf Insects, 2nd erf. by Harry D. Niemczyk, 

Ph.D. & Dr. David J. Shetlar, Ph.D. 

Turf & Ornamental Insect Identification Series CD-ROM 

Volume I: The Grubs 

Managing Snow & Ice: A Practical Guide to Operating 

a Profitable Snow and Ice Removal Business by John A. Allin 

Snow Removal Business Forms on CD-ROM 

COMBO SPECIAL -- Managing Snow & Ice book plus 

Snow Removal Business Forms on CD-ROM 

Snow Estimating Software by John A. Allin on CD-ROM 

Lawn & Landscape Technician's Handbook 

PRICE AMOUNT 

S9.95 

$11.95 

$49.95 

$39.95 

$25.00 

$24.95 

$49.95 

$295.95 

$14.95 

SUB-TOTAL ALL ITEMS 

(Ohio residents only add 8%) SALES TAX 

Add appropriate shipping charges: 

US - $6.00 first item; S2.00 each additional item 

International -S11.00 f i r s t item; $4.00 each additional item 

Name 

S A H 

TOTAL 

Company_ 

Address _City_ State 

Zip_ Phone E-mail 

METHOD OF PAYMENT 
• Check Enclosed: 

Make payable to Lawn & Landscape Media Group 
Charge my: 
• Visa • MasterCard 
• Discover/Novus • American Express 

Name as printed on card: 

Credit Card number: 

Expiration date: 

Signature: 

I understand my purchase will be shipped 
upon receipt of payment. I also 
understand that I can return my 
product(s) within 15 days for a 100% 
refund if I am not totally satisfied. 
CD-ROM products are non-returnable. 
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SPECIAL FOCUS: Fall Fertilization 

Brush up ou your fall 

fertilization of cool-season 

grasses with these 

contemporary strategies, 

by Cale Bigelow 

Season CLUES Except for the deep South, most U.S. 
homes and office complexes have cool-
season turfgrass lawns because most 

cool-season turf stays green much longer than 
warm-season turf, which turns brown and 
goes dormant after the first killing frost. Often 
these species remain brown for six months or 
more, which is undesirable to many clients. 
Therefore, lawn care operators need to con-
tinually refresh their knowledge of contempo-
rary fall fertilizer strategies for cool-season 
turf to maximize plant health, minimize mow-
ing requirements and limit nutrient losses. 

A HISTORICAL PERSPECTIVE, twenty 
years ago the standard fertility programs for a 
cool-season lawn consisted of applying nitro-
gen (N) to match seasonal shoot growth. This 
philosophy was very much analogous to the 
way farmers fertilized row crops like corn. 
Corn, however, is a warm-season grass and 
benefits from summer N applications. Unlike 
row crops, turf managers are not trying to 

maximize yield in order to ensure profits. 
Slowly, the shortcomings of this strategy be-
came evident. Landscape managers began to 
notice there was an overabundance of growth 
in the spring months, which necessitated fre-
quent mowing. Additionally, many cool-sea-
son lawns declined dramatically during the 
summer months, especially under drought 
conditions. Turfgrass scientists began research-
ing how turfgrasses grew and responded to 
different fertilizer programs. Their discover-
ies evolved into the industry's current fertili-
zation recommendations. 

For a high-quality established lawn, this 
consists of light N applications (< 1 lb. of actual 
N) in the late spring and almost no N during 
summer, unless the area is irrigated and clip-

pings are removed. The majority of N (60 to 75 
percent) is applied from late summer until the 
plant goes dormant, sometime between Nov. 1 
and Thanksgiving. The annual N required 
may range from 1 to 5 pounds per 1,000 square 
feet. The goal of these fertilizer applications is 
to supply just enough N after the spring growth 
flush to keep the turf from becoming yellow or 
chlorotic and minimize stored carbohydrate 
use and conserve the root system. The summer 
goal is to minimize disease incidence and the 
late-summer/fall goal is to promote maxi-
mum root growth and carbohydrate storage. 

Ultimately, this program enables a 
healthy, mature plant to emerge from dor-
mancy with plenty of carbohydrates avail-

(continued on page 74) 
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SPECIAL FOCUS: Fall Fertilization 
(continued from page 72) 

able to regulate foliar growth during spring 
growth and ensure maximum summer root 
system survival. 

TIMING TIPS. While it is difficult to predict 
specific environmental conditions from year 
to year throughout the cool humid region, 
some general N application guidelines can be 
made. These guidelines may vary by about 
two to three weeks depending on yearly 
weather conditions and when the first hard 
frost or freeze occurs in a particular region. 

Regardless of geographic location, the most 
important time to apply N to cool-season 
turfgrasses is late summer /early fall. In most 
regions, this will occur sometime around La-
bor Day. Throughout the region there are still 
at least 60 to 90 days of optimum growing 
conditions. During this time the less intense 
sun, shorter days, more favorable air and soil 
temperatures combined with adequate avail-
able N, allow the turf to recover from summer 
stress. Additional benefits to fertilization dur-

ing this period are that the turf greens with a 
minimal unwanted growth surge, density in-
creases and the plant stores carbohydrates. 

With fall fertilization, there is a common 
misunderstanding between late-summer/ 
early fall fertilization and late-fall fertiliza-
tion. Technically, fall does not begin until the 
third week of September and lasts until late 
December. Environmental conditions change 
dramatically through this period, which af-
fects the turfgrass plants response to fertiliza-
tion. The second most important time to apply 
N is about one week after the final mowing for 
the season, normally between November first 
and Thanksgiving, depending on geographic 
location. This is referred to as late fall fertiliza-
tion. At this time, relatively heavy quantities 
of water soluble N (1 to 1.5 pounds of N per 
1,000 square feet) are recommended. The major 
benefit to this application is that the leaves are 
still green and the plant is still photosynthesiz-
ing, but carbohydrates are rapidly stored rather 
than being used for shoot growth. Other ben-

efits include prolonged winter color retention, 
earlier spring green-up without a large growth 
flush, and maximum root growth. 

With increasing water quality concerns, the 
late-fall N application is being more closely 
evaluated with respect to rates and timings. 
Although the soil is still relatively warm at this 
time of year and roots are still active, it is 
unclear exactly how efficient different turf spe-
cies are in extracting soluble N. Therefore, in 
the future expect to see some modifications in 
late-fall fertilization recommendations with 
respect to timing and rates. In the meantime, 
however, 1 pound of a water soluble N source 
like urea applied no later than the first week of 
November is probably more responsible than 
1.5 pounds applied in late-November. 

NITROGEN SOURCES. Traditionally, N 
sources have been divided into two broad 
categories, quick-release or readily water 
soluble and slow-release or water insoluble. 

(continued on page 76) 
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"/n the past, we've tried everything 

to control weeds during the fall and 

early spring when temperatures are 

cooler. Nothing gave us the control 

we needed. But with Cool Power®, 

all of that changed. Now ground 

ivy, wild violets and chickweed don't 

stand a chance. Cool Power gives 

us the control we need to eliminate 

cool weather weeds and satisfy 

our customers." 

Owner & President 

Showcase Turf & Tree 

Cincinnati, Ohio 

As the temperature cools off, you need 

a herbicide to help you successfully 

battle postemergent broadleaf weeds. 

Cool Power's special ester formulation 

of MCPA, triclopyr and dicamba combine 

to give you superior weed control 

in cool weather. With Cool Power 

on your side, weeds don't stand 

a chance. 

iverdale 
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(800) 345 3330 
www.riverdalecc.com 
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SPECIAL FOCUS: Fall Fertilization 
(continued from page 74) 

Quick release N sources like urea or ammo-
nium sulfate dissolve easily in the presence of 
water, and a rapid greening response may 
occur in a matter of hours as the N is translo-
cated from the roots to the shoots. These N 
sources cause a short-lived growth flush that 
normally lasts only a few weeks. Compared to 
the slow-release sources, quick-release N 
sources are rather inexpensive, which explains 
their preference. 

Anytime water-soluble N sources are used, 
one thing to consider is the turf burn potential. 
If you apply too much in one application 
essentially what happens is an osmotic stress. 
When used at relatively high application rates, 
the soluble salt level in the soil around the turf 
plant can increase dramatically, resulting in 
decreased water uptake, which may cause the 
plant to shrivel. These symptoms are very 
common during August and September, espe-
cially in dry years on seedling and drought-
stressed turf. To minimize injury and maxi-
mize plant uptake, water fertilizer applica-

tions into the soil. Damage may occur when 
fertilizers are applied to turf with heavy dew 
and not watered into the soil. Depending on 
the salt index of the fertilizer, ammonium 
sulfate and potassium nitrate have a higher 
salt index than urea, tip burn may be minor to 
severe. Remember, anytime foliar burn oc-
curs, photosynthetic capacity is reduced. 

The traditional rule of thumb for quick 
release N sources has been that you should 
never apply more than 1 pound of N per 1,000 
square feet. This guideline was established to 
avoid significant growth surges, minimize 
burn potential and also limit unwanted envi-
ronmental losses. With this in mind, quick-
release fertilizers by themselves are best used 
at reduced rates, applied frequently or as a 
smaller part of a fertilizer blend used at other 
times of the year. 

The slow-release N sources include, sulfur 
coated urea (SCU), polymer coated urea (PCU), 
methylene ureas, isobutlydiurea (IBDU) and 
the natural organics. Slow-release N sources 

require more than just water to release their N. 
Several mechanisms like microbial decompo-
sition, slow particle solubility and protective 
coatings all control how quickly the N is avail-
able. Thus, if you are trying to encourage rapid 
growth and carbohydrate storage in the late-
season it is important to make sure that N 
source being used does not rely on microbial 
release. The N in organic sources will not be 
available when soil temperatures fall below 
about 50 degrees F. SCU or IBDU could be used 
instead, but they are controlled-released prod-
ucts and may not release enough N at this time 
to be effective. Additionally, these products 
will continue to release N so long as soil mois-
ture is present, which may contribute to envi-
ronmental N loss during winter when turf 
roots are not actively growing. Slow-release N 
sources can be applied at higher N application 
rates, 2 pounds of N per 1,000 square feet 
without the risk of foliar burn or significant 
environmental losses. Additionally, they do 

(continued on page 78) 
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R PROFITABLE 
NEW VISION 
I n t r o d u c i n g t h e n e w EYE-Q™ P r o d u c t i v i t y 

S y s t e m : c u t t i n g e d g e t e c h n o l o g y 

t h a t k e e p s you c u t t i n g . 

The N E W s t a t e - o f - t h e - a r t E Y E - Q ™ P r o d u c t i v i t y 

S y s t e m * he lps make d o w n t i m e and u n n e c e s s a r y 

m a i n t e n a n c e a t h i n g of t h e p a s t . 
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t h e E Y E - Q ™ P r o d u c t i v i t y S y s t e m ^ ^ 

d o e s e v e r y t h i n g f r o m a s s e s s i n g 

e q u i p m e n t m a i n t e n a n c e n e e d s t o 

a n a l y z i n g t i m e m a n a g e m e n t . I t ' s s a f e 

t o say t h i s i n g e n i o u s d e v i c e is s u r e t o 

give y o u r b o t t o m l ine a h i g h - t e c h b o o s t . 

Th ink of t h e E Y E - Q ™ P r o d u c t i v i t y S y s t e m as 

y o u r p e r s o n a l , p r o f i t - g e n e r a t i n g a s s i s t a n t . 

( A n d i t ' s on ly a v a i l a b l e f r o m G r a v e l y . ) 
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SPECIAL FOCUS: Fall Fertilization 
(continued from page 76) 

not cause rapid greening but provide extended 
feeding, often for two to three months, which 
sometimes make them more economical than 
the quick-release sources due to less applica-
tion labor costs. Regardless of the N source 
used, plants take up two main N forms from 
the soil, nitrate (N03) and ammonium (NH4+) 
and roots do not discriminate between a natu-
ral organic fertilizer, SCU or urea N. Ulti-
mately, your choice of N fertilizers should be 
made based on your intended growth and 
aesthetic goals, application rates and desired 
release characteristics. 

Frequently, in middle to late fall you may 
see bags of "winterizing fertilizers." These 
products combine water-soluble N sources 
with higher percentages of phosphorous and / 
or potassium, than traditional maintenance 
fertilizer products. A common fertilizer analy-
sis for a maintenance fertilizer might be 16-4-8, 
or 28-3-7 vs. an 18-0-18 which might be mar-
keted as a winterizing fertilizer. Companies 
that sell these fertilizers claim the additional 

nutrients enhance winter hardiness. This is 
true if you have a soil nutrient deficiency but 
in most cases where the turf is mature and 
healthy the additional nutrients are unneces-
sary. The only way to know if you have a 
phosphorous or potassium deficiency is to 
sample the soil and send it to a testing labora-
tory. Between potassium and phosphorous, 
potassium is more likely to be deficient in a 
mature turf system since, like N, it can leach 
with heavy rain or frequent irrigation. Where 
potassium deficiency is a concern, supply about 
one half the quantity of N applied. So, if you are 
applying 2 pounds of N annually you should 
also supply 1 pound of actual potassium. 

FALL IS THE TIME. As a rule of thumb, if 
you can only fertilize an established lawn once 
per year, the late-summer /early fall timing 
with a mixed N source product at 1 to 1.5 
pounds of N per 1,000 square feet will give 
you the most benefits. Late-fall fertilization, 
although beneficial in most situations may not 

be appropriate for all turf areas. For instance, 
turf areas that stay rather wet during the spring, 
may perform better without late fall N. The 
early spring growth flush might necessitate 
frequent mowing and the extra traffic may do 
more harm than good. In these circumstances, 
use lower annual N rates and use late-spring 
and again in the late-summer timing. 

For all the benefits of fall fertilization it is 
important to mention there are some risks. 
Occasionally, increased disease incidence from 
snow mold or winter desiccation are reported, 
but faster recovery is also associated with turf 
that was well fertilized during the fall. Overall, 
most experienced turf managers will attest that 
the benefits of two to three fall N applications 
are worth the very minor risks. ID 

The author is an assistant professor of agronomy at 
Purdue University in West Lafayette, Ind. His re-
search specialty is in turfgrass soils and developing 
management programs to promote sustainable 
turfgrass systems. 
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SPECIAL FOCUS: Fall Fertilization 

Finding the delicate balance between 
turning a profit, covering costs and 
not gouging your customers is al-

ways tough. Pricing fall fertilization can be 
especially difficult for lawn care operators 
(LCOs) who are new to it. After all, it's never 
easy for the untrained eye to gauge how 
much labor and man-hours will be poured 
into a project from simply eyeballing it. Fundamentals 

Pricing fall fertilization services accurately means 

considering more than just product costs, 

by Will Nepper 

What's more, spring and fall fertilization 
can involve different variables, which can trans-
late into different expenses for the LCO and, 
thus, a different pricing structure. 

Many lawn care technicians, like Rusty 
Stout, vice president, Complete Lawn Ser-
vice, Vienna, Va., believe that fall is the best 
time for fertilization. "Most of the energy 
goes to the roots in the fall and there's less 
top growth," Stout says. "In our area, we 
probably put down two-thirds of our fertil-
izer in the fall and then just a little bit in the 
spring, a little bit more in the late spring and 
nothing in the summer." 

Gary Borobich, vice president of U.S. Turf 
Control in South Burlington, Vt., asserts that 
fertilization should occur all year, but recog-
nizes the differences in the method and ap-
plication. "Obviously you're changing the 
nutrients that you put down in the fall vs. 
what you're doing all throughout the sum-
mer. We use almost straight potassium dur-
ing what we call our late fall fertilization, 
which is near the third week of October." 

But despite the differences in spring and 
fall applications, his company's pricing struc-
ture for both is the same. Borobich's pricing 
strategy is measured by the square foot. His 
90-percent residential customer base receives 
a price break as square footage increases. 
"So for our smaller sites its about $5 per 
1,000 square feet," he explains. "Then for 
our larger sites, which would be around 
20,000 square feet, we have a built-in stop 
charge, which starts at $30 to $35." 

"Obviously we can't go treat a 3,000-
square-foot lawn for $15, so for properties 
less than 20,000 square feet we have estab-

(continued on page 82) 
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Fall Fertilization SPECIAL FOCUS: 
(continued from page 80) 

lished a price chart, and for sites with more 
than 20,000 square feet, we add $4 or $5 
dollars per 1,000 square feet," Borobich says, 
adding that he sometimes even charges as 
little as $3 for each additional 1,000 square 
feet, depending on the product he puts down. 

Stout does things a little differently. He 
charges an average price for every visit, 
crediting his new business management soft-
ware as the catalyst for simplifying his pric-
ing structure and eliminating guesswork. 
"We've rounded it out so that the base price 
is about $14 per 1,000 square feet," he says. 

Yet another pricing strategy is to roll the 
cost of fertilization into a package price. This 
is how Mark Leahy, president, Blades of 
Green, Churchton, Md., does business. "We 
have three different programs and in each 
program the pricing for fertilization remains 
the same. To arrive at a price per square foot, 
I look at square footage, labor and materials, 
and average all of this together." 

Formulas for averaging expenses and 

calculating a profit-earning price will vary 
from LCO to LCO because each company 
has different equipment, employees and 
products that they use. Stout maintains that 
these must be factored into a price to ensure 
profit. "For us, the labor is probably one-
third of the cost," he says. "The materials are 
probably less than that. And after that you 
still have to consider overhead." 

Establishing a price is not a simple by-the-
numbers process, Stout asserts. "Gas prices 
affect us, petroleum affects fertilizer prices, 
and material prices are going up," he says. 

For instance, between 18 and 20 percent 
of Borobich's costs cover products on an 
annual average, but because straight potas-
sium is used for his company's fall applica-
tions, his product costs are closer to a range 
of 10 to 12 percent. "We look at all of our 
chemical costs when we're ordering," 
Borobich says. "We ask ourselves, 'How 
much have they gone up in price?' That way 
we already have our overhead cost." 

Meanwhile, Borobich says that labor 
makes up between 12 and 15 percent of his 
application cost. 

Examining the mistakes of others also is 
helpful when deciding how to charge your I 
customers. Stout says the most common 
rookie mistake he's seen is not taking into 
account all of these costs. "Sometimes people j 

just apply straight mowing rates to the price," • 
he explains. "They'll say, 'It cost me $4 per 
1,000 square feet to mow a property that size 
and I can apply fertilizer quicker than that.' • 
But you have to consider the overhead, the 
profit and the mark-up." 

Borobich says he's observed LCOs mak- * 
ing the mistake of mismeasuring square-
footage, which can lead to using more prod-
uct than originally intended, diminishing 
returns. "Some may overfertilize," adds 
Leahy. "And then a lot of product goes to 
waste and affects costs, and if they haven't 
figured out their costs, that's where they're 
most likely to go wrong." I D 
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No Fleeting Decision 
As landscape contractors 

become more sophisticated so 

do the trucks many use to get 

the job done. Here are some 

options contractors should 

explore when 

stocking their fleets.... T 4 

A New Lease on Life 
Leasing or buying trucks is a 

decision landscape contractors 

often struggle with. Here are 

some tips from truck industry 

experts on picking the 

best option n o 

Landscape Trailblazers 
Trailers are becoming increas-

ingly complex with tool racks 

and other built-in features that 

contractors find useful 

for their operations..., T I 4 
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As landscape 
contractors 
become more 
sophisticated so 
do the trucks 
many use to get 
the job done Here 
are some options 
contractors 
should explore 
when stocking 
their fleets, 
by Jonathan Katz 

Many landscape contractors probably re-
member the old days when their fledgling 
operations could subsist on unreliable, used 
pickup trucks and trailers. With most of their 
limited client base located around the corner, 
a little quality could sometimes be sacrificed 
for lower cost. 

But several hundred thousand dollars in 
revenue later and with accounts all over the 
city, these growing enterprises often become 
more concerned about efficiency, durability 
and long-term truck use. And, according to 
truck industry experts, landscape contractors 
should be paying more attention to what they' re 
purchasing to ensure their needs are being met. 

"We get so many phone calls from mem-
bers who have gone into a dealership and got 
talked into buying a truck only to find out 
they can't do with it what they thought they 
could," explains Steve Spata, technical ser-
vices manager, National Truck Equipment 
Association, Farmington Hills, Mich. 

Hence, the scope of a landscape 
contractor's business and its location should 
determine what type of truck he or she buys. 

MILES AHEAD. As gas prices remain vola-
tile, contractors with fleets traveling 
acrosstown to multiple locations may want 
to consider diesel-engine trucks. Diesel en-
gines cost $3,000 to $4,000 more than gas-
powered engines, but the higher price may 
be worth it in the end, depending on mileage, 
says Todd Bloom, vice president of market-
ing, General Motors Isuzu Commercial 
Trucks, Cerritos, Calif. Contractors who drive 

more than 20,000 to 25,000 miles annually 
should look closer at diesel engines because 
gas engines are only designed to last 100,000 
to 150,000 miles before requiring major en-
gine work, according to Bloom, who esti-
mates that approximately half the landscape 
industry is using diesel engines. Diesel en-
gines can last anywhere from 200,000 to 
500,000 miles, say truck manufacturers. 

Mike Eaves, manager of medium-duty 
trucks, General Motors, Detroit, agrees with 
the 20,000-mile-plus threshold for purchas-
ing gas trucks but cautions that contractors 
also should consider engine-idling time. For 

F l ^ e t i ^ i g 

Decision 

Jiav$ several optiOris to choose tronchen 
on theirijitended applications and we$W rei 

trucks-
ent^ <v • • . 

T4 SEPTEMBER 2004 • LAWN & LANDSCAPE www.lawnandlandscape.com T R U C K S U P P L E M E N T 

http://www.lawnandlandscape.com


A WEIGHTY ISSUE 

Depending on the size of a landscape contractor's operation and where 
the company is located, truck classes will vary among contractors nation-
wide. In the north, most contractors purchase pickup trucks so they can 
add snowplows for winter use. These are Class 2 trucks that are consid-
ered light-duty and range from 6,001 gross vehicle weight (GVW) to 
10,000 GVW. 

Landscape contractors should always be aware of their trucks' gross 
vehicle weight (GVW) to determine what the vehicles' customization capa-
bilities are, says Steve Spata, technical services manager, National Truck 
Equipment Association, Farmington Hills, Mich. 

For instance, if a contractor buys a box-removed pickup truck with a 
GVW of 9,200 pounds and wants to install a flatbed, the contractor needs 
to make sure the bed doesn't exceed the truck's weight restrictions. Too 
much weight can cause problems with brakes and the truck's front end. 
Changes could also affect federal crash requirements, according to 

"If you're pulling a pickup box off and putting a different body on, it's 
not going to crash the same way," Spata explains. "Now, that doesn't 
mean it's going to fail any of the tests that's required, but you don't know 
unless the people who built the thing put out information to say 'here's the 
range of what's possible to do with the vehicle.'" 

For instance, contractors should check with the truck manufacturer's 
specification charts when adding snowplows to match the proper-sized 
plow with their trucks' GVW, Spata says. 

Gliford, N.H.-based Belknap Landscape Co.'s crews typically use 
trucks with a heavy enough front-end suspension to handle an 8- or 9-foot 
plow, says Belknap Director of Operations Andrew Morse. The company 
sometimes requests the manufacturer change the front-end suspension to 
meet its plow specifications, if necessary, Morse says. 

GVW is especially important on Belknap's dump trucks. The company 
has three dump trucks with 18-foot bodies that require Commercial 
Driver's Licenses (CDL) because their GVW is more than 26,000 pounds, 
according to Morse. The company purchases at least one dump truck un-
der 26,000 pounds so more employees can drive the dumps since not ev-
eryone at Belknap has a CDL, Morse says. These trucks carry lighter 
loads such as mulch instead of heavier materials such as gravel, rocks 
and garbage dumpsters. 

More landscape contractors are buying between Class 3 and Class 6 
trucks, according to Mike Eaves, manager of medium-duty trucks, General 
Motors, Detroit. Most contractors stop at Class 6 because anything larger 
requires a CDL, Eaves says. Bigger-sized trucks are becoming more 
popular with many contractors because they provide more capabilities and 
manufacturers are making them more driver-friendly, Eaves says. 

"One of the things we try to do with the new conventional trucks is to 
make them easy to drive," Eaves explains. "We want to get people out of 
the light-duty vehicle so they can walk into our medium-duty truck. Even 
though it's a large truck, we made all the surroundings very familiar. The 
steering wheel is just like you'd see on a light-duty truck, and the controls 
are just like you'd see in a light-duty truck." - Jonathan Katz 

trucks equipped with power take-off applications, 
such as fertilizer spreaders, contractors need to in-
clude usage by hours along with miles when consid-
ering gas vs. diesel, which can lower the mileage 
barrier even further, Eaves says. The amount of gas 
used during idling time can be affected by engine 
revolutions per minute and temperature, but a gen-
eral way to convert idling time into miles would be 
approximately 35 miles per hour of idling time, ac-
cording to Dan Cutler, sales engineering manager for 
GM Isuzu Commercial Truck. 

Aside from engine durability, another consider-
ation is fuel price. Diesel is less money per gallon than 
gas. "I'm struggling to find a downside to diesel 
when gas is $2.15 a gallon here in Michigan, and 
diesel is $1.65," explains Lew Echlin, marketing man-
ager, Ford Division Commercial Trucks, Dearborn, 
Mich. "The advantage to diesel is you can leave 
things idling all day. They use very low fuel at idle, 
and their heating capabilities and ability to cool them-
selves makes them naturally superior." 

Norcross, Ga-based Landmark Landscapes uses die-
sel flat-nose cabover trucks for its operations, according 
to Owner Mark Thelen. The diesel trucks last longer and 
are more fuel efficient, Thelen says, adding that the 
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company has two 1989 diesel models that are 
still in operation. But contractors need to 
keep in mind that unless their trucks travel at 
least 20,000 miles annually, diesel engines 
may not be the best choice. 

"Obviously you're a businessman, so 
you need to ask yourself, 'Am I a little 
better off spending that money on my fuel 

or do I want to spend that money upfront 
with a diesel engine?"' Eaves says. "So 
obviously you would do your own cost-
benefit analysis, and for a landscape con-
tractor with low mileage per year, a gas 
engine would make a lot of sense." 

Thelen says his trucks average between 
16,000 and 20,000 miles per year but that 

mileage wasn't a factor when deciding on 
a diesel engine, adding that it was more of 
a reliability and longevity issue. 

IN THE CITY. Maneuvering a car around 
corners and through tight spots can be a 
challenge in many metropolitan areas. 
Driving a truck and trailer through city 
streets can be even tougher. Some truck 
manufacturers say more landscape con-
tractors are moving away from pickup 
trucks and trailers and moving into con-
ventional trucks where they can design 
and attach a body to the cab and low-cab 
forward (LCF) designs, which position 
the engine under the driver instead of in 
front. LCF trucks are usually available in 
gas and diesel. Using the same wheelbase 
as a conventional cab, these trucks tend 
to provide a shorter turning radius and 
offer greater visibility on the road because 

We get so many phone calls 
from members who have 
gone into a dealership and got 
talked into buying a truck 
only to find out they cant do 
with it what they thought 
they could." - Steve Spata 

they're lower to the ground, Spata says. 
"The reason cabovers do so well is your 

sightline," Bloom explains. "You can see 
the ground 3 feet in front of you. If you take 
a conventional truck, it's 27 feet before you 
can see the ground. When you're in neigh-
borhoods where there are children, you 
need to be able to see what you're doing -
you need to be able to maneuver that ve-
hicle easily, and that's one reason the 
cabover models have been so popular in 
the landscape industry." 

Landmark Landscapes uses primarily 
diesel cabover trucks for its operations and 
designs different bodies for use in its lawn 
maintenance, irrigation and construction 
divisions, Thelen says. Only Thelen's ac-
count managers still drive pickup trucks. 
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TRUCKTRENDS 

"They have a longer wheelbase than the 
pickups, so I can put a 16-foot bed on the 
back and haul more equipment than I can 
on pickups. The pickup diesels are just 
these monster engines that we really didn't 
need." Safety is another reason Landmark 
abandoned pickups, says Phelen, adding 
that the driver is situated over the tires, 
creating better visibility and a tighter turn-
ing radius. Landmark's trucks cost about 
$40,000 each after customization. 

On LCF models, landscape contractors 
typically purchase class 3 or 4 trucks, which 
range from $28,000 to more than $40,000, 
according to Justin Dent, finance associate, 
Middle Georgia Freightliner, Macon, Ga. 
The higher end of the price range is usually 
for trucks equipped with 16-foot enclosed 
bodies designed specifically for the land-
scape industry. In the $28,000 to $30,000 
range are open flatbed bodies used for 
transporting lawn maintenance equipment 
such as mowers, trimmers and blowers. 
Dump bodies with hydraulic ramps used 
to haul and dispose of rocks, mulch and 
other heavy debris cost approximately 
$33,000, Dent says. 

PICK UP STEAM. Contractors like Thelen 
who live in warmer climates where the 
landscape business is year-round don't 
have to consider snowplows. In the north-
ern half of the country, pickup trucks still 
dominate much of the landscape industry. 

In the heart of the Northeast, where 
Gliford, N.H.-based Belknap Landscape 
Co. operates, pickup trucks are a must. 
"We want a vehicle that's going to serve 
our purpose 12 months out of the year," 
says Belknap Director of Operations An-
drew Morse. "We steer away from vans 
and light-duty pickups because we don't 
have much use for that in the winter." 
Depending on hauling and towing needs, 
most landscape contractors in the northern 
regions are purchasing light- and heavy-
duty pickup trucks, which range in price 
from $21,000 to $35,000, Echlin notes. 

Belknap's fleet consists of eight heavy-
duty pickup trucks, five pickups custom-
ized with utility bodies and three dump 
trucks. The heavy-duty pickup trucks are 
used for general lawn maintenance equip-
ment, and the trucks with utility bodies 

transport irrigation and lighting supplies 
and fleet management tools, Morse says. 
Dump truck applications include hauling 
heavier materials such as rocks and mulch. 
The pickup trucks range from $25,000 to 
$30,000, plus $3,000 to $5,000 for the utility 
bodies. The dump trucks cost between 
$29,000 and $35,000, according to Morse. 

In addition, Morse says the company 
recently switched to automatic transmis-
sions because they're easier to operate and 
reduce plowing time in the winter. "You're 
not going to have an A+ driver in the seat 
all the time," he says. With all this rugged 
use comes rising demand for higher load 
and towing capacity. Some 2005 pickup 

SEEDIÑM 
BELIEVING 

. - , BP 

The revolutionary and patented seeding system on 
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TRUCK TRENDS 

trucks can handle considerably higher towing capacities and many 
diesel engines have increased pulling power, according to Echlin. 

Also, once an after-market add-on, trailer brake controllers are 
now being integrated into the dashboard of newer-model trucks, 
Echlin says. These in-dash controllers indicate instantly how much 
brake power is going to the trailer. Another trend in pickup and 
cabover models are crew cabs, which add $3,000 to $4,000 to the 
cost of a truck, according to Tony Pisciotta, general manager, Kelly 
Commercial Truck Center, Atlanta. "If you can fit everybody in 
there and take one truck, you've got the feasibility of having the 
extra staff to take care of customers' needs," Pisciotta says. 

Contractors should choose these features based on staff size 
and services they provide. Otherwise, contractors may end up 
wasting money on trucks larger than necessary or too small for 
their intended use. For instance, contractors with crews made up of 
three or more men should get at least a four-seat truck cab, 
according to manufacturers. 

"They have to determine what type of business they're in," Eaves 
explains. "What truck they need is going to depend on what services 
they offer and how large their operation is. And that's where they need 
to talk to their local dealer, and understand what exactly the require-
ments are so they can spec out the right vehicles to do the job. The 

Cabover models and crew 
cabs are becoming more 
popular with landscape 
contractors who work in 

| traffic-congested areas. 
Photo: Kelly Commercial 
Truck Center 

thing you don't want 
to do is to put too 
light of a duty truck 
into an application 
because then you're 
going to put too 
much stress on it. 

"The heavier 
trucks are going to 
take more abuse, but you don't want a truck that's going to be too 
heavy because then you're squandering vehicle resources. So it's 
important you seek out good advisors who can spec out the right 
vehicle to do the job." HJ 
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On life 

Leasing or buying trucks is a decision landscape 
contractors often struggle with. Here are tips from 
truck industry experts on picking the best option. 
by Jonathan Katz 

Buying a new truck for a landscape business isn't always easy. 
Contractors must take into account several factors, including 
how the truck will be used, what materials the vehicle will haul, 
weight distribution and frequency of use - to name a few. Once 
the right truck is selected, contractors then have to decide whether 
they're going to lease or buy their new vehicle. 

There are pros and cons to leasing and buying, which is why 
financial consultants and landscape contractors say the decision 
is usually based on past experience and usage. 

BOOKENDS. Roughly half of commercial customers lease their 
trucks, according to Tim Vella, commercial marketing specialist, 
Ford Credit, Dearborn, Mich. Leasing is attractive to 
landscape contractors because they generally have a 
lower or no down payment and no security deposit, 
and they get a new truck at the end without paying the 
depreciation of the vehicle, says Heath Wood, sales 
manager, Middle Georgia Freightliner, Macon, Ga. 

Also, by continually rolling over into new trucks, 
contractors can minimize maintenance issues they 
may have with older trucks they purchased, Wood 
notes. Some commercial leases include free mainte-
nance programs, advice and consultations on the 
truck's equipment and engineering, preventative 
maintenance schedules, quarterly fleet evaluation reports and 
emergency roadside assistance, Villa says. 

That's why the Belknap Landscape Co., Gliford, N.H., leases 
its maintenance and light-duty dump trucks, says Belknap Direc-

A 

tor of Operations Andrew 
Morse. "In four years, you 
get a brand new vehicle 
that is going to pull a trailer 
everyday and plows all 
winter for four straight 
years, and after those four 
years, it's tired so you don't have to worry about sinking money 
into transmissions and front ends." 

There are two types of leases contractors usually choose from 
- an open-ended or closed-ended lease. In an open-ended lease, 
a contractor's responsible for the residual value, which is its 

Obviously you're a businessman so you need to ask 
yourself/Am I a little better off spending that 
money on my fuel or do I want to spend that 
money upfront with a diesel engine?'"- Mike Eaves 

projected value at the end of the lease. The contractor may 
purchase or sell the truck at the end of the lease. If the truck is sold 
for more than the residual, the contractor keeps the balance. If the 
truck sells for less, the contractor pays the difference. 
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LEASI Hill 

Landscape contractors continue to debate the merits of leasing vs. buying trucks 

Photo: GMC 

With the open-ended lease, there are no mileage restrictions 
or wear-and-tear penalties. When considering an open-ended 
lease, the dealer's financial department will work with the con-
tractor to determine the residual value based on the truck's usage 
requirements. The residual is usually higher on open-ended 
leases, resulting in lower payments, Vella explains. 

On a $30,000 truck, the residual may range from $0 to $5,000, 
according to Tony Pisciotta, general manager of Atlanta-based 
Kelly Commercial Truck Center. Open-ended leases usually last 
five years, compared with three or four years on a closed-ended 
lease, Pisciotta says. Open-ended leases also are popular with 
landscape contractors because they tend to put their trucks through 
heavy wear and tear, according to Vella. "Generally landscape 
vehicles go on an open-ended lease unless they're used for sales 
where there's not heavy wear or use," Vella says. 

On closed-ended leases the financial department is respon-
sible for the residual value, but on the lease maturity date the 
contractor is held accountable for mileage limitations and the 
truck's condition. Dealers should ask contractors how many 
miles they typically drive and their hauling needs to determine 
the right type of lease, Vella says. 

Pisciotta says most of his commercial clients 
choose a closed-ended lease because after just three 
or four years, a contractor can roll into a new truck 
instead of purchasing or selling the truck at the end. 

BYPASS LEASES. Leasing is not for everyone. 
Contractors who rack up a lot of miles or plan on 
owning their trucks for more than four or five 
years may want to consider buying. Heads Up 
Landscape Contractors, Albuquerque, N.M., pur-
chases all its trucks because the company can 
usually get a better overall interest rate by taking 
advantage of 0-percent financing promotions, ac-
cording to Vice President Dave Daniell. 

"We have leased in the past and just found 
that we ended up probably paying, in total, more 
for leasing than if we had just bought it," Daniell 
says. "But at the time we were leasing as a way to 
keep debt off our balance sheet - it was based 
more on how our business looked to the banks." 

Daniell adds that the company's balance sheet 
"got considerably better" in the last three or four 
years by purchasing instead of leasing, estimating 
his company saved between $500 and $1,000 dol-
lars per truck this way. 

Although Belknap leases most of its trucks, 
the company does purchase its light-duty pickup 
and construction trucks. The light-duty pickup 
trucks are reserved for managers who drive 
more miles than the leases typically allow, Morse 
says. "The construction vehicles don't put many 
miles on at all, so it'd be stupid to lease because 
you'll never come close to using the miles that 

they allot to you," Morse explains. 
Morse adds that the construction trucks last five to 10 years 

because of the low mileage. Morse estimates lease payments at 
$350 to $400 per month and purchase payments at $400 to $450 
per month. Morse says the company took advantage of no money 
down and 0-percent interest rates on its purchases. 

Even if mileage isn't a consideration with an open-ended 
lease, landscape contractors need to remember that if the truck's 
actual value is lower than the projected value, the contractor pays 
the difference. "Anybody who leases right now is going to cap 
that mileage at 25,000 miles per year unless you want to do a 
commercial lease, which buys the vehicle way down," says Mark 
Perleberg, lead automotive expert for NADAguides.com (Na-
tional Automobile Dealers Association), Costa Mesa, Calif. Con-
tractors must also carry higher insurance limits on leases than on 
purchases, according to Perleberg. Liability charges can increase 
by 25 to 30 percent on leases, Perleberg estimates. 

"One of the best tips for leasing is that, as a rule, work 
trucks or vans aren't going to be in that stellar condition when 
they're done," Perleberg says. "Look at what you have in your 
inventory now. If you know you're going to be hard on the 
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vehicle, that's one thing to consider. 
When people make mistakes on leasing 
it's normally because they don't factor 
in their driving habits." 

THE TAXMAN. Payments on work 
trucks are also recognized as business 

expenses when leasing and purchasing. 
Deductions on commercial purchases 
usually work this way: When contrac-
tors buy trucks they expect to last sev-
eral years, they can deduct a small por-
tion of the truck's depreciation each year 
over a period of time, according to Steve 

Greenway, commercial tax manager, GE 
Commercial Finance, Fleet Services. 

The Internal Revenue Service (IRS) uses 
a formula to calculate how assets will 
depreciate during this time period, which 
is usually five years on trucks. Contrac-
tors would then deduct a larger amount 

One of the best tips for 

leasing is that, as a rule, 

work trucks or vans aren't 

going to be in that stellar 

condition when they're 

done. Look at what you have 

in your inventory now. If you 

know you're going to be 

hard on the vehicle, that's 

one thing to consider. When 

people make mistakes on 

leasing it's normally because 

they don't factor in their 

own driving habits." 

- Mark Perleberg 

during the first couple years and less 
throughout the remaining two or three 
years, Greenway says. For instance, on a 
$20,000 truck the IRS will allow a contrac-
tor to deduct $12,000 the first year, $3,200 
the second year, $1,920 the third year, 
$1,152 in each of the fourth and fifth years 
and the final $576 in the sixth year, if the 
truck is in service that long. 

"What happens is you take a bigger 
write-off the first year than the truck actu-
ally cost you," Greenway says. "So that 
helps you to shelter income for the first 
couple years and you pay less income tax 
so you've got more money this year. Now, 
you've got to pay it on the backend, but 
you've got the use of the money now, and 
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LEASING 

OUT WITH THE OLD, IN WITH 
that can help you grow your business." 

This method is more advantageous for 
larger landscape companies that are look-
ing to grow their businesses because 
they're more likely to have high enough 
income for the larger write-offs, Greenway 
explains. "They've got money coming in, 
they're paying a significant amount of 
income tax, so this would probably be of 
more benefit to an established company," 
he says. 

Leased trucks are also tax deductible, 
but the contractor leasing the truck writes 
off each payment as a business expense 
rather than deducting larger amounts as-
sociated with accelerated depreciation on 
purchases. Leases make more sense than 
purchasing for newer landscape compa-
nies, Greenway explains. "The cash flow 
is better because you didn't have to come 
up with the $20,000 in the first place to buy 
the asset," he says. "So I think there's 
some advantages to the start-up company 
just from a cash flow perspective." 

Contractors who purchase should also 
remember that they will pay additional 
taxes after they sell their trucks, Perleberg 
says, adding, "the advantage of a pur-
chase is, you can depreciate the inventory 
but then when you go to resell it you will 
have a tax base on the other side." ID 

lawnandlandscape.com ^ J 

^ ^ Visit the Lawn & Landscape Online 
f Message Board to chat with other 

professionals about leasing and buying options. 

Some companies, such as Heads Up Landscape 
Contractors, swear by purchasing its trucks 
while others say leasing is the best option. 
PHOTO: Heads Up Landscape Contractors 

Most landscape contractors want new trucks. The benefits are obvious: 

less maintenance, longer truck life, more professional appearance and 

the latest features. But not every contractor can afford to buy new 

trucks, making used vehicles the most practical option. 

When shopping for a used truck there are several factors to con-

sider. One issue is quicker depreciation, explains Mark Perleberg, lead 

automotive expert for National Automobile Dealers Association, Costa 

Mesa, Calif. "Contractors should sell or trade their used trucks more of-

ten, rather than waiting until the truck has little or no resale value," 

Perleberg suggests. 

However, used trucks for the landscape industry can also be more 

difficult to find, according to Perleberg. "I can find you a whole lot of 

Toyota Camrys, but I can't find you a whole lot of pickup trucks with 

stake beds on them," he says. "An add-on like a stake bed, which is re-

ally common for landscape contractors, are expensive when they're 

new, but they don't have an excessive amount of resale. When you go 

to resell that vehicle, you have to find someone who's in the exact 

same business you're in because the average consumer doesn't want a 

stake-bed pickup truck." 

A contractor can expect to save about 25 percent on a used, late-

model pickup truck, Perleberg says. Used trucks are also more likely to 

have maintenance problems, so Perleberg suggests contractors ask for 

maintenance records and when the truck was last serviced before pur-

chasing. "Have it cost you as little as possible to own that vehicle, oth-

erwise it comes out of your profits," he says. 

No matter the potential savings, many contractors don't want to 

chance it with a used truck. "Used trucks are not worth it - you don't 

know what you're buying, and you don't know how they were driven," 

says Andrew Morse, director of operations, Belknap Landscape Co., 

Gliford, N.H. Belknap has purchased used trucks in the past, but Morse 

says there were too many maintenance issues, such as transmission 

problems. 

Dave Daniell, vice president of Albuquerque, N.M.-based 

Heads Up Landscape Contractors, also buys mostly new trucks. 

"For us, it's an issue of the vision we have for our organization 

and how we're perceived in the marketplace," Daniell says. "We 

also found we're able to drive down our maintenance costs 

pretty dramatically by doing that because there is a warranty 

time that you can take advantage of if you do have a problem." 

Used trucks make more sense for landscape contractors just 

starting out, says Heath Wood, sales manager, Middle Georgia 

Freightliner, Macon, Ga. 

"With used, obviously you're getting somebody else's truck, 

and you don't know the history of it," Wood says. "But used is 

great for somebody just getting started who doesn't have the 

cash or ability to make higher payments." - Jonathan Katz 
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TRAILER TRENDS 

Landscape 
Trailers are becoming increasingly complex with tool 
racks, advertisementsandotherbuilt-infeaturesthat 
contractors may incorporate into their operations, 
by Jonathan Katz 

Landscape contractors have a variety of options when it comes to 
trailers: open, enclosed or no trailer at all. The decision ultimately 
depends on what contractors want their trailers to do and how 
much money they want to spend. 

Before purchasing any trailer, contractors should know how 
they intend to use the equipment and how much weight they'll be 
carrying, says Kevin Richardson, sales manager, Wells Cargo, 
Elkhart, Ind. Enclosed trailers, for instance, cannot carry as much 
weight as open trailers. Contractors also need to consider what 
type of truck they're driving, says Lonny Smith, product manager 
of Featherlite, Cresco, Iowa. 

"If somebody tells me they want to haul a 10,000-pound tractor 

and they tell me they have a light-weight pickup truck, I'm going 
to have to tell them I can't do it," Smith explains. "I can build them 
a trailer that can do it, but they don't have enough truck." 

With heavier equipment, contractors may want to consider a 
gooseneck trailer, which hooks up to the bed of a truck using a 
larger ball coupler, than a bumper trailer that's 4 to 6 inches ahead 
of the rear axle, Smith says. Goosenecks allow some of the trailer's 
weight to be distributed to the front tires in addition to the back 
tires, resulting in more uniform weight and safer driving condi-
tions, Smith explains. Although bumper pulls tend to be more 
versatile than goosenecks because they can be connected to lighter-
weight pickup trucks, according to Smith. 
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Landscape contractors have more choices than 
J R ever when shopping for trailers * 

PHOTO: FeatherlRet 

trical signals from the truck that tells the 
trailer when to brake. Some truck manu-
facturers are beginning to integrate trailer 
brake controllers into the dashboard of 
trucks, according to Lew Echlin, market-
ing manager, Ford Division Commercial 
Trucks, Dearborn, Mich. 

OPEN FOR BUSINESS. Because of their 
heavier weight capacity, open trailers are 
still used by most landscape contractors 
involved with construction work that re-
quires heavy-duty equipment. They also 
cost less. Most landscape contractors pur-
chase open trailers, which usually start at 
about $2,000 while enclosed trailers start at 
about $4,000, according to Smith. 

Open trailers can also handle between 
1,000 and 20,000 pounds, compared to an 
enclosed trailer, which caps off at 10,000 
pounds, Richardson says. In addition, en-
closed trailers can't handle equipment taller 
than 7 feet. "If you have real tall or real 
heavy equipment, you're probably better 
off with an open trailer," Richardson ex-
plains. "They have a lot more versatility on 
how it's designed." 

Mike La Rosa, president of Mequon, 
Wis.-based La Rosa Landscape Co., says he 
prefers open-air trailers over enclosed trail-
ers for his lawn maintenance needs be-
cause they're more easily accessible and 
more convenient to fuel. The company pays 
between $2,500 and $5,500 for its trailers, 
depending on towing capacity, La Rosa 
says. When shopping for an open trailer, 
La Rosa says he looks for the following: 

• Ease of loading: The tailgate must be 
durable enough to withstand loading and 
unloading without too much strain on em-
ployees. 

"Historically, contractors purchased enclosed trailers that were unfin-
ished inside, and they would then build their own interior shelving. The 
current trend is leaning towards them purchasing a more complete 
trailer." - Lonny Smith 

Trucks hauling trailers must come 
equipped with trailer brake controllers. 
Typically, these devices are add-ons that 
cost between $150 and $175, Richardson 
says. A trailer brake controller sends elec-

• Interchangeability of tire rims, so the 
company can stock replacements 

• A heavy-duty frame that can with-
stand wear and tear of multiple stops per 
day 

• An electrical system that has solid 
weather-sealed connections so the lights 
don't fail 

• Universal light plugs 

CASE CLOSED. But enclosed trailers also 
provide features not available on open trail-
ers, which is why Albuquerque, N.M.-based 
Heads Up Landscape Contractors uses en-
closed trailers for most of its operations. 
"First and foremost, they're like big rolling 
billboards for us day in and day out," says 
Heads Up Vice President Dave Daniell. "I 
would guess that it's probably one of the 
top three reasons people call us to get a 
quote or do business with us." 

Most contractors purchase enclosed 
trailers that range from 18 to 24 feet long 
and 5,000 to 10,000 gross vehicle weight 
rating, Richardson says, adding that prices 
for these. 

Enclosed trailers can provide additional 
security and convenience for landscape 
contractors, Daniell points out. "On the 
construction side, we're able to leave our 
tools on-site and not have to drag them 
back and forth daily," he says. 

Heads Up paid approximately $4,800 
each for its 12- to 14-foot enclosed trailers, 
which are used primarily for landscape 
maintenance and $3,600 each for its 10-foot 
enclosed trailers that the company uses to 
store tools for construction jobs. The 
company's larger trailers carry one zero-
turning-radius mower, two 21-inch walk-
behind mowers and other equipment typi-
cally used for maintenance, such as blow-
ers and trimmers. 

With enclosed trailers, contractors have 
the option of installing tool racks, which 
helps them organize and gain easier access 
to their equipment, Richardson says. These 
tool organizers generally include racks to 
store backpack blowers, backpack spray-
ers, hedge trimmers, several line trimmers, 
hand tools, gas cans and water coolers, and 
can add approximately $1,000 to the cost of 
a trailer, according to Richardson. 

Some manufacturers provide enclosed 
trailers designed for landscape contrac-
tors, which typically include plywood 
sidewall lining and treated plywood floor-
ing to protect the interior from water dam-
age and heavy use, Richardson explains. 
Prices can range from $1,100 to $1,600 de-
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pending on the length of the trailer. 
They also come equipped with ramp 

door extensions, which can be used to drive 
equipment into the trailer, according to 
Richardson. Prices on ramp door exten-
sions can range from $125 to $160 each. On 
the security side, some manufacturers pro-
vide heavy-duty padlocks to the side door 

for approximately $110. 
"Historically, contractors purchased 

enclosed trailers that were unfinished in-
side, and they would then build their own 
interior shelving, Smith explains. The cur-
rent trend is leaning towards them pur-
chasing a more complete trailer. Many are 
even purchasing trailers with on-board 

generators and 110-volt outlets so their 
equipment can be used even in an area that 
has yet to be supplied with power." 

MOBILE GARAGES. Trailers can be a 
pain to maneuver around tight corners and 
city streets. That's why more contractors 
are swearing off these traditional pieces of 
equipment for good. Some truck body and 
van manufacturers are custom-fitting their 
products for landscape contractors. 

Inside these tailored bodies are hand-
and power-tool storage racks, gas tanks 
built into the truck body. Pittsboro, N.C.-
based King's Landscaping & Grounds 
Maintenance uses truck bodies with one 
39-gallon tank for regular fuel used in mow-
ers and a 13-gallon tank containing pre-
mixed fuel, which is used for power blow-
ers and string trimmers, explains company 
President Ronald King. King says now he 
can simply pull his mower up to the truck's 
side, flip a switch and begin pumping gas. 

These built-in gas tanks, which cost an 
estimated $2,500, can save companies time 
and money, says Tony Bass, president, Su-
per Lawn Trucks, Bonaire, Ga. "By carry-
ing a reservoir much larger than what you 
typically carry on gas cans, you prevent 
your crews from having to return to the gas 
station," he explains. "So if you save what's 
a typical 10-minute fuel stop with a three-
man crew, that translates into about 200 
man-hours that can be saved if you reduce 
your stops from three to one per week." 

King estimates these customized bod-
ies cost about $8,000 more than using a 
pickup truck and a trailer, but he says the 
additional price is worth it. "Trailers eat 
tires up because they turn and twist so 
much," King says. "Trailers are a good 
thing if you're going to be pulling them 
once a week, but when you get to pulling 
them every day, they're just not for me. I've 
got one trailer on the road that I pull every 
day, and as soon as I am financially able, I 
will replace it." 

Aside from saving money on broken 
taillights, worn tires and repairing hitches, 
King says he escapes paying additional 
insurance and taxes by switching to these 
landscape-specific bodies. King estimates 
that he saves about $100 to $125 per year on 
insurance without trailers. Broken parts 
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TRAILER TRENDS 

TRAINING WHEELS 
can result from wear and tear, but they can 
also happen when drivers misjudge 
turns/The thing that hurts productivity 
the greatest is teaching people how to back 
up a trailer/' Bass says. 

The La Rosa Landscape Co. has re-
duced its dependence on trailers by 
switching to 1-ton cube vans that are 
used to haul hand tools and small engine 
equipment, says La Rosa. By switching 
to the vans, La Rosa has cut down on the 
number of commercial driver's licenses 
(CDL) necessary in the past, explains La 
Rosa, because previously the weight of 
the trailer and the truck pushed the 
weight over the limit for a CDL. 

And weight, towing capacity and 
length, are the three most important fac-
tors landscape contractors must consider 
before purchasing any trailer or a custom-
ized truck, according to Richardson, add-
ing, "You can buy a nice trailer, but if the 
tow vehicle capacity isn't enough, you are 
not going to do a whole lot of good." ID 

The scene is all too familiar for most seasoned landscape contractors - an inexperi-
enced driver wheels around a corner a little too fast, loses control of the truck's 
trailer and smashes into a curb, or worse, another vehicle. 

Contractors can take steps to reduce trailer accidents through proper driver train-
ing. When a new driver starts at the La Rosa Landscape Co., the company first 
checks employees' driving records and assesses their driving ability through road 
tests, says Mike La Rosa, president of the Mequon, Wis.-based company. 

While on the road, supervisors instruct the drivers to avoid sudden lane changes 
so the trailer has enough time to clear the other vehicle before pulling into the lane, 
La Rosa says. Supervisors also make sure drivers use their mirrors when backing 
out or changing lanes to avoid accidents, according to La Rosa. 

When Pittsboro, N.C.-based King's Landscaping & Grounds Maintenance trains 
employees on trailer safety, company supervisors take employees to a large shop-
ping center parking lot early in the morning where they show the new drivers the 
ropes, says company President Ronald King. 

"On a trailer, you have to brake before you would normally to make sure the 
brakes are working," King says. "You have to feel the brakes engage, and if you 
don't, you know the trailer's pushing you." - Jonathan Katz 

RIGHT PUSH 
FOR YOUR 
MARKETING 
CAMPAIGN. 

LawnârLandscaDe 
Article Reprint Service 
Lawn 6 Landscape Magazine • Interior Business Magazine 

Golf Course News Magazine • Commercial Dealer Magazine 

Call Debbie Kean @ 800-456-0707 

E300 - Manual 
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pioneer cover-all 
Tarping Solutions 

1-800-237-0225 
www.pioneercoverall.com 

1 5 0 0 E 
Single-Axle Hooklift 

D D 1 0 0 0 
Electric 
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From Lawn & Landscape Media Group, Publishers of Snow Business Magazine 

Managing Snow & Ice. From highly respected and 
successful snow removal contractor John Allin 
comes a new, comprehensive guide to the business 

of snow and ice removal. From pricing to 
plowing, Managing Snow & Ice will educate 
readers on every aspect of owning and 
operating a snow and ice removal company. 
$25.00 

Snow Removal Business Forms. A companion to Man-
aging Snow & Ice, this CD-ROM contains all the 
forms and documents essential to snow removal. 
Taken directly from forms John Allin uses in his highly 
successful snow removal operation! $24.95 

Sponsored By: J ¡ Q 

Snow Estimating Software. Adapted from the system 
used by John Allin, this software system will ease the 
estimating process. A user-friendly platform walks 
contractors through the estimating process, com-
putes the information entered and delivers a time, 
material and cost estimate per job. $295.95 

FOR MORE INFORMATION VISIT: 
www.lawnandlandscape.com/store or call: 800-456-0707 

TrakMats 
Ground Cover Mats for Professionals 

No more Heavy, Wet ,Rotten, 
Broken, Slippery Plywood. 

Tough, Lightweight 

Power Cy l inder Cleats for Traction 

1 0 0 % Recycled Mater ia l 

U V protected 

L ight color prevents burnt grass 

Unaffected by heat & cold 

H a n d cutouts for lifting 

800-762-8267 

El ¿SBflfOp flaxs. ^ s 8 ] [T^Ij 
6128-F Brooks h I re Blvd www.trakmats.coni 
Charlotte, NC 28216 email: sales@trakmats.com 
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" o Z G M C 4 5 0 0 
With New Deuce Dump Body 

Call for Details 

P G M C C - 4 5 0 0 
| 300 HP Duramax Diesel, Allison Automatic | 

Transmission, 800 Gallon Spray Units by 
Graham Lawn Equipment Inc. 

Automatic AC AM/FM Cassette 
Enclosed 16 ft Landscaper Body 

In Stock Ready to Go! 

Financing available with approved credit. See dealer for details. 

www.gmccommercialtrucks.com 
email:sales@gmccommercialtrucks.com 
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CHEVY KODIAK. STRONG. TOUCH, DURABLE. 
The sound of crunching dirt and gravel says it all. The Chevy Kodiak is relentless—with a choice of 
powerful gas and diesel engines and a complete line of manual and automatic transmissions. And 
as if that weren't enough, Kodiak offers a range of GVWRs from 16,000 lbs to 61,000 lbs.* From the 
sounds of it, the Chevy Kodiak will be intimidating job sites for years to ccme. 

CHEVY TRUCKS t ^ J j LIKE A ROCK 
1-800-T0-CHEVY or visit us at www.chevrolet.com 

*When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment. 
Shown with equipment from an independent supplier. See the owner's manual for information on alterations and warranties. 

http://www.chevrolet.com


SPECIAL FOCUS: Fall Fertilization 

f 

Before offering 

tree fertilization services, 

a lawn care operator 

must establish 

a sound pricing strategy, 

by Will Nepper Deep-Rooted 
Photo: Davey Tree 

Landscape contractors who offer tree 
fertilization may find that providing 
the service opens the door to a com-

pletely unique set of challenges. It differs from 
other types of fertilization in that it can't be 
priced by square foot. Add to that the fact that 
no two trees are alike. Because bigger trees 
demand different attention than smaller trees, 
pricing by size can leave the door open for 
guesswork, which is never a good idea when 
trying to turn a profit. That's why it's impor-
tant to come up with a well-tested plan that 
incorporates treatment techniques, a sensible 
pricing strategy and some common sense. 

The two primary types of tree fertilization 
techniques are foliar sprays and deep root 
injections. With foliar spraying, lawn care op-
erators spray the external leaves of a tree. Deep 

root injections involve using a soil probe to 
inject fertilizer near the trees' roots. The two 
techniques require different materials but they 
are often both used in treatment programs. 

Mark Leahy, president, Blades of Green, 
Church ton, Md., provides both types of ap-
plications to clients. "We do deep root injec-
tions on most of our big trees, and then we 
do foliar sprays on some of the smaller stuff," 
he explains. 

Gary Borobich, vice president, U.S. Turf 
Control, South Burlington, Vt., says that his 
company almost exclusively provides deep-
root fertilization. "We use a soil probe that 
goes about 6 inches into the ground," he says. 
"It's hooked up to a tree and shrub gun and we 
inject 6 ounces on a 2-foot grid square." He 
adds that some trees, like evergreens, prevent 
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using the 2-foot grid square. In these cases, 
Borobich makes injections at 2-foot intervals 
around the trees drip line. "Drip lines are the 
places where the rain would run off the tree 
first and drip down," he explains. 

Rusty Stout, vice president, Complete Lawn 
Service, Vienna, Va., adds that technique is 
most important when making this type of 
application. "You have to make sure the pump 
is calibrated correctly and the injector is not 
removed from the ground too early." 

There is no common knowledge regard-
ing when to fertilize a tree. Leahy chooses 
fall. "We usually do it between October and 
early winter," he says. "That's after they've 
gone dormant for deep rooting." 

"We fertilize trees in the spring before the 
soil dries out," Borobich counters. "This way 
you have soil moisture, and the roots don't get 
stressed out. We make a second application in 
the fall. But you don't want to push out a lot of 
late season growth, especially on evergreens." 

Pricing the service can go a few different 

Fertilization 
ways too. Often tree fertilization is part of a 
full-service application provided by the con-
tractor. Borobich, for example, offers a six-
step program that includes fungicide and 
insect control. 

Leahy includes small tree fertilization as 
part of a tree and shrub program but prices 
out larger trees individually by caliper. This 
is what Stout refers to as DBH (diameter at 
breast height). "We do our pricing based on 
the tree's diameter at breast height," he 
says. "Before the job, we come in, check the 
diameter and base the price on that." 

Van Harms, owner, Show Me Tree Service, 
Jacksonville, Fla., says than on average their 
foliar spray service is priced about 40 percent 
higher than their injection service because the 
foliar spray products are more expensive -
about $5 or $6 per bottle. Injection costs, he 
adds, have everything to do with the size of 
the tree. "But no matter what, there is a mini-
mum charge of $250 because you can easily 
kill one hour going out to service even a small 

tree," he says, adding that the price can go up 
to $400 or $500 for an average 24-inch tree. 

Borobich says that 10 to 12 percent of his 
tree fertilization costs come from products, 
while about 20 percent come from labor. The 
reason: "You have to spend a lot more time on 
properties when treating trees," he says. "It's 
more labor intensive because you're going to 
have to pull hoses across the property and 
carefully through perennial beds." ID 

Picture Perfect 
Frontier brings your dreams of a picture-perfect 
homestead to life. Choose from rotary tillers, grooming 
mowers, rear blades, landscape rakes, pendular spreaders, 
and more. Best of all, this impressive lineup is available 
exclusively from your John Deere dealer. 
Every Frontier product is built for unbeatable reliability 
and excellent performance. So, whether you're moving 
dirt, grading a driveway, seeding your grounds, or simply 
mowing grass or tilling your fields, Frontier tools help 
you get the job done quickly and easily. 

Flex-wing. SIM 
discharge grooming mowers Rear blades np to 10 fi. wide 

Get your property in picture-perfect shape with the help 
of Frontier. Visit your local John Deere dealer today! 

homestead equipment 
d. Re l i ab le . Ready. 

www.BuyFrontier.com Photos may not depict actual safety deca Is and reflectors on current production 
models. Please reference operator's manual and always use caution when operating. 
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We've revolutionized aeration 
with the TurnAer 26. 

aerat 
BO% more 

Finally, the aerator you've always wanted. 
Our new TurnAer 26 is effortless to use-in fact, it operates 

like a mid-size mower. The TurnAer's revolutionary 

DiffDrive'" with dual brake action lets you turn with the 

tines in the ground...no lifting, turning or strain on your 

workers' backs. And its handles are adjustable for workers 

of all heights. All these things make it 30% more productive 

than conventional aerators. Increase your profits and make 

your crew happy with the TurnAer 26-from Turfco Direct, the 

Direct answer to your renovation needs. 

The TurnAer 26's DiffDrive" allows you to turn with 
the tines in the ground-no lifting or turning. 

WHATTHE MARKET IS SAYING 
ABOUT THE TURNAER 26... 

The TurnAer 26 was selected by 
Landscape Management in its January 
2003 issue as one of its "Editors' Choice 
Top Ten" for labor-saving products. 

HOTTEST 

The TurnAer 26 was also showcased in 
the December 2003 issue of Lawn 6 
Landscape as one of "The Hottest 
Products of 2003." . 

What Our Customers Are Saying... 

"I am very pleased with the Turfco 
TurnAer 26. The machine is beyond 
compare! I am just thrilled that I found 
the right machine. I put the machine to 
hard work for four weeks and it stood 
up to the test." 

Joyce Pells 
Natural Lawn of America 
Akron, Ohio 

"The TurnAer was so easy to run the 
guys did not mind running it every day. 
Also they-were 30% more productive, 
even on the hilly lawns with lots of 
beds. The simple, easy-to-use controls 
and the brake assisted turning make it a 
nice machine to operate." 

Scott Brown 
Lawn Co. 
Atlanta, Georgia 

direct 

Request a video or catalog: 1.800.679.8201 
> Order Direct: 1.800.679.8201 

Visit our website: www.turfco.com 
USE READER SERVICE # 8 2 
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One-a-Day Fertilizers 
Across the United States each morning, mil-
lions of moms and dads begin the day by 
handing their children brightly colored, fruity 
tasting vitamins fashioned in the shape of 
cartoon characters. Each dose, composed of 
the right mixture of vitamins and nutrients, 
keeps the children healthy and growing. 

Jeff Prink, park maintenance supervisor, 
City of Aurora, Colo., does the same thing 
for the parks and recreation areas in his care. 
For the last two years, Prink has experi-
mented with fertigation, the recurring de-
livery of small amounts of liquid fertilizer 
and soil nutrients through an irrigation sys-
tem. The process has been used for decades 
in the agricultural and golf course markets 
but only recently made its way into residen-
tial and light commercial settings. 

In the past, fertigation systems were too 
expensive, too complicated or too cumber-
some to make sense for residential irrigation 
contractors and homeowners. However, sev-
eral manufacturers recently have developed 
pared-down fertigation systems targeted at 
the residential market. These units range in 
cost from less than $200 to $1,500, depend-
ing on the system, the market and the size of 
the landscape on which it will be used. 

FERTIGATION ADVANTAGES. I he chief 
benefits of fertigation are: 

• Fertilizer applied through an irrigation 
system can be done in small, regular 
doses (like a once-a-day vitamin), elimi-
nating the feast/famine cycles associ-
ated with typical granular applications. 
"Growth spurts are nonexistent because 
you are not dumping out the next three 
months of fertilizer all at once," Prink 
says. "The growth is a little more con-
stant, so you don't have to deal with the 
mowing problem that usually follows a 
week or two after you fertilize." 

• Increased flexibility and control over the 
(continued on \ 

Fertigation has entered the residential and 

commercial landscape markets, 

by Steve Smith 
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A Hunter distributor recently told us about a contractor in his town who 

purchased a truckload of off-brand rotors... because the price was right. 

Trouble was, his crew didn't want any part of them. They were used to 

working with Hunters and only wanted the easy-to-install,easy-to-adjust 

PGPs. Some people call that "brand loyalty." We call it good planning. 

PGPs save installation time, cut back on callbacks and deliver years of quiet, 

reliable service. The bottomline: Keep the crew happy and productive 

with PGPs. It's good for your business... and your customers. 

Keep Your Crew Productive 
With The Most Reliable Rotor on the Market 

Hunter Industries The Irrigation Innovators • Call t o d a y for a f ree cata log 8 0 0 - 7 3 3 - 2 8 2 3 or see H u n t e r at w w w . H u n t e r l n d u s t r i e s . c o m 
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(continued from page 86) 

fertilization program. If the homeowner 
is dissatisfied with the lawn's appear-
ance, the fertilizer type or concentration 
can be altered quickly and easily - some-
thing that is often labor intensive and 
impractical with granular applications. 

• Contractors can reduce overall fertil-
izer use by delivering it in liquid form 

direct to turf and plant material. 
• Contractors can reduce labor costs for 

contractors who sell / maintain fertigation 
systems in lieu of routine applications of 
granular fertilizers. The combination of 
reduced material and labor costs means 
higher profit margins for lawn mainte-
nance operations. Additionally, the con-

tractor would make a profit on the initial 
sale and installation of the system. 

"The biggest benefit I see is how weak the 
fertilizer is," Prink observes. "By the time you 
are putting it into the irrigation, it is so diluted 
that it becomes less harmful to the turf." 

Prink also has noticed healthier root zones 
in the turf he fertigates. "The fertilizer is right 
there in the water, so it gets in the root zone well. 
I've seen first hand some improved root zones." 

FERTIGATION DISADVANTAGES. What 
makes fertigation such a logical proposition -
use of an existing irrigation system to spread 
fertilizer - can also be the chief downside of the 
technology. The fertilizer only goes where the 
water goes, so if the irrigation system is poorly 
designed and achieves lackluster uniformity, 
the fertilizer will be patchy as well. 

"Application of the fertilizer is only going 
to be as good as the uniformity of your irriga-
tion systems, which on a residential system is 
probably not all that great," says Brian Vinchesi, 
president, Irrigation Consulting Inc., Pepperell, 
Mass. Likewise, high heat or wind, the same 
forces that evaporate or diffuse irrigation wa-
ter, can have similar negative effects on fertil-
izer applied through a sprinkler. 

"If I were a contractor, I would be con-
cerned with the liability of it," Vinchesi adds, 
referring to the combination of fertilizer in 
irrigation water. Reduced-pressure backflow 
prevention devices are required to prevent 
contamination of the water source, and there is 
the concern about the liability of fertilizer car-
ried by the wind into a neighboring property. 

Before going too far with fertigation, con-
tractors should carefully investigate state and 
local codes on the issue. In many states, certifi-
cations and licenses are required to apply fer-
tilizer. "It may he that since the homeowner 
owns the system, they don't have to be li-
censed, but that's certainly a question I would 
want to ask somebody," Vinchesi notes. 

Fertigation also involves increased sales 
activities. It is one thing for a contractor to 
sell a customer a periodic $35-fertilizer ap-
plication but quite another to ask a home-
owner to purchase a $500 fertigation system 
they may not entirely understand. 

Jason Maddox, agricultural and irrigation 
sales representative, Dosatron International, 
Clearwater, Fla., says some contractors are 
designing programs to help homeowners de-

(continued on page 90) 
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This Isn't The Halft Of It! 

No installation or retro-fit is too large 

or too small. Wilkins water control 

products for in-ground or above 

ground, are solid, time-

tested performers with 

fewer parts and lower 

maintenance costs. 

To see the other half of 

our product line, ask for Wilkins new irriga-

tion brochure or check out Wilkins web site at 

www.zum.com. 

For more details, contact your local 
Wilkins Representative or visit www.zurn.com 

WILKINS 
a ZURM company 

1747 Commerce Way, Paso Robtes, CA 93446 Phone: 805 238 7100 Fox: 805 238 5866 www.zum.com 
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BY THE GRASS 
FOR THE GRASS Metro é 4 

4 4 

Get ready for growth spurts. 
Rain today through Saturday. 

Yard Gnome and 
Cement Frog Indicted 

GARDEN — An unexpected 
twist in the infamous Bluegrass 
Massacre occurred yesterday. 
The cases special prosecutor 
announced at a press confer-
ence that a grand jury had 
charged two lawn ornaments 
with three counts of aiding and 
abetting a known fugitive. 

"After a thorough investiga-
tion, our office found that 
Benny the Yard Gnome and 
Forrest the Unpainted 
Concrete Frog knew of the 
EverRide Warriors destructive 
power long before that fateful 
day and failed to warn the 
proper authorities," said the 
prosecutor. 

According to an anony-
mous source, the gnome and 
frog — who reside next to one 
another on the garden wall — 
witnessed the Warrior mow 
down the zoysia next door 

several times before it arrived 
to take the lives of the local 
bluegrass. 

When asked about the 
charges, Benny the Yard 
Gnome's attorney 
told the press: 
"No comment." 
Forrest the Frog is 
currently seeking EverRide.com 
counsel, but we can assume his 
future attorney would have no 
comment as well. 

It is still feared that the 
EverRide Warrior will eventu-
ally come back to the site of the 

original incident. After some 
investigation, it was found that 
EverRide is carried by 10 
distributors across the nation, 
so it seems that the Warrior's 

return and subsequent 
slaughters are immi-
nent. Information on 
EverRide distribu-
tors is available at 

www.EverRide.com. Grass officials 
ask all citizens to bombard the 
Web site with traffic so that no 
potential buyers of the Warrior 
are able to get through. 

First sign of the Apocalypse spotted 
in Anderson front yard 

Obituaries 
Anderson, George. The 
Bermuda blade was mowed 
down earlier this week. A 
prominent voice in the com-
munity, he actively campaigned 
for more stringent safety pre-
cautions before — ironically — 
being chopped off at the knees 
himself. He leaves a wife and 
26 seedlings. 

Coltrane, Dick. Died of old 
age Monday. Pronounced as 
the luckiest blade on earth, 
Coltrane resided out of the 
reach of the Warrior between 
two fence slats. Often heard 
screaming "I'm the king of the 
world." Because of that, he will 
not be missed. 

Freeman, Fred. Accidentally 
plucked from his home during 
a routine weeding session by 
the current homeowner. Fred 
was constantly warned not to 

http://www.EverRide.com


(continued from page 88) 

fer upfront costs by spreading fertigation equip-
ment and installation costs over time as part of 
a monthly fertilization contract. And, so far, 
Maddox adds, the key customers have been 
upper income residences and light commer-
cial accounts, which are less cost conscious. 

MARKET GROWTH. Though residential 
fertigation systems remain somewhat rare and 
limited to upscale clientele, there's no question 
the idea of fertigation is growing, says Ned 
Lipps, chief executive officer, Fertigator, St. 
Louis. Mainstream irrigation distributors, such 
as John Deere Landscapes, Ewing Irrigation, 
Horizon and United Green Mark, have begun 
carrying multiple brands of residential 
fertigations systems. 

"I think in the next five years it could be our 
biggest market," says Jim Fields, horticulture 
sales manager, Dosmatic U.S.A., Carrollton, 
Texas. "The retrofit market is where a massive 
amount of business is going to take place in the 
next few years." ID 

everal different fertigation 

systems are available 

W for use in the home and 

light commercial markets, rang-

ing from simple venturi-type ar-

rangements to more sophisticated 

injection systems. 

Basic parts of all systems include a backflow prevention device to protect the water 

source, a storage tank for the fertilizer and an injector or similar component that adds a 

controlled amount of fertilizer into the irrigation system. All the systems include a way in 

which to control the amount of fertilizer metered into the water, whether it be a complex 

metering injector and controller or a simple orifice, which widens and narrows. For 

example, some systems can beset to disperse 1/8 teaspoon to 2 teaspoons per gallon of 

water, says Darin Branch, vice president of Bia-Green, Las Vegas. "On the slowest setting, 

it takes 15,000 gallons of water to empty 5 pounds of fertilizer," Branch adds. 

- Steve Smith 

RESIDENTIAL 
Fertigation Systems 

F e r t i P r o 

• The only fertigation device that 
is programmable by zone 

• Very precise application 
• Adaptable to all properties 
• Very reasonably 

priced 

M l * . 
PRODUCT 

F e r t i F l o 

• Easy to Install 
»O (no wires, no controller) 

^ ^ f i î r * * Consistent application 
AutomaticFcrtfaabMSystM y ^ • Great for small lawns 

fBBtÊtÉÊÊ^^J • Very Inexpensive 

V-300 

Call For Our Color Catalog 

region 

C lark 
SPRAYING 

EQUIPMENT 
PO Box 8, Le Roy, NY 14482 

800-706-9530 585-768-7035 FAX 585-768-4771 

Financing Available 
www.gregsonclark.com 
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All-wheel steer...a new solution 
Go from all-wheel steer to 
skid-steer at the flip of a switch! 
All-wheel steer lets you maneuver 
on turf with little or no damage to 
the grass — saving you time and 
money on repair work. Flip the switch 
again and get all the advantages of 
a tight-turning skid-steer for working 
in confined areas. 

Minimal turf damage... with steerable axles. minimal asphalt damage... 

A300 All-Wheel Steer LAWS) Loader 
SSL/AWS 3,0001» 01 bP 6.0/12.0** 

Vertical Lift Path 

One Tough Animal 
Bobcat Company P.O. Box 6000 • West Fargo, ND 58078 

U S E R E A D E R S E R V I C E # 8 8 

Two Steering 
Options 

Rated Operating Turbo-Charged Kubota 
Diesel Engine 

Two-Speed Travel 
with Variable Creep 

Our website: 

www.bobcat.com/0226 
Toll-free for FREE 
Video Catalog and Buyer's Guide: 

1-866-823-7898 ext. 0 2 2 6 

An ( I R Inger sol I «and usiness 

http://www.bobcat.com/0226


Deck 

Though hardscapes and landscapes comple-
ment each other, some landscape and deck 
contractors prefer to do their respective work 
on different days to alleviate congestion on 
the site. Photo: Casa Decks 

Many homeowners take great pride in their landscapes, and with more 
people staying close to home rather than jetting off to exotic locales, 
landscaping is a hot commodity. Specifically, contractors are being 
called to create highly useful environments that include structures like 
decks where homeowners can do almost everything except go to bed for 
the night. 

"Outdoor living areas are in," says George Drummond, owner, Casa 
Decks, Virginia Beach, Va. "An average deck has evolved from a square 
12-by-l2-foot appendage stuck off the back door to a functional outdoor 
living area. As decks are being used more, they feed the desire of wanting 
to improve that outdoor living area, whether it be with a gazebo, pergola, 
built-in cooking area, landscape or water feature." 

However, not all landscape contractors have the staff or the expertise 
to build a client's dream deck. As a result, contractors may turn to deck 
builders like Drummond to take on these colossal carpentry projects. 
"When our clients request outdoor structures like a deck or gazebo, we'll 
often design the structure and hire a subcontractor to implement the 

(continued on page 94) 
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THE GLOVES ARE OFF. 
Because of activists, extremists and misinformed politicians, 

consumers are questioning whether the products and resources (such 

as water) used to care for their lawns, landscapes and other green 

spaces are a waste—or a harm to the environment. Yes, legislation 

and regulations have been throwing the green industry some rough 

punches. And we're about to start fighting back. 

Project EverGreen is an alliance of green industry associations, 

companies and professionals dedicated to educate the public, 

protect the green industry and grow our business. It was created 

in response to unfavorable regulations in many parts of the 

United States and Canada. If the services our industry professionals 

offer are restricted, regulated or made illegal, everyone will lose 

revenue and customers. 

Help Project EverGreen educate 

consumers on the environmental, 

economic and lifestyle benefits 

of green spaces. To make a 

contribution, volunteer your time 

or find out more information, 

call 1 - 8 7 7 - 7 5 8 - 4 8 3 5 or visit 

www.projectevergreen.com 

EverGreen 
Ad developed courtesy of Swanson Russell Associates. Ad space donated by this publication 
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Using Deck Subcontractors 
(continued from page 92) 

work," says Chuck Hyams, project manager 
and landscape architect with Scott Byron & 
Co., Lake Bluff, 111. "By talking with the 
client, we can do a good job of embodying 
what they want in a deck design, but a lot of 
times we need the accuracy of a carpenter or 
engineer to help us implement it. It's a work-
ing partnership." 

As such, Hyams and Drummond both 
note that strong interaction between the land-
scape contractor and deck builder is essen-
tial for projects to be completed to the client's 
satisfaction. Though both men have differ-
ent approaches to these types of co-contrac-
tor relationships, their advice can help con-
tractors in both industries develop highly 
compatible partnerships. 

PICKING TEAMS. Most contractors would 
agree that having compatability among 
crewmembers and subcontractors is a prior-
ity, especially on large projects. In the same 
way that companies interview people for 

regular employment, meeting with prospec-
tive deck subcontractors ensures that those 
potential teammembers meet company stan-
dards in both job quality and communication. 

"When you're looking for a subcontrac-
tor who you trust, there are a couple of 
issues to consider," Hyams says. "Prima-
rily, you're going to look at the quality of the 
work, which includes the grade of wood 
they use, how the joints are put together, 
and the basic elements of how the structure 
was built. The other aspect is what kind of 
company they are. Checking that they're 
insured and licensed to do the type of work 
you and your client are expecting will make 
sure everything comes together correctly." 

Hyams says Scott Byron & Co. has a 
number of subcontractors they work with 
for projects ranging from decks to electrical 
work that may need to go into a job. Choos-
ing the most compatible company is a mat-
ter of looking closely at the work they've 
done in the past. "We look at the quality of 

work either by going through a portfolio that 
they have or by visiting job sites, which is the 
best scenario," he says. "That lets us take an 
up-close look at the techniques they use, as 
well as how their work holds up over time." 

As a deck contractor who works with 
landscape contractors regularly, Drummond 
adds that landscape contractors should look 
for someone with a reputation and willing-
ness to work with the overall contract man-
ager. "This becomes a business relationship, 
and both company reputations are on the 
line," he says. "The contract manager needs 
someone he can rely on - someone who is 
personable, communicates well and does 
quality work." 

In choosing subcontractors himself, 
Drummond prefers smaller companies and 
worked with several subcontractors before 
finding the most reliable companies. "I tried 
to go with the smaller companies where the 
company principal was on site," he says. "I 
felt they had a much greater awareness of the 

Efficiency / Reliability 
Mixing A Dispensing Systems Large or Small 

Work Visas 
"Are you having a difficult time finding 
minimum or low wage legal workers? 
Let us help you get the low wage labor 
force that you need, just as we have for 
hundreds of other companies for years." 

-Robert Kershaw 
Attorney at IMW 

legal and low wage foreign workers 
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Give us the opportunity to beat any competitor's published price. 
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project's image and dealing with the client. 
I've gone through several masons, roofers 
and electrical contractors to finally get a 
subcontractor I'm comfortable with." 

Finally, when choosing a deck subcon-
tractor, Hyams and Drummond agree that 
looking for a contractor who specializes in 
decks and gazebos is best. "Most of the 
contractors in that area of the industry handle 
fences, trellises, wood products, small decks 
or railings to big gazebos or pergolas," 
Hyams says, "so they're able to do all that 
and have the resources to buy the wood and 
other products involved with these projects." 

COMPANY COLLABORATION. During 
the selection process, landscape contractors 
should consider the relationship they expect 
to build with the deck contractor. Will the 

Complicated deck designs often require input 
from engineers or carpenters to ensure that the 
structure will be sound. Photo: Casa Decks 

rr'/TyÇmà 
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A revolutionary design 
unlike any other 

Introducing 
Bunton® Z-Controls" 

All Bunton Walk-Behinds now come standard with 
the unique new Z-Controls normally found only on 
Zero-Turn Riders. The Z-Controls minimize operator 
fatigue with patented light touch loop grip handles. 
That means less stress on hands, wrists and 
forearms resulting in greater productivity. 

Choose between Bunton Hydro Drive Walk-Behinds 
with independent power control to each wheel or 
Bunton Gear Drive Walk-Behinds with five forward 
speeds and positive steerable reverse. Either way, 
you'll be getting superior control and greater 
productivity with the new Z-Controls from Bunton 
and that's a comfort. 

Call 1 -888-922-TURF (8873) 
for the dealer nearest you 
or www.bunton.com ^^^r 

WUNTiOKm 

Jacobsen, A Textron Company Al rights reserved. 
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" I ' L L SHOW THE DECK BUILDER A SKETCH OF THE DECK AND EXPLAIN MY INTENT WITH 

THE DESIGN. W E DON'T HAVE ENGINEERS ON OUR STAFF, SO WE RELY ON THEIR 

KNOWLEDGE SO THE STRUCTURE IS SOLIDLY SUPPORTED." - CHUCK HYAMS 

deck builder be listed as a subcontractor or 
will the companies use separate contracts? 
How much input will the deck contractor 
have on the design? Because all businesses 
operate differently, these types of questions 
should be considered early on. 

"We don't have an issue working with 
landscape contractors, but we don't include 
them as a part of our contracts, nor is our 
company included as a subcontractor in 
theirs," Drummond says, noting that work-
ing in a subcontractor capacity often causes 
him to lose client input on the deck design. 

Hyams, however, prefers to work as the 
lead contractor on large projects, though he 
discusses his designs with the deck subcon-

tractor before presenting the design to the 
client. "I'll show the deck builder a sketch of 
the deck and explain my intent with the 
design," he explains. "We don't have engi-
neers on our staff, so we rely on their knowl-
edge to help us determine the load and 
quality of wood we need to use, certain 
lengths or dimensions and the engineering 
aspects so the structure is solidly supported." 

This stands as another reason for land-
scape contractors to find subcontractors who 
specialize in decks, Hyams adds. "Even 
though our landscape crews are involved in 
setting the grade for the structure, our deck 
subcontractor often has a better understand-
ing of what is needed to implement a de-

sign," he says. "For instance, if we made an 
elevation error, we want them to bring that 
up to us. They're brining knowledge from 
their industry that we may not be aware of." 

Additionally, Drummond notes that 
whether landscape and deck contractors are 
working as a team or independently, commu-
nication is a must. "Our clients mostly use 
separate contracts - one for the deck and one 
for the landscaping," he says. "But those in-
stallations can't be done in a vacuum and it's 
my reputation at stake with any contract I have 
with a potential client. If I was referred by an-
other company, their reputation can also be im-
pacted by my actions, and I'm protective of that." 

TALKING SHOP. In terms of communica-
tion, coordinating when different crews will 
be on site can help landscaping and deck 
crews keep out of each other's way. 

"If we can schedule the landscape and deck 
crews to be on the site on different days, that 

(continued on page 98) 

The First of Mini 
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It was the machine that hailed our entry into the compact utility market. 
Right away the SK500 shook things up—a higher dump height hinge 
pin height and dump angle than any other machine in its class, giving the 
SK500 superior loading and unloading capabilities. Lower ground pressure 
and higher ground clearance, for minimal turf disturbance. The only mini 

skid steer in its class with a long-lasting, low-maintenance metal hood. 
And all the power and versatility an operator could ever want— 

500-1b operating capacity (measured at 35% of tip capacity) 
and up to 60 attachments. Ditch Witch® mini skid steers and 

mini excavators represent the latest and greatest phase in the 
evolution of compact utility equipment. See your Ditch Witch 

dealer for more information, or visit www.ditchwitch.com. 

\ Ditch Witch 
UNDERGROUND JTHORITY 

WORLDWIDE.' 
ditchwitch.com 
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It pays to install the industry's leading 
irrigation products. 

Enroll NOW to earn Rain Bird Rewards. Every day. 
Every irrigation contractor is eligible to join the Rain Bird Rewards program! 
By enrolling in this program, you'll earn points every time you purchase 
Rain Bird products.1 What could be more rewarding? The more you buy, the 
more points you'll earn - points you can redeem for cash,* merchandise, even 
tools to help grow your business. You decide how to reward yourself. Every day. 

Install Confidence.™ Install Rain Bird? Earn Rewards. 

Rain^BIRD 1 

*Rain Bird Rewards is open to all professional landscape and irrigation contractors in the U.S. and Canada. tAll Rain Bird turf irrigation products are eligible, except central control, golf, agricultural, consumer products and parts: purchases must be made at authorized Rain Bird distributors. *Cash equivalent. 

Enroll NOW! 
Call us toll-free at 

1-888-370-1814 or visit 
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President 

Weisburger Insurance 

J n times like these where insurance rates have risen 

across the board, we know that our customers are 

looking for exceptional protection at competitive 

rates. Why not call us for a second opinion on your 

current coverage? All of us at Weisburger Insurance 

are here to serve you. Thank you in advance for the 

opportunity. 

— Michael Weisburger, President 

Weisburger Insurance 

New York 
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Usina Deck Subcontractors 
(continued from page 96) 

Looking for a deck contractor to collaborate with on 

future design and installation work? Check these 

deck industry associations for companies in your area. 

Deck Industry Association 

1846 Rosemeade Parkway, Suite 400 

Carrollton, Texas 75007 

PH: 972-849-1835 

www. deckindustry .org 

North American Deck & Railing Association 

www.nadra.com (Coming Soon) 

DECK CONTRACTOR 
Sources 

normally works best." Drummond says. "The exceptions are those items 
that need to be incorporated at the same time, such as rerouting gas, 
plumbing or electrical lines for an outdoor kitchen or spa. We like to hide 
all the plumbing and wiring within the structure, so those are instances 
where we would collaborate with the other contractors on the site." 

Drummond adds that on many jobs the deck is installed before the 
landscaping. However, convenience or cost may prompt the home-
owner to have some of the landscaping installed before the deck and 
then have the landscape crews return to install more plants after the 
structure is completed. In those cases, cell phones and e-mail are 
often the easiest ways for contractors to stay informed on each other's 
progress. Still, on-site meetings are important. 

"If a lot of work is going in at the same time, ideally I'll meet with 
the subcontractors on a daily basis," Hyams says. "We'll talk about 
who will be working in certain spaces and how we'll coordinate the 
traffic patterns if our crew needs to be around the structure for some 
aspect of the installation." 

Hyams adds that he prefers clients to communicate directly with 
him, rather than discuss their concerns with a subcontractor. "We 
like to be their single point of contact, but if they happen to talk to the 
deck contractor about a detail they want to change, it's not a terrible 
problem," he says. "In those cases, we expect the subcontractor to 
contact us and update us on the situation. We won't necessarily 
question the choice if the customer has decided to change a material 
or something, but we certainly want to be informed." 

Regardless of who the client speaks with, Drummond comments 
that a contractor is a craftsmen who turns a homeowner's dreams into 
reality. "The biggest thing is to listen to the client and let the design 
complement whatever 
the homeowner is try-
ing to do," he says. "We 
need to remember that 
we get to leave after the 
job is done - they have 
to live with it." • 

l a w n a n d l a n d s c a p e . c o m L ^ J 

Visit the Lawn & Landscape Online 
Message Board to chat with other 

professionals about working with deck 
subcontractors or to see more deck designs. 
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THE ONLY INDUSTRY EVENT WITH THREE DAYS DF NEW PRODUCT D E M O S 

The Internat tonel Latan. Garden 
S¡ Power Equipment Expoalt Ion 

X & FRIDAY, SATURDAY, SUNDAY | SEPTEMBER 24-26,2004 
KENTUCKY EXPOSITION CENTER | LOUISVILLE, KENTUCKY USA 

iromises to blend business and fun as the industry comes together for its biggest event of the year. 
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Japanese style saw blades allow handsaws to slice easily 

through limbs, leaving ideal healing conditions for trees. 

Photo: Corona Clipper 

Let's face it. We've all used our teeth to open a stubborn ketchup packet when 
scissors weren't handy. And it's not uncommon to prop up a wobbly table with a 
couple of matchbooks when a shim and a level aren't available. Using alternative 
tools is usually acceptable in a pinch, but when it comes to live material like trees 
and shrubs, having the right tool for the job is crucial. 

According to a 2003 Lawn & Landscape survey, 66 percent of respondents noted 
that they offer tree and shrub care, including pruning. This is up from 60 percent 
in 2002. With two-thirds of contractors offering pruning services, ensuring that 
those services are provided professionally is important. 

"A lot of landscape companies are starting to get above lawn level by offering 
tree care and aerial work that they didn't used to do before," observes Robert 
Fanno, president, Fanno Saw, Chico, Calif. "Their clients are asking if they can take 
care of their trees in addition to their lawns and their bedding plants, so you see 
more landscape contractors getting into that side of the trade. It's a positive trend 
in the industry as long as they're educated and knowledgeable." 

Indeed, a large part of that education pertains to cutting and pruning equip-
ment and ensuring that contractors fill their toolboxes with an appropriate mix of 
manual and mechanized cutting tools. Cutting equipment manufacturers offer 
some explanations of the tool options available to narrow down the choices. 

More contractors arc 

expanding their pruning 

services to larger and 

higher branches. Use these 

tips to make sure you have 

the right tools for the job. 

by Lauren Spiers 

LAWN & LANDSCAPE www.lawnandlandscape.com SEPTEMBER 2004 9 9 
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Product Spotlight 

LOPPER L O W - D O W N . Most contractors 
are familiar with small hand tools, such as 
hand pruners or hedge shears. Loppers are 
these tools' larger cousins, often used on 
trees and large shrubs to handle branches 
about 1 to 2 inches or more in diameter, 
depending on the strength of the tool. 

"Compared to saws, loppers handle 
smaller material - usually around 1 Vi inches, 
whereas pole saws could cut up to 10-inch 

"ALL PRODUCTS WILL CUT THROUGH A PIECE 

OF WOOD SOONER OR LATER. PICKING THE 

RIGHT PRODUCT COMES DOWN TO HOW 

MUCH AND HOW FAST THAT MACHINE CAN DO 

THAT WORK." — MARK MlCHAELS 

branches," says Karl Zeller, vice president 
of marketing and sales, Barnel USA, Port-
land, Ore. "This is great if you have small 
branches that you need to cut, and a larger 
saw blade would be too aggressive and end 
up moving the whole branch and causing 
damage." 

Additionally, Zeller notes that loppers 
are also faster than saws when they're used 
on appropriate branch sizes. "With loppers, 
you're using two hands and clipping right 
through the branch, while with a saw you 
may have to make several strokes," he ex-
plains. 

With the range of branch sizes they can 
handle, manufacturers say a solid pair of 
loppers should be in every tree care worker's 
tool box. A wide price range makes it easy 
for contractors at all levels of experience to 
find a tool that fits their needs. Generally, 
loppers can range from $15 for a low-end 
model up to $100 for a larger, more profes-

sional tool. Additionally, Zeller notes that 
price is impacted by details like the size of 
the tool and materials it's made from. For 
instance, a 36-inch lopper that offers more 
leverage and larger cutting capacity could 
cost up to $80, whereas a small 20-inch model 
could hover around $25. Moreover, wood-
handled equipment can be 10 to 20 percent 
less expensive than lightweight aluminum-
handled models, and die-cast models are 
less expensive than forged blades. 

H A N D Y H A N D S A W S . For cutting 
branches that don't warrant revving up the 
chainsaw but are too large for loppers to 
handle, contractors can turn to handsaws. 
Available in several different sizes and styles, 
a quality handsaw makes easy work of limbs 
between 3 and 10 inches in diameter. 

"There are folding saws available from 5 
inches to about 12 inches in length, and those 
are very convenient because the contractor 

(continued on page 102) 

A perfect blend of function and image 
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4 BIG POWER FOB COMPACT SPACES ^ 

30+ Attachments 
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The Boxer is the only compact loader that offers a 
track widening system, giving you the capability of 
getting through narrow openings as well as a wider 
stance for sloped areas. Now you can have what 
every contractor has on their wish list - a BOXER1 

The lawn care service truck 
of your dreams 

• 300 gallon fiberglass liquid tank up front • Mechani 
cal or pressure agitation •> 50 (or 100) gallon fiberglass 
auxiliary tank behind • Gas engine powers agitator and 
pump • Diaphragm pump • Mechanicals mounted on 
auxiliary tank to save space + Electric pumps available 

wmmmammmmm 
Fiberglass side 
boxes provide dry 
storage for 24+ 
fertilizer bags 
and a hose reel. 

Complete systems, or 
we can supply the 
components and you 
can build your own 
New trucks in stock 
Call today for more 
details 

Lehman Mfg. Company. Inc. 
800.348.5196 
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With methylene urea and sulfate of 

ammonia combined in each tiny 

granule, MESA works immediately to 

provide a rich green color. And by slowly 

releasing its nitrogen, MESA lasts 

considerably longer than sulfur-coated 

urea without causing unwanted flush 

growth. So protect your turf with fast 

E x t e n d e d - r e l e a s e MESA greens fas ter and lasts l o n g e r t han SCU. 

acting, long lasting MESA. Visit your 

LebanonTurf Dealer to check out our 

fertilizers with MESA, like our new 

ProScape 15-0-4, a 50/50 blend of 

natural organic base and MESA nitrogen. 

For a free copy of our Agronomy 

Manual visit www.LebanonTurf.com.dick on 

promotions and enter coupon code 

LL2094. 

LebanonTurf 
I-800-255-0628 • www.LebanonTurf.com 
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Product Spotlight 
(continued from page 100) 

can fold it up and keep it in the holster when 
he's not using it and then pull it out again as 
he needs it," Zeller says. "For most land-
scape contractors and orchardists, though, 
the non-folding saws are usually more popu-
lar. These are sturdier for more of the bigger 
cuts of 6 to 10 inches." 

Ranging from 10 to 20 inches in length, 

most manufacturers provide hard plastic or 
polypropylene sheaths to protect the user 
from the blade when the saw is not in use 
and also to protect the blade itself from 
damage. Indeed, with new Japanese saw 
blade technology becoming more popular 
in the market, contractors need to protect 
their investments into these powerful blades. 

"In the hand tool market, the Japanese-
style tooth has been very popular," Fanno 
says. "Unlike a conventional tooth design, 
the Japanese-style teeth are ground three 
times, giving the blade more slicing action 
than a conventional saw tooth and letting it 
move through the wood more easily." 

(continued on pagel04) 

Most professional pruning equipment is designed to 

withstand the frequent use and rough-and-tumble 

working conditions of contractors' tree care needs -

but that doesn't mean loppers and pole saws don't need a little TLC 

now and then. 

"Maintenance on pruning equipment is very important because 

if you don't take care of the blades, especially, the tools won't give 

you the quality of cut you need on a job," says Karl Zeller, vice 

president of marketing and sales for Barnel, Portland, Ore. "At the 

very least, contractors should clean the dirt from their cutting tools 

every day to keep the debris from dulling the blades more than just 

regular wear and tear." 

Moreover, for loppers and hand shears, Zeller suggests oiling and 

cleaning tools' moving parts on a regular basis, as well. "A lot of 

people don't do that, and that's when you get a build up of resin or 

tree sap inside the tool and it's harder to work with or the tool may 

not work properly at all." For products that are not self-oiling, Zeller 

says disassembling tools to clean out and oil the inside is easy. "You 

just take a wrench, open up the nut and pull out the center bolt to take 

the tool apart. Then clean it, oil it and put it back together." 

Beyond keeping tools clean, keeping them sharp is essential for 

clean cuts. Zeller notes that diamond sharpeners are available and 

easy to use for sharpening loppers' and hand shears' cutting edges. 

For saw blades, however, professional sharpening often is recom-

mended, especially for tri-edged blades. "Because the teeth are 

quite delicate, we would recommend that a professional sharpen-

ing house handle the sharpening of these Japanese-style saw 

blades," he says. "Keeping the blades clean of resin will keep them 

sharp enough for most cuts, but if you find that the blade is still dull 

after the resin is cleaned, it's either time to get the blade profession-

ally sharpened or replaced." 

Likewise, chain sharpening is important for contractors who use 

chainsaws and gas-powered pole saws, notes Mark Michaels, mar-

keting manager for handheld products, Husqvarna, Charlotte, N.C. 

"Chains probably need the most attention because they can need 

sharpening or replacement the quickest with all the dirt they 

encounter or if they happen to hit the ground," he says. "Depending 

on the amount of cutting they're doing, the operator may have to 

sharpen chains daily or more than once a day to maintain a high 

quality of cut." 

Slower cutting or cutting that requires more pressure are signs 

of dull chains, as is "skating" across the branch when the chain can't 

feed itself into the tree bark, Michaels notes. 

Though devices are available for contractors to field sharpen 

chainsaw blades, the work is often done at a servicing dealer or 

back at the contractor's garage all at once, Michaels says. "People 

who are not heavy chainsaw users may not have the skill to do a 

good job of field sharpening, so many will carry new loops of chain 

with them so they can do replacements on the job and then take 

all the loops back to a central location for sharpening," he says. 

Because they're a commodity, price ranges for new loops will vary 

from dealer to dealer, though Michaels says contractor should 

expect to pay SI2 to $15 for pole saw loops of 12 inches or $16 to 

$22 for regular chainsaw chains. 

Also for chainsaws, Michaels recommends using a good-

quality oil to lubricate pole saws' bars and chains. "The oil helps 

make sure you don't create excess heat during cutting," he 

explains. "The speed of the chain is relatively fast, and the oil has 

a tackifier in it that will allow it to stick to the chain. The oil also 

helps clean the system while it lubricates, and because of the 

speed of the chain, it will actually be thrown off during cutting to 

allow new oil to take its place." 

Lubrication, sharpening and cleaning of all tools, as well as 

engine maintenance for gas-powered products, should take place 

according to each tool's operator's manual, according to manu-

facturers. By following those guidelines and cleaning tools on a 

regular basis, contractors can get the best performance from their 

cutting equipment. - Lauren Spiers 
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Zeller adds that because of the extra cut-
ting edges on the teeth, Japanese-style saws, 
which work on the pull stroke, remove more 
material from the cutting path than a stan-
dard saw blade. This allows cuts to be made 
10 to 20 percent faster, and the resulting 
smooth surface leaves less favorable condi-
tions for water and disease to get into the 
wound and allows the wounded tissue to 
heal better. 

Ranging from just $15 to $25 for a small 
folding saw to $45 or $50 for a large non-
folding version, hard-working handsaws are 
a perfect fit for most contractors' pruning 
tool arsenals. 

POLE SAW POWER. When handsaws 
offer the right cutting strength for a pruning 
job but offending branches are out of the 
user's reach, it's time to turn to versatile pole 

pruners and pole saws. 
Available in either fixed-length or tele-

scopic models, pole saws can extend the 
contractors reach up to 20 feet in some cases. 

Additionally, some manufacturers offer 
products that are essentially two tools in 
one. "These types of tools usually come with 
a lopper blade to allow the contractor to 
reach smaller branches up high," Zeller says. 
"Then, with a push-button disconnect fea-
ture, the contractor can turn the pruner into 
a pole saw with the saw blade attachment 
and remove limbs that are up to 10 inches in 
diameter. In many cases, this versatility can 
help contractors do a more professional job." 

Manual pole saws that come with both 
lopper and saw blade attachments can usu-
ally run between $150 and $250, depending 
on the length of the tool, according to Zeller. 
But for contractors who want more power 

and are willing to spend more to get it, gas-
powered pole saws may be just what the tree 
doctor ordered. 

"Pole handsaws with a cutting blade usu-
ally make the finest cut - it is the slowest cut, 
but it's also the finest and neatest type of 
cut," says Mark Michaels, product market-
ing manager for handheld products, 
Husqvarna, Charlotte, N.C. "Power saws 
come into play when speed is important but 
such a fine cut isn't required. In these cases, 
we're usually talking about bigger trees and 
species with thick bark that will sustain less 
damage if the saw touches it." The age of the 
tree can also come into play when determin-
ing what type of saw to use, Michaels adds. 
For instance, a younger tree with thinner 
bark or species such as birch or cherry could 
sustain more damage if the bark is scraped 

(continued on page 106) 

Cutting tool manufacturers note that one of the biggest 

pruning mistakes a contractor can make is using a tool 

that's too small or too large for the job at hand. For the 

most part, this misuse stems from either not investing in the right 

equipment or because the proper tool happens to be at the bottom 

of the ladder or back on the truck. 

Improper tool use can create plant 

wounds that won't heal properly and also puts undue wear on the 

equipment. To ensure that your pruning toolbox contains job-

appropriate equipment, use the chart below, provided by Corona 

Clipper, to identify the right tools to carry and the types of jobs they 

fit best - Lauren Spiers 

Types of 
Plants 

Maximum cutting 
capacity 

Flowers and house plants 

Lawns and groundcover 

Hedges, formal shrubs, 
evergreen vines 

Ornamental shrubs.trees 
and vines 

Small branches 

Medium branches 

Large branches and limbs 

© 

(21/4") 

Floral Shears 

for light 
trimming, 
cutting or 
ananging 

Grass Shears Hedge Shears Hand Pruners Loppers Tree Pruners Pruning Saws 

for trimming, for shaping, for maintaining for extra for maintaining 
edging or light controlling size shape and leverage or hard- the shape and 

shearing or renewing health or to-reach or 
growth renewing growth thorny growth 

habit of growth 
for inaccessible 

tree limbs 

for removal of 
diseased or 

damaged 
branches and 

thinning 

Cutting Tool Quick Reference 
1 0 4 SEPTEMBER 2 0 0 4 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.lawnandlandscape.com


UJ£r_r 
K-PAC offers the Lawn & 
Garden industry a hook lift 
system that provides a safe, 
versatile and economical way 
of delivering service to the job 
site. Multiple vehicle costs 
such as insurance, purchase 
price, fuel, maintenance and 
labor costs are eliminated with 
the ut i l izat ion of a single 
12,000 pound capacity or 
20,000 pound capacity hook 
hoist. This system will handle 
easily detachable dump 
bodies, flat racks for service 
vehicles, mowers, l iquid 
tanks, storage containers plus 
a host of other purposes. 

Contact K-PAC at (800) 957-2873 or our web site 
www.k-pac.com to locate your nearest dealer. 

USE READER SERVICE # 1 0 1 

K-PAC KP806 and KP810 offer 
the following advantages: 

• 8 point support is most stable 
and safest system available 

• CDL licenses not required 
under normal applications 

• Double mechanical latch is 
stronger than competitive 
models 

• National dealer network to 
provide installation and 
service 

• Dual pivot points maximize 
dump angle 

AiTEIN 

ISPAC 
MADE IN THE U.SJL 

http://www.k-pac.com


Product Spotlight 
(continued from page 104) 

by a powered saw, Michaels says. Using a 
finer handsaw would be more appropriate 
in those situations, whereas older trees and 
those with rougher bark, such as on oaks or 
ash trees, may be more able to withstand the 
strength of a powered pole saw. 

In terms of pole saw technique for both 
powered and non-powered models, 
Michaels explains that initial cuts usually 
include an undercut and are made farther 
out from the tree itself. "When you're work-
ing with pole saws, the limbs aren't really 
close to you, so the technique is to cut farther 
from the tree and then make a final cut close 
to the tree," he says. 

Also, contractors should look for pole 
saws that are lightweight for more manage-
ability, Michaels explains. "If the pole saw is 
powered, that will add a lot to the weight, 
but there are still lightweight models avail-
able," he notes. "A 10-foot fixed-length saw, 

for instance, would be lighter than a pole 
with a handle that telescopes to 20 feet." 

Generally, a non-powered, fixed-length 
pole saw can weigh as little as 1 pound with 
an aluminum handle, while a 10-foot tele-
scoping model could weigh 3 to 5 pounds. 
The engines on gas-powered models, how-
ever, can add as much as 10 pounds to the 
weight of the tool, though the speed and 
ease of cut will make pruning easier on 
appropriate size branches up to 10 inches in 
diameter. Powered products can range from 
$200 for a consumer-grade model, up to 
$400 or $600 for a professional model, de-
pending on length. 

CHAIN GANG. For large-scale pruning 
or complete tree removal, contractors can 
put their hand tools away and pull out the 
trusty chainsaw. 

"With chainsaws, some of the same ideas 

take place as when you're working with pole 
saws," Michaels says. "The difference is that 
with chainsaws you're typically either work-
ing with something close to you and prob-
ably a bigger branch." 

By removing the weight of the pole, 
chainsaws are actually lighter than pole saws, 
usually ranging from 6 to 10 pounds. Addi-
tionally, the orientation of the chainsaw's 
handle can make these products more user-
friendly when climbing. 

In terms of power, Michaels says the most 
common sized chainsaw used commercially 
is in the 2-hp range. 

Contractors can expect to spend $350 to 
$700 for a model appropriate for their work, 
Michaels says, adding, "All pruning prod-
ucts will cut through a piece of wood sooner 
or later. Picking the right product comes 
down to how much and how fast that ma-
chine can do the work." ID 

With super-sharp blades and the hazards of falling tree limbs to account 

for, tree care workers must make safety a top priority on pruning jobs. 

Cutting equipment manufacturers offered these points of advice to 

ensure that as trees' limbs get chopped off, contractors' limbs stay firmly in place. 

• Always keep unused tools closed and/or holstered. 

• Never point tools at another person or swing tools around. 

• Always wear appropriate protective gear while pruning. 

•Wear gloves and protective eyewear when using loppers, handsaws 

or pole saws. 

• Wear ear protection when operating motorized tools (chain saws, pole saws). 

• Wear protective chaps when using chainsaws. 

• Wear a hardhat any time branches are being cut above your head. 

• Always use two hands to operate chainsaws and avoid using chainsaws above 

chest level. 

• When working up high, keep the area below you clear of other people to avoid 

falling branches and falling tools. 

• Try to keep other workers out of your arm's or tools' reach while pruning. 

• Allow only one person to prune a tree or shrub at one time. 

• Coordinate movements with other workers on the site. For example, do not let 

individuals clear pruning debris until the tree care work has moved to another tree 

or shrub. 

• Concentrate on the job at hand. Letting your mind wander can cause cutting 

accidents or loss of balance when working up high. - Lauren Spiers 

Better Safe Than Saw-ry 
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Preventing Weeds With PREEMERGENTS 
Preemergent herbicides stop weeds before they start But knowing 

when, how and what to apply is all up to the lawn care operator, 

by Will Nepper 

Photo: Dozv AgroSciences 

Getting your money's worth from a preemergent herbicide is 
tricky business. No two formulations are the same and there 
is no set standard for when to apply the product. Most of 
what you need to know should be on the product label, but 
there are some things a label won't tell you, like when to 
make your applications. 

Some lawn care operators (LCOs) make applications in the 
spring but a trend toward fall preemergent applications is 
beginning to, well, emerge. Is it a trend that deserves LCOs' 
attention? That depends. Considerations like location, soil tem-
perature, turf type all play an important role in an LCO's 
decision. What's more, different preemergent herbicides target 
different weeds so getting familiar with the product is essential. 
Square one, however, is knowing what preemergent herbicides 
are and what they do. 

FALL FORWARD. SPRING BACK. Preemergent herbi-
cides are formulated to prevent weed seeds from germinat-
ing. This, in turn, prevents those weeds from establishing in 
the spring. And while most preemergents are used to control 
annual grasses, they also can be used to help control annual 
broadleaf weeds to minimize the need for control of those 
weeds later in the season. This means contractors shopping 
for a herbicide should have a good idea of what types of 
weeds they are up against. Whether the weed is an annual, 
biennial or perennial will make a difference in a preemergent's 
effectiveness and, in some cases, dictate the best time of year 
to make the application. 

"Preemergents prevent top weeds," explains Kyle Miller, 
senior technical specialist, BASF, Research Triangle Park, N.C. 
"Annual bluegrass, poa annua and chick weed are commonly 
targeted, as well as broadleaf weeds like cudweed and speed-
well. Fall preemergent applications generally target broadleaf 
weeds that are trying to germinate from seed, so deciding when 
to make the application hinges on the weeds being targeted." 

(continued on page 110) 
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Since crabgrass is usually at the top of 
a weed-hunting contractor's most wanted 
list, preemergents have traditionally been 
applied in the spring to cool-season turf, 
Miller says. "But because they control crab-
grass so effectively, it's sometimes over-
looked that many preemergents also con-
trol several weeds that develop during the 
winter," he explains. 

Meanwhile, in areas of the country where 
turf goes dormant, weeds are more likely to 
germinate, resulting in a weedy lawn in the 
winter. "In southern turf or warm-season 
turfgrasses, it's a very different situation," 
Miller explains. "Normally, you don't have 
anything competing with weeds because the 
turf is either dormant or near dormancy. 

Because turf is less likely to compete, more 
weeds end up emerging in the fall, which is 
why fall is a very good time to use a preemer-
gent herbicide in warm-season turfgrass. 
You won't have anything competing with 
those weeds." 

David Ross, technical manager, turf and 
ornamentals, Syngenta Professional Prod-
ucts, Greensboro, N.C., agrees that decid-
ing between a fall or spring application 
largely depends on that old cliche: location, 
location, location. "There are some advan-
tages to fall application," he says. "One is 
that you can take care of applications early 
so that you don't have to do it in the spring 
when you're busy doing other types of work. 
Often, it's a time management issue." 

Fall applications increase efficiency be-
cause many preemergents are good for con-
trolling broadleaf weeds in addition to the 
basic grassy weeds, says George Raymond, 
business manager for herbicides and plant 
growth regulators, Bayer Environmental Sci-
ence, Montvale, N.J. "If you do a good job of 
preventing broadleaf weeds, your late sum-
mer application of postemergent materials 
would be significantly decreased," he says. 
"The fact that you're able to put down a 
preemergent before late fall, winter or early 
spring when the majority of weeds germi-
nate gives you the opportunity for better 
control," Raymond shares. 

"In a region where you have a lot of 
winter weeds it makes good sense to use a 
preemergent product to try and get that un-
der control before it becomes a problem," 
Miller adds. "No one wants to wait and see 
how many weeds they'll get before they're 
controlled. Most want them controlled be-
fore they're even seen." 

Scott Eicher, senior marketing manager, 
DowAgro Sciences, Indianapolis, Ind., points 
out that customer expectations are also a 
consideration when making fall applications. 
"Putting out a preemergent herbicide next 
spring doesn't really do anything to aid the 
customers early perception of quality," he 
explains. "But if they can do it in the fall 
when labor flexibility is a little greater, that 
frees up their time next spring to do the 
visible services early that will influence the 
perception of quality." 

GROUND RULES. Deciding whether to 
apply preemergents in spring or fall is, above 
all, a matter of personal preference with lo-
cation and efficiency being the primary con-
siderations. A contractor who may be think-
ing of switching to fall applications may 
wonder then how it differs from a preemer-
gent application made in the spring - if it 
does at all. 

To arrive at this answer, an LCO must 
consider the primary goal of a preemer-
gent application. "The main objective with 
a preemergent application, whether it's 
granular or liquid, is getting it down into 
the soil profile," Raymond says. "A num-
ber of preemergent herbicides are broken 
down by heat and microbial degradation 
in the soil, but in the winter time this doesn't 
happen." Depending on the product, the 

Preemergents can really do a number on turf weeds - but weeds don't 

discriminate and can sometimes turn up in other places, such as landscape 

beds. Can preemergents be as indiscriminate as the weeds they're out to 

destroy? 

"There's no reason preemergents won't work the same in a bed as in a lawn-type 

application," says David Ross, technical manager, turf and ornamentals, Syngenta 

Professional Products, Greensboro, N.C. "The main thing to look at between the active 

ingredients that are used with preemergents is to make sure they're going to be safe 

on whatever landscape beds you're putting them in around." 

But the main issues are the same as with turf applications, Ross points out. "You 

have to make the application before the weeds have emerged and you have to 

remember to water them in. Whether it's the fall or spring, if the plants are tolerant to 

the product and you're using the appropriate rate to last through the period of 

germination, then it should work fine." 

Kyle Miller, senior technical specialist, BASF, Research Triangle Park, N.C., says 

that he's typically observed preemergents being used on beds in the spring. "However, 

in some parts of the country, they treat beds of fall flowers like pansies, chrysanthe-

mums, ornamental cabbage and kale with preemergents." Miller says the same product 

is used in both circumstances, but sometimes in slightly different formulations. 

When applying a preemergent to an area where plants and ornamentals thrive, 

Miller advises taking great care. "The plant needs to be planted well and the soil around 

it needs to be packed around the roots and watered," he advises. "It's important that 

the plant is established before any preemergents are applied because you don't want 

it coming in contact with the plant's root system. Water it in so there are no air spaces 

or holes for the herbicide to get into and then most any of the products can be used." 

- Will Nepper 
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herbicide will break down in the soil by 
various mechanisms whether it be mois-
ture or sunlight. Most often though mi-
crobes in the soil break down the product 
into non-useful constituents until there is 
nothing left. If a product is applied to turf 
in the fall, there will be fewer elements 
working against the herbicide, and when 
the winter comes, there will be less sun-
light. Though you may have moisture, the 
microbes aren't as active as they would be 
when the soil is warm, so the residual of 
the herbicide is extended and the active 
ingredients breakdown at a slower rate. 
But you need to keep in mind that the 
product is going to be out there longer so 
to get it's maximum effect you may have 
to bump up the rate a little bit. Typically a 
product's label will give some indication 
of the rate to use per increment of time." 

Eicher agrees. "You don't want to 
overapply the product, but you're probably 
going to have to go with a higher rate," he 
says. "And when you get south of the Mason 
Dixon line you're still going to need a sec-
ond application next spring, but you've got 
a lot more flexibility on when you do it." 

LCOs should also be mindful of a 
weed's germination schedule when mak-
ing their applications to ensure control, 
Miller suggests. "The idea is to apply it 
before the winter weeds begin to germi-
nate," he says. "Too often people associate 
seeing the weed with being the right time 
to apply the product and that's not the 
case. You need to be applying that product 
when the weeds haven't germinated yet. 
This means making applications as early 
as August in some northern regions. It all 
depends on the geography and when you 
can expect the germination of your weeds 
to occur." 

If an LCO has a good idea of when 
germination will occur, he or she should 
plan to make a preemergent application 
about one month in advance, Miller rec-
ommends. "The most important thing with 
preemergents is the timing. If you don't 
put it down before the weeds begin to 
emerge, you're not doing any good," he 
explains. "Obviously this coincides with 
soil temperature. Winter weeds won't ger-
minate when the soil temperatures are 
high. That's why you wait for the weather 
to become cool and fall-like." 

"As long as the temperature is above 
freezing, you'll be able to move the product 
into the soil," Ross adds, explaining that 
most preemergent products have to be in to 
the top 1 inch or so of soil so that germinat-
ing weeds will pick up the product. He 
suggests then that the ideal soil temperature 
for preemergent applications is above freez-
ing but below the temperature at which the 
targeted weed germinates. "For example, 
crabgrass will typically germinate at 65 de-
grees F," he says. 

SEEDY OBSTACLES. Obviously, there is 
more going on in a yard than a battle be-
tween herbicides and weeds, and a careless 
LCO might let innocent turfgrass get caught 
in the crossfire. 

Raymond asserts that it pays to be mind-
ful of a property's seeding schedule, par-
ticularly if the contractor is making a fall 
application. "If any overseeding has been 
done, the contractor needs to wait until the 
overseeded grasses are up and that they've 
been mowed a couple of times so that you 
don't inhibit germination," he says. "If it's a 
well-established lawn that's not thin and it's 
clear that there won't be any overseeding 
done the next spring, a fall preemergent 
application is appropriate." 

However, if overseeding is a factor and 
there are concerns about winter kill or if 
an LCO is faced with generally thin turf, 
Raymond suggests that the residual of the 
preemergent might be too long and could 
potentially interfere with the overseeding. 
"You have to keep those intervals in mind 
and check the label of the product," he 
says. "See what the overseeding intervals 
are with the types of grass receiving the 
overseeding." 

Miller points out other reasons that resi-
dent turf should be a consideration. "In the 
southern United States, you may not have 
any competition from desirable turf because 
you have warm-season grass that goes dor-
mant," he says. "In that situation, you could 
potentially use a couple of applications. In 
the northern states, however, on cool-sea-
son turf you would probably be fine with 
one application." 

TRENDS TO TEND TO. Whether an LCO 
makes one or many fall or spring applica-
tions, the most fundamental decision has yet 

to made: what product to pick? 
It's probably true that most LCOs come 

to their "favorite" preemergent herbicide by 
basic trial and error. Miller has some sugges-
tions for shortening that process. 

"You have a spectrum of weeds that 
are on a particular products label," Miller 
says. "An LCO will want to make sure 
they get a product that controls as many 
weeds as possible, and each product is a 
little different when it comes to that. Price 
shopping is particularly wise with 
preemergents as they tend to be pricier 
than postemergent products." 

Sometimes, the type of application equip-
ment being used affects the preemergent 
product an LCO chooses. "If they primarily 
apply product using rotary spreaders and 
they don't do very much spraying at all, 
they'll want to use a product they can get on 
a fertilizer carrier," Miller explains. 

In face, there is a trend of contractors 
using combination products that incorpo-
rate herbicides with fertilizers. "I think the 
reason is that it's a little easier to apply 
because you don't need spray equipment 
and some LCOs are trying to move from 
liquid to granular products because of cus-
tomers' negative perceptions of spraying. 
However, there are still a number of weeds 
that are most effectively controlled by spray-
ing and a lot of weeds that you cannot really 
control by using a herbicide that's on a fertil-
izer carrier." 

But with regard to industry trends the 
market for preemergents has been relatively 
static, according to Raymond and Ross. 
"Most of the preemergent herbicides that 
are used have been around awhile," 
Raymond says. "There haven't been too 
many new ones, though there are more com-
bination products for fall application which 
are better for root growth without pushing 
shoot development." 

Formulators also are beginning to de-
velop blends that are specific to geographic 
areas, according to Raymond. "In fact, 
many contractors talk to their formulator 
representatives and actually get formula-
tions that are practically custom-made," 
he says. "The formulation would be based 
on geography and agronomics in that area. 
If an LCO can partner with a good formu-
lator in their area, they can really maxi-
mize their efficiency." ID 
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Aeration Made 
Easy 

Running a lawn aerator can be one of the 
most fatiguing jobs in the landscape mainte-
nance business. Lawn and turf aeration has 
long been a proven remedy for relieving 
compacted soils and excess thatch layers, 
but it's been a tough and tiring operation. 
That's changing, thanks to some innovative 
new equipment designs that have been in-
troduced to the market. 

After buying Klumpp Flower & Garden 
Center, Kalkaska, Michigan, eight years ago, 
owner Kip Scott made the decision to grow 
the company's lawn and landscape mainte-
nance services. At first, he provided only a 
selective list of services and did not offer 
grass cutting or aeration. He soon deter-
mined that customers prefer to deal with 
one person for their lawn and landscape 
maintenance services, so he added both 
mowing and aeration. 

Aeration was profitable and, as custom-
ers noticed the improvement in neighbors' 
lawns that had been aerated, more and more 
requested the service. "The type of aerator 
we were using worked well, but it was time 
consuming," says Scott. "We would line up 
the machine, lock it down and make the pass 
across the yard, then lift it out, turn, lock it 
back down and make the next pass." 

Last summer, he decided to try a new 
machine, just being introduced to the mar-
ket - the TurnAer 26 aerator from Turfco 
Manufacturing, Minneapolis, Minn. The 
model's exclusive DiffDrive™ drivetrain 
uses independent disc brakes on both wheels, 
allowing the TurnAer operator to use the 
brakes to turn corners without lifting the aera-
tor tines out of the ground. This lets Scott run 
the TurnAer much like a mower, maneuver-
ing around the lawn without having to stop 
and lift the machine out of the ground. 

For Scott, the savings were dramatic. "For 
the typical 20,000 square foot yard in this 
area, the TurnAer cut 20 to 30 minutes off the 
time to aerate. So, what was a one or more 

hour job was reduced to half that," he says. 
"Not only can you pay for the aerator 

pretty quickly with that kind of production, 
but if you charge by the job and not by the 
hour, you pocket extra income." Scott says 
replacing the old aerator that had to be lifted 
and turned manually each pass reduced his 
workmen's compensation claims, as well. 
"The TurnAer just isn't as physically de-
manding as the old machines." 

Unlike Scott's sandy soils in upper Michi-
gan, Fred Freytag contends with heavy clay 
soils in Lincoln, Neb. That means lifting 
aerators up and out of the ground is even 
more fatiguing for Fred and his operators. 
Freytag started his FM Lawn Care business 
more than 20 years ago and, along with lawn 
maintenance services, offers lawn renova-
tion, including aeration, tilling and seeding. 

He too, turned to the new TurnAer 26 last 
year and saw immediate benefits. "One prob-
lem with our older aerators was working 
slopes," says Freytag. "The aerators would 

tend to tip and let the off-side tines come out of 
the ground. The operator had to struggle to 
keep the machine going. With its low center of 
gravity and fingertip operator controls, the 
TurnAer 26 has solved that problem." 

The TurnAer was designed with front 
rollers built around 3-inch solid steel shafts 
for weight, instead of the typical water 
drums. That, plus the 1-inch plate steel cross 
members creates a lower center of gravity. 
"No matter which direction we aerate, the 
TurnAer's low center of gravity keeps the 
tines in the ground and pulling plugs." 

For Freytag, the most advantageous fea-
ture is the ability to steer the TurnAer around 
the lawn with the left and right wheel brake, 
without having to lift the unit off of the ground. 
He figures this feature alone has saved his 
operation an average of 30 to 40 minutes per 
yard because he doesn't have to make as many 
passes to cover all the turf. "When you do lift 
the tines out of the ground, the spring-assist lift 
makes it a lot easier." - Gary Burchfield 

Traditional aeration requires the operator to lift and drop the machine on each pass or hundreds 
of times each lawn. The new TurfAer 26 only requires the operator to lift and drop the aerator 
one time per lawn. Image: Turfco Manufacturing 
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Tanaka TBL-7600 
Displacement Blower 
• Comes with large, contoured assist handle 
• Three-position throttle lever on the frame 
• Weighs just 20.6 pounds (with pipes) 
• Contains heavy-duty padded shoulder straps 
• Four-point anti-vibration system included 
Circle 215 on reader service form 

Hyundai Robex 7 Series 
Wheeled 
Excavators 
• Models include: R140W-7, R170W-7 and R200W-7 
• Excavators feature an improved com-
puter-aided power optimization (CAPO) 
management system 
• Improvements to CAPO system include: 
new mode controls and a self-diagnostic 
display system with technical information 
for 48 distinct functions 
• Redesigned cab 
• Enhanced hydraulics for longer 
component life 
Circle 216 on reader service form 

_ «iL 

Bomag ProPaver 
813RT 
• Features a turbo-charged, 80-hp 
Isuzu diesel engine 
• Load-sensing hydraulic system 
• Variable screed lengths allow for 
handling of a variety of paving applications 
• Paving widths of 4 to 14 feet are standard 
• Optional 18-inch bolt-on extensions increase paving width up 
to 16 feet 
Circle 217 on reader service form 

Advanced Tracking 
Technologies Shadow 
Tracker Pro Moping Software 
• The version 4.0 software displays one of the most current U.S. 
maps available in the fleet tracking industry 
• Will provide additional reporting and graphing capabilities 
• Analysis of vehicle activity 
• Easily updated through Internet download 
Circle 218 on reader service form 

Ruud Lighting 
Square Dome 
Forward Throw 
Light 
• Features a vertical lamp 
• Forward-throw distribution with a main 
beam of 67.5 degrees 
• HID lamp is supplied with fixture 
• Accommodates pulse or probe start metal halide and high pressure 
sodium lamps in wattages of 250 through 750, depending on lamp type 
Circle 219 on reader service form 

Shindaiwa T2500 Trimmer 
• Features power boost chamber 
• The 4-cycle engine does not have a separate oil pump 
• Features 24.5 displacement and weights 11.3 pounds 
• Single fuel tank and 50:1 mix 
Circle 220 on reader service form 

Danfoss-Flomatic Backflow 
Preventer Condensed 
Catalog 
• Newly revised 4-color catalog 
• Highlights Danfoss-Flomatic's new 
unleaded material called Enviro-Check 
• Unleaded bronze backflow 
preventers are listed 
• Catalog gives an overview of the 
backflow program with flow curves and dimensions 
Circle 221 on reader service form 

ClearWater ScaleBlaster 
• Eliminates formation of limescale deposits in sprinkler and 
irrigation systems 
• Eliminates the need for water softening equipment, salts 
and chemicals 
• Integrated circuitry system produces a waveform that hits the 
resonant frequency of the calcium carbonate molecules causing 
them to lose their adhesive properties 
• Product is non-invasive and adds nothing to the water 
Circle 222 on reader service form 
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Pressure-Pro Horizontal 
Super Skid Models 
• Feature a horizontal design that gives a lower, space-saving 
profile 
• Can be configured to flow up to 8 gallons per minute with pres-
sures up to 4000 psi 
• Each machine is designed with easy access for servicing 
and is built with a stainless steel coil wrap and stainless instru-
ment panel 
• Powder-coated frame is constructed with an integral, heavy-duty 
roll cage and is outfitted with an oversize 12-gallon fuel tank, general 
pump and standard Honda or Robin-Subaru motors. 
Circle 223 on reader service form 

TerraMarc LL214 Load-N-Lift 
Trailers 4 
• 81.5-inch deck width, 18-foot length 
• Holds up to 10,800 pounds 
• Gross vehicle weight of 14,000 pounds 
• A low 5-degree angle for loading which helps to ensure safety 
and ease in loading and unloading 
Circle 224 on reader service form 

DewEze 
ATM-72LC 
All-Terrain 
Mower 
• Compliant with Tier II Emis-
sion Standards. 
• Keeps operator, controls and 
engine upright on slopes to 34 
degrees or more 
• 72-inch deck allows maximum float over crowns 
• Hydrostatic drive, power steering with a steering wheel 
and increased visibility 
Circle 225 on reader service form 

Grasshopper Rotary Broom 
• PTO-driven rotary brooms clean up to 8 inches of snow 
• The 48- and 60-inch fixed angle models operate at a 25-degree 
right angle, while the 60-inch bi-directional model can be ad-
justed up to 25 degrees left or right 
• Poly broom bristles brush to the surface without damaging as-
phalt or concrete 
• The 60-inch bi-directional models can be adjusted with an ac-
tuator switch from the operator's seat 
Circle 226 on reader service form 

Hustler Turf Equipment's 
New Operator Seats 
• Available on all FasTraks, Mini Zs, Super Mini Zs, Hustler Zs 
and Super Zs 
• Light gray color for cooler summer comfort 
• Hustler logo is embossed into the vinyl 
• New suspension seat is easier to adjust and has lumbar and back 
angle adjustments 
• Armrests included standard 
Circle 227 on reader service form 

Robin Subaru EX Series 
Engines 

Industrial 
Specialties 
Relief Valves 
• Offered in V» and VA male NPT 
and 7* female thread 
• Housing is molded of 
polyvinylidene fluoride 
• Internal relief material is nylon with a Buna-N seal 
• Various color combinations are available 
Circle 229 on reader service form 

Howard 
Price Turf 
Equipment 
Blazer 360Z 
• Includes and 80-inch cut "Z" with articulating deck 
• Wing floats 20 degrees up and 12 degrees down for a manicured 
cute over knolls and undulations 
• Extended-position-wings enable model to give trimming ability 
• Choice of engines offered - a 29-hp direct fuel-injected, water-
cooled Kawasaki gas engine or a 36-hp Yanmar diesel engine 
Circle 230 on reader service form 

Chain-driven overhead cam (OHC) technology 
Four models with power ranges from 4.5 to 9 hp 
Capable of high-compression ratio for higher 

torque and lower emissions and fuel consumptions 
• Automatic decompression reduced the required 

recoil pulling force by 30 to 40 percent 
Designed with pent-roof combustion chamber 

Circle 228 on reader service form 
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Ultra-DrumTruck 
• Offers drum handling, dispensing 

and containment in one unit 
• Rugged polyethylene construction for 

chemical resistance 
• 66-gallon containment sump meets 

EPA containment regulations 
• Designed for safe and easy handling 
Circle 231 on reader service form 

Sipcam Agio USA 
Cavalcade 
Preemergence 
Herbicide 
• Contains the active ingredient 
prodiamine 
• Long-residual preemergence control 
• Prevents grassy and broadleaf weeds, in-
cluding crabgrass, goosegrass, Poa annua, 
spurge, purslane and more 
• Effective in both warm- and cool-season 
turfgrasses as well as ornamentals 
Circle 232 on reader service form 

À LawnárLandscape Free 
P R O D U C T 

You can now request product information 

online and receive a response immediately! 

Just visit www.laumandlandscape.com and 

click on the "free product information" logo 

on the front page. There, you can submit your 

product information requests directly to 

manufacturers. Or, simply circle the numbers 

on the reader service card in this month's 

issue and fax the form to 216/961-0594. 

^ ^ Don't get ^ 
caught shorthanded 

during your 
^ busy season. ^ 

Marcus Drake Consultants 
1 - 8 8 8 - 5 4 4 - 9 1 2 2 

Email: marcusdrakeh2b@yahoo.com 
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Advertise Today! 
A l l c l a s s i f i e d a d v e r t i s i n g is $ 1 . 0 0 p e r w o r d 
w i t h a $ 3 0 . 0 0 m i n i m u m . F o r b o x n u m b e r s , 
a d d $ 1 . 5 0 p l u s s i x w o r d s . A l l c l a s s i f i e d a d s 
m u s t b e r e c e i v e d s e v e n w e e k s b e f o r e t h e 
d a t e o f p u b l i c a t i o n . W e a c c e p t V i s a , 
M a s t e r C a r d , A m e r i c a n E x p r e s s a n d D i s -
c o v e r . P a y m e n t m u s t b e r e c e i v e d b y t h e 
c l a s s i f i e d c l o s i n g d a t e . 

Business Opportunities 
SELLING YOUR BUSINESS? 

F R E E 
A P P R A I S A L 

N O B R O K E R 
F E E S 

Professional Business Consultants 

/ 
S 

a. 

vftusi n e s s r 

Ì 3 G T S 
h b l i 

Merger & Acquisition Specialists 

P r o f e s s i o n a l B u s i n e s s C o n s u l t a n t s c a n o b t a i n 
p u r c h a s e o f f e r s f r o m q u a l i f i e d b u y e r s w i t h o u t 

d i s c l o s i n g t h e i r i d e n t i t i e s . C o n s u l t a n t s ' f e e s 
a r e p a i d b y t h e b u y e r . 

C A L L : 

708/744-6715 
F A X : 7 0 8 / 2 5 2 - 4 4 4 7 

CONKLIN PRODUCTS 
OPPORTUNITY! 

U s e / m a r k e t , n e w t e c h n o l o g y l iquid s l o w - r e l e a s e 
f e r t i l i z e r a n d m i c r o - n u t r i e n t s 

B U Y D I R E C T F R O M M A N U F A C T U R E R 
F R E E C a t a l o g - 8 0 0 / 8 3 2 - 9 6 3 5 
E m a i l : k m f r a n k e @ h u t c h e l . n e t 

w w w . f r a n k e m a r k e t i n g . c o m 

BIDDING FOR PROFIT 
PROFITS UNLIMITED 

S e m i n a r s & C o n s u l t i n g 
"Your Key to Success" 

B I D D I N G & C O N T R A C T S ( $ 4 7 . 9 5 ) 
C O N T R A C T S & G O A L S ( $ 3 9 . 9 5 ) 

M A R K E T I N G & A D V E R T I S I N G ( $ 3 9 . 9 5 ) 
L E T T E R S F O R S U C C E S S ( $ 2 9 . 9 5 ) 

D E - I C I N G & S N O W R E M O V A L ( $ 3 9 . 9 5 ) 
E S T I M A T I N G G U I D E ( $ 3 4 . 9 5 ) 

S E L L I N G & R E F E R R A L S ( $ 4 4 . 9 5 ) 
T E L E P H O N E T E C H N I Q U E S ( $ 2 4 . 9 5 ) 

B U Y F O U R O R M O R E A N D S A V E 

Y o u c a n s e e a full e x p l a n a t i o n o f t h e s e m a n u a l s o n 
o u r W e b site. T h e t e c h n i q u e s s h a r e d in th es e m a n u -
a l s a r e b e i n g u s e d b y h u n d r e d s o f y o u r p e e r s 
t h r o u g h o u t t h e U n i t e d S t a t e s a n d C a n a d a . 
W a y n e ' s L a w n S e r v i c e w a s r e c e n t l y r a t e d o n e o f 
t h e t o p 1 0 l a w n c o m p a n i e s in t h e U n i t e d S t a t e s . 

Profits Un l imi ted 
8 0 0 / 8 4 5 - 0 4 9 9 

w w w . p r o f i t s a r e u s . c o m 
Visa , M a s t e r C a r d , 

D i s c o v e r , A m e r i c a n E x p r e s s 

BUSINESS OPPORTUNITY 

^ / p o k i n g 

for a job? 
Great. We'll start 

you at CEO. 

T i r e d o f s t ruggl ing in the 
l a n d s c a p e industry? W e ' l l give 

y o u a p r o m o t i o n . C a l l us 
t o d a y a n d learn h o w t o s t a r t 

y o u r very o w n franchise . 
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Synthetic putting greens are 
the fastest growing segment of 

the $25 Billion a yr golf industry 

FREE VIDEO 
800-334-9005 

www.allprogreens.com 

mailto:kmfranke@hutchel.net
http://www.frankemarketing.com
http://www.profitsareus.com
http://www.lownandlandscape.com
http://www.lownandlandscape.com
http://www.allprogreens.com


BUSINESS OPPORTUNITIES 

Residential Finance 
Program 

Give your residential customers 
greater purchasing power with this 

exclusive financing program for landscape 
installations from ALCA and Wells Fargo 

Financial Retail Services. 

ALGA 
ASSOCIATED LANDSCAPE 

CONTRACTORS OF AMERICA 

www.alca.org or 800/395-2522 

Businesses for Sale 
LANDSCAPE 
CONSTRUCTION COMPANY 

W e l l E s t a b l i s h e d 2 0 - y e a r L a n d s c a p e C o m p a n y 
B o s t o n , M a s s a c h u s e t t s A r e a . 
A n n u a l v o l u m e $ 3 . 5 - $ 4 . 0 M I L L I O N 
C o m p a n y b r e a k d o w n : 

• 7 5 % C o n s t r u c t i o n 
• 1 0 % M a i n t e n a n c e 
• 1 5 % S n o w O p e r a t i o n s 

H i g h l y r e c o g n i z e d , w e l l - m a n a g e d a n d o r g a -
n i z e d o p e r a t i o n w i t h a m e t i c u l o u s f leet o f o v e r 
5 0 p i e c e s o f e q u i p m e n t . Wil l sell w i t h o r w i t h -
o u t t h e rea l e s t a t e , w h i c h h a s all t h e n e c e s s a r y 
p r o v i s i o n s f o r r e p a i r s a n d p a r k i n g . 

N a s h & C o m p a n y 
C o n t a c t M r . K u r t L a w s o n 5 0 8 / 4 2 8 - 1 2 0 1 

F a x : 5 0 8 / 4 2 8 - 9 5 8 6 

BUSINESS FOR SALE 
L i v e a n d w o r k less t h a n a n h o u r f r o m the n a t i o n ' s 
oldest , m o s t b r e a t h t a k i n g n a t i o n a l p a r k ! ! A g r e a t 
p lace to o w n a wel l -es tabl ished irr igat ion c o m p a n y 
in a quiet , s c e n i c a r e a full of r e c r e a t i o n in the r o c k y 
m o u n t a i n front r a n g e , C o d y , W y o m i n g . W e h a v e 
been in o p e r a t i o n for 2 5 y e a r s w i t h a g r o w i n g , loyal 
c l ient b a s e . E x c e l l e n t e q u i p m e n t a n d p l e n t y of 
potent ia l to e x p a n d . T h e a r e a is tax f r iendly a n d 
g r o w i n g s t e a d i l y . A p p r o x i m a t e a n n u a l g r o s s 
$ 3 2 5 , 0 0 0 . 0 0 . 

• C o m m e r c i a l a n d res ident ia l . 
• N e w c o n s t r u c t i o n a n d e x i s t i n g . 
• Instal lat ion a n d m a i n t e n a n c e . 

T h e perfec t o p p o r t u n i t y for the r ight p e r s o n look-
ing for a c h a n g e . O w n e r wi l l ing to t ra in a n d / o r 
aid in t ransi t ion . F i n a n c i a l s a v a i l a b l e to qual i f ied 
buyer . P l e a s e reply to L a w n & L a n d s c a p e , P.O. 
B o x 4 1 6 , 4 0 1 2 B r i d g e Ave. , C l e v e l a n d , O H 4 4 1 1 3 . 

LAWN COMPANY FOR SALE 
L a w n m a i n t e n a n c e c o m p a n y . W e l l e s t a b l i s h e d 
for f o u r y e a r s in C o l o r a d o S p r i n g s , C o l o r a d o . 
9 9 % R e s i d e n t i a l w i t h e x c e l l e n t g r o w t h p o t e n t i a l . 
E s t a b l i s h e d g o o d c u s t o m e r b a s e . A s k i n g p r i c e 
$ 2 5 , 0 0 0 . C a l l J o e o r T e r r y a t 7 1 9 / 5 7 8 - 9 4 7 5 . 

BUSINESS FOR SALE 
L a w n M a i n t e n a n c e / L a n d s c a p e B u s i n e s s for s a l e 
in F l o r i d a . E s t a b l i s h e d o v e r 1 4 0 c l i e n t s . R e s i -
d e n t i a l & C o m m e r c i a l . D u m p T r u c k , T r a i l e r & 
E q u i p m e n t e x c e l l e n t c o n d i t i o n . A s k i n g 
$ 1 2 7 , 0 0 0 . 9 5 4 / 4 0 1 - 2 8 4 6 o r g l a w n s 8 4 3 1 @ a o l . c o m . 

BUSINESS FOR SALE 
G R E A T P O T E N T I A L ! ! ! 
M a r y l a n d C o m m e r c i a l a n d R e s i d e n t i a l O p e r a -
t i o n s 

• M a i n t e n a n c e 
• L a n d s c a p e 
• Turf , o r n a m e n t a l a n d t r e e s p r a y i n g 
• S w e e p i n g 
• S n o w 

W e l l - e s t a b l i s h e d w i t h g r e a t r e p u t a t i o n 
S a l e s a p p r o a c h i n g $ 1 M 

C a l l 4 1 0 / 5 4 6 - 9 5 1 0 f o r d e t a i l s . 

Educational Training 
EDUCATIONAL TRAINING 

LawnLorei 
Interactive training 
that's easy, effective and fun! 

Learn online at lawnlore.com or 
phone for cd version 800-328-4009 

For Sale 
FOR SALE 
WMBE certified 

TIME is MOHEY 

WEED 
FASTER 

tanksalot* 

WATER 
F A S T E R 

1 1-800-948-2657 
www.tanks-a-lot.net 

LANDSCAPE DESIGN KIT 3 
^LANDSCAPE DESIGN KIT 3 

4 8 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

S tamp sizes from 1/4" to 1 3/4". 
: |$97 • $6 .75 s/h. V ISA, MasterCard. & 
| M O ' s shipped next day. Check delays 
^shipment 3 weeks. CA add 7.75%tax. 

_ »AMERICAN STAMP CO. 
'FREEBROCHURE ^290 Rising Rd. LL04, Wilton.CA 95693 

. t t t r t o i i c . . Local 916^87-7102 TOLL FREE 877-687-7102 

FOR SALE 
S t o p g u e s s i n g s q u a r e f o o t a g e ! M e a s u r e a r e a 
q u i c k l y a n d a c c u r a t e l y . J u s t w h e e l t h e D G - 1 
a r o u n d a n y p e r i m e t e r a n d i n s t a n t l y k n o w t h e 
a r e a i n s i d e . $ 3 9 9 + $ 7 s h i p . C A a d d t a x . 
w w w . m e a s u r e a r e a . c o m 7 6 0 / 7 4 3 - 2 0 0 6 . 

DEALER LIQUIDATION 
S a v e $ $ $ $ $ . N e w C & S T u r f T r a c k e r J r ' s - O n l y 
$ 3 , 9 9 5 . S p r e a d & S p r a y 4 , 0 0 0 S . F . / M i n u t e . H y -
d r o s t a t i c Z e r o - t u r n , s t a i n l e s s s t e e l f r a m e & t a n k . 
F r e e V i d e o . 6 1 0 / 3 6 1 - 2 8 4 7 . 

Lighting 

You Don't Have To 

To Make A 
A Franchise 

»tune! 
• Factory Direct Product and 

Pricing. Training. Marketing. 
• Low-Voltage Landscape Lighting. 
• Hottest New Busines* with 

Huge Margins. - - — ^ ^ 

Cal l Today 

Garden Light, Inc 
"Worlds Finest Landscape Lighting Company* 

6112 Benjamin Road • Tampa, FL 33634 

8 0 0 . 5 1 1 . 2 0 9 9 

FOR SALE 

Landstapers 
Supply 

Í1795 

Best Mower Value 
in the Industry! 

800-222-4303 
^wwJanduapersu^pl^ 

FOR SALE 
Eng ineerSupply . com 

T h e t r u s t e d f a v o r i t e w h e n s u p p l y i n g t h e e n g i -
n e e r i n g c o m m u n i t y w i t h t h e s u p p l i e s it n e e d s 
t o g e t t h e job d o n e . S h o p O n l i n e f o r y o u r A E C 
O f f i c e E q u i p m e n t , L a r g e D o c u m e n t S t o r a g e S o -
l u t i o n s , S p e c i a l t y C a l c u l a t o r s , S u r v e y i n g E q u i p -
m e n t a n d m o r e . 

Visi t h t t p : / / w w w . E n g i n e e r S u p p l y . c o m 

FOR SALE 
Laum Maintenance and Landscaping Forms. 

O r d e r o n l i n e a n d s a v e . I n v o i c e , p r o p o s a l , w o r k 
o r d e r , d o o r h a n g e r s a n d m o r e . L o w m i n i m u m . 
G o t o l a n d s c a p i n g . 4 W o r k O r d e r s . c o m . S h o r t y ' s 

P l a c e in C y b e r s p a c e . 8 0 0 / 7 4 6 - 7 8 9 7 . 

LAWN & LANDSCAPE www.lawnandlandscape.com 
SEPTEMBER 2 0 0 4 1 1 7 

http://www.alca.org
mailto:401-2846orglawns8431@aol.com
http://www.tanks-a-lot.net
http://www.measurearea.com
http://www.EngineerSupply.com
http://www.lawnandlandscape.com
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FOR SALE 

(AerWay 
Simplify Your Turf Management 

with A er Way1 Tu rf Harrro ws 
• Break up and Scatter 

Aerifier Cores 
• Loosen Thatch Build up 
• Work in Seed and Fertilizer 
• Stimulate Early Turf Green Up 
• Smooth and Dry Base Paths 
• Prepare Fine Seed Beds 
• Starting at $286 c/w drawbar 

T in* Ac t ion 

for nutre information contact us at: 1-800-457-8310 
Advanced Aeration Systems 

www.aerway.com 
a e r w a y @ a e r w a y . c o m 

HELP WANTED 

Kubotaparts.com 

DELIVERY ON 
KUB0TA PARTS 

$5 .00 Shipping Per Order 
Order Parts at kubotaparts.com or call toll free at... 

1-877-4KUBOTA 
This website "kubotaparts com" is operated 

by Keller Bros. Tractor Company, an authorized 
dealer of Kubota Tractor Corporation since 1972. 

HELP WANTED 

(Ü p 
r n i / C D i f i INSTANT GARAGES 
v v F L f l l 1 Ball weather shelters 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 

1-800-663-2701 * (603) 886-2701 
www.sheltersofnewengland.com 

GPS Vehicle Tracking 
GPS VEHICLE TRACKING 

N o M o n t h l y F e e s 
C a l l 8 0 0 / 7 7 9 - 1 9 0 5 

w w w . m o b i l e t i m e c l o c k . c o m 

Help Wanted 
KEY EMPLOYEE SEARCHES 

Florapersonnel, Inc. in o u r t h i r d d e c a d e o f p e r -
f o r m i n g c o n f i d e n t i a l k e y e m p l o y e e s e a r c h e s f o r 
t h e l a n d s c a p e i n d u s t r y a n d a l l i e d t r a d e s w o r l d -
w i d e . R e t a i n e d b a s i s o n l y . C a n d i d a t e c o n t a c t 
w e l c o m e , c o n f i d e n t i a l a n d a l w a y s f r e e . 
Florapersonnel Inc., 1 7 4 0 L a k e M a r k h a m R o a d , 
S a n f o r d , F L 3 2 7 7 1 . P h o n e 4 0 7 / 3 2 0 - 8 1 7 7 , F a x 
4 0 7 / 3 2 0 - 8 0 8 3 . E m a i l : H o r t s e a r c h @ a o l . c o m 
W e b s i t e : h t t p / / w w w . f l o r a p e r s o n n e l . c o m 

G r e e n S e a r c h is r e c o g n i z e d a s t h e p r e m i e r p r o v i d e r 
o f p r o f e s s i o n a l e x e c u t i v e s e a r c h , h u m a n r e s o u r c e 
c o n s u l t i n g a n d s p e c i a l i z e d e m p l o y m e n t s o l u -
t i o n s e x c l u s i v e l y f o r i n t e r i o r a n d e x t e r i o r l a n d -
s c a p e c o m p a n i e s a n d a l l i e d h o r t i c u l t u r a l t r a d e s 
t h r o u g h o u t N o r t h A m e r i c a . C o m p a n i e s a n d 
c a r e e r - m i n e d c a n d i d a t e s a r e i n v i t e d t o c h e c k u s 
o u t o n t h e W e b a t h t t p : / / w w w . g r e e n s e a r c h . c o m 
o r c a l l t o l l f r e e 8 8 8 / 3 7 5 - 7 7 8 7 o r v i a E - m a i l 
i n f o @ g r e e n s e a r c h . c o m . 

HELP WANTED 
E X C I T I N G C A R E E R 

O P P O R T U N I T I E S F O R S E R V I C E 
I N D U S T R Y M A N A G E R S 

C o m e j o i n o n e o f t h e l a r g e s t V e g e t a t i o n 
M a n a g e m e n t C o m p a n i e s i n N o r t h A m e r i c a 

D e A n g e l o B r o t h e r s , I n c . , is e x p e r i e n c i n g t r e m e n -
d o u s g r o w t h t h r o u g h o u t t h e U n i t e d S t a t e s a n d 
C a n a d a c r e a t i n g t h e f o l l o w i n g o p e n i n g s : 

DIVISION MANAGERS 
BRANCH MANAGERS 

W e h a v e i m m e d i a t e o p e n i n g s t h r o u g h o u t t h e 
U . S . 

W e h a v e i m m e d i a t e o p e n i n g s i n V a r i o u s 
P r o v i d e n c e s i n C a n a d a : 

ONTARIO/QUEBEC 
R e s p o n s i b l e f o r m a n a g i n g d a y t o d a y o p e r a t i o n s , 
i n c l u d i n g t h e s u p e r v i s i o n o f f ield p e r s o n n e l . B u s i -
n e s s / H o r t i c u l t u r a l d e g r e e d e s i r e d w i t h a m i n i -
m u m o f 2 y e a r s e x p e r i e n c e w o r k i n g i n t h e g r e e n 
i n d u s t r y . Q u a l i f i e d a p p l i c a n t s m u s t h a v e p r o v e n 
l e a d e r s h i p a b i l i t i e s , s t r o n g c u s t o m e r r e l a t i o n s 
a n d i n t e r p e r s o n a l s k i l l s . W e o f f e r a n e x c e l l e n t 
s a l a r y , b o n u s a n d b e n e f i t s p a c k a g e s , i n c l u d i n g 
4 0 1 ( k ) a n d c o m p a n y p a i d m e d i c a l c o v e r a g e . 

F o r c a r e e r o p p o r t u n i t y a n d c o n f i d e n t i a l c o n s i d -
e r a t i o n , s e n d o r fax r e s u m e , i n c l u d i n g g e o g r a p h i c 
p r e f e r e n c e s a n d w i l l i n g n e s s t o relocate to: D e A n g e l o 
B r o t h e r s , I n c . , A t t e n t i o n : P a u l D . D e A n g e l o , 1 0 0 
N o r t h C o n a h a n D r i v e , H a z l e t o n , P A 1 8 2 0 1 . P h o n e : 
8 0 0 / 3 6 0 - 9 3 3 3 . F a x : 5 7 0 / 4 5 9 - 2 6 9 0 

E O E / A A P M / F / D / D V 

LANDSCAPE MANAGEMENT 
THE B R I C K M A N G R O U P , LTD. 

C a r e e r s i n l a n d s c a p e m a n a g e m e n t a v a i l a b l e i n : 
C a l i f o r n i a , C o l o r a d o , C o n n e c t i c u t , D e l a w a r e , 
F l o r i d a , G e o r g i a , I l l i n o i s , I n d i a n a , M a r y l a n d , 
M a s s a c h u s e t t s , M i n n e s o t a , M i s s o u r i , N e w J e r -
s e y , N e w Y o r k , N o r t h C a r o l i n a , O h i o , P e n n s y l -
v a n i a , S o u t h C a r o l i n a , T e n n e s s e e , T e x a s , V i r -
g i n i a , W i s c o n s i n . F a x : 3 0 1 / 9 8 7 - 1 5 6 5 . 

E m a i l : j o b s @ b r i c k m a n g r o u p . c o m 
W e b s i t e : w w w . b r i c k m a n g r o u p . c o m 

HELP WANTED 
A M I G O S L A B O R S O L U T I O N S , I N C . i s t h e 
H - 2 B S p e c i a l i s t , p l a c i n g o v e r 3 0 , 0 0 0 w o r k e r s i n 
t h e p a s t 1 6 y e a r s . W i t h u s , i t ' s e a s y t o h i r e d e -
p e n d a b l e , p r o d u c t i v e w o r k e r s f r o m M e x i c o f o r 
u p t o 1 0 m o n t h s a n n u a l l y . C a l l A m i g o s t o d a y , 
t o l l f r e e a t 8 7 7 / 3 A M I G O S ( 3 2 6 - 4 4 6 7 ) 
w w w . a m i g o s - i n c . c o m . 

HELP WANTED 
C a r e e r O p p o r t u n i t y 
Nashville, Tennessee 

IRRIGATION SERVICE TECHNICIAN 
P u r y e a r F a r m s a l a n d s c a p e , i r r i g a t i o n a n d o u t -
d o o r l i g h t i n g c o m p a n y i s l o o k i n g f o r a n e x p e r i -
e n c e d i r r i g a t i o n s e r v i c e t e c h n i c i a n . M i n i m u m 3 
y e a r s e x p e r i e n c e . B e n e f i t s : h e a l t h i n s u r a n c e , 
4 0 1 - k , p a i d v a c a t i o n . 6 1 5 / 4 5 2 - 8 9 4 8 . 

DENTCO® 
D E N T C O ® - t a l e n t e d i n d i v i d u a l s n e e d e d t o m a n -
a g e r e g i o n a l c o m m e r c i a l l a n d s c a p i n g s e r v i c e 
q u a l i t y t h r o u g h o u t t h e U . S . A . 

Q u a l i f i c a t i o n s : a b i l i t y t o t a k e o w n e r s h i p o f r e -
g i o n a l t e r r i t o r y ; c o m m e r c i a l l a n d s c a p e e x p e r i -
e n c e i n c l u d i n g s n o w r e m o v a l ; c o n t r a c t o r m a n -
a g e m e n t ; c o l l e g e d e g r e e o r e q u i v a l e n t ; e x c e l l e n t 
i n t e r - p e r s o n a l a n d p c s k i l l s ; v a l i d d r i v e r ' s l i -
c e n s e . 

E - m a i l r e s u m e s t o 
d e n t c o h r @ t h e o u t s i d e g u y s . c o m 

o r f a x t o 5 1 7 / 6 6 8 - 3 8 0 1 . 
S a l a r y : c o m m e n s u r a t e w i t h e x p e r i e n c e 

i n c l u d i n g b e n e f i t s , w w w . t h e o u t s i d e g u y s . c o m . 

HELP WANTED 
¿ff Í V T V ' M ^ Í 

.Settel* 

LANDSCAPE CONTRACTORS 

COME G R O W BETTER WITH US! 
Take advantage of this opportunity to join one 
of the most dynamic landscape companies in 
the beautiful southwest. Our exciting and vi-
brant company has career opportunities in the 
following positions: 

Sales* Design* Mid-Management Field 
Crew Leaders - Install & Maintenance 

We offer outstanding compensation and ben-
efits package, relocation allowance, and an ex-
cellent family-working environment. If you are 
interested in a career opportunity please send, 
fax, or email resume to: 

HEADS UP LANDSCAPE 
PO Box 10597 Albuquerque NM 87184. 

Email jdelarosa@hulc.com 
Phone 505/898-5510 Fax 505/898-2105 

To find out more information about 
Heads Up Landscape please 

visit our website at 
www.headsuplandscape.com 

1 1 8 SEPTEMBER 2 0 0 4 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.aerway.com
mailto:aerway@aerway.com
http://www.sheltersofnewengland.com
http://www.mobiletimeclock.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://www.amigos-inc.com
mailto:dentcohr@theoutsideguys.com
http://www.theoutsideguys.com
mailto:jdelarosa@hulc.com
http://www.headsuplandscape.com
http://www.lawnandlandscape.com


HELP WANTED 

LJPJMSJÍ/ 
Help Wanted 

R a n k e d 5 , h by S n o w Biz in 2 0 0 3 , Lipinski 
S n o w Services is e x p a n d i n g its service region. 
W e are n o w l o o k i n g to aggressively d e v e l o p 
new terri tories t h r o u g h o u t the N o r t h e a s t . Seek-
ing R e g i o n a l a n d Sta te M a n a g e r s for year r o u n d 
o p p o r t u n i t i e s with S n o w & Ice m a n a g e m e n t 
e x p e r i e n c e a n d b a c k g r o u n d . Lipinski is an 
aggressive g o a l - o r i e n t e d c o m p a n y w i t h p r o v e n 
success wi th S n o w & Ice M a n a g e m e n t . E x c e l -
lent g r o w t h o p p o r t u n i t y for the right i n d i v i d u -
als. W e offer t h e highest c o m p e n s a t i o n p a c k -
ages in the industry . J o i n t h e Lipinski T e a m as 
w e c o n t i n u e o u r rapid g r o w t h . F o r c o n f i d e n -
tial c o n s i d e r a t i o n , mai l , fax o r emai l y o u r re-
s u m e . 

L ipinski S n o w S e r v i c e s , Inc . 
1 0 0 S h a r p R o a d , P O B o x 1 3 4 0 

M a r l t o n , N e w J e r s e y 0 8 0 5 3 
F a x - 8 5 6 / 5 5 2 - 4 1 3 0 

Email- dougcook@lipinskisnowremoval.com 

Web site- www.lipinskisnowremoval.com 

HELP WANTED 

LESCO 
SALES AND SERVICE 

POSITIONS 
Virginia, New York, Massachusetts, 

Connecticut, and Rhode Island 
LESCO, Inc., the nation's leading manufac-
turer and distributor of lawn care and golf 
course products, is rapidly expanding opera-
tions in Virginia, New York, Massachusetts, 
Connecticut, and Rhode Island. We are look-
ing for individuals with a strong background in 
the professional green industry for our Service 
Center locations. Sales experience a plus. 

LESCO offers competitive salaries and an 
excellent benefit package. Fax resumes to 
440/783-3909 or email us at lmahl@lesco.com. 

EOE/AA/H/V 

PROJECT MANAGERS 
W a d s w o r t h G o l f C o n s t r u c t i o n C o m p a n y i s h i r -
i n g e x p e r i e n c e d l a n d s c a p e p r o j e c t m a n a g e r s 
w i t h a g o a l t o d e v e l o p m o t i v a t e d i n d i v i d u a l s 
i n t o f u l l g o l f c o n s t r u c t i o n p r o j e c t m a n a g e r s . A 
w i l l i n g n e s s t o l e a r n n e w o p e r a t i o n s , a s t r o n g 
w o r k e t h i c a n d a n a b i l i t y t o l e a d p e o p l e a r e t h e 
p r i m a r y q u a l i f i c a t i o n s . 

S e n d r e s u m e b y f a x t o 8 1 5 / 4 3 6 - 8 4 0 4 o r b y 
e m a i l t o w g c c m w @ w a d s w o r t h g o l f . c o m . 

HELP WANTED 
L A N D S C A P E M A N A G E M E N T 

W h e a t ' s L a w n & C u s t o m L a n d s c a p e , a $ 9 m i l -
l i o n r e s i d e n t i a l l a n d s c a p e f i r m i n N o r t h e r n 
V i r g i n i a s i n c e 1 9 7 8 , h a s p o s i t i o n s a v a i l a b l e f o r 
m a n a g e m e n t a n d s a l e s . I n t e r e s t e d c a n d i d a t e s 
s h o u l d w a n t t o s u r p a s s o w n p e r s o n a l e x p e c t a -
t i o n s a n d h a v e a d e s i r e t o w o r k w i t h a m o t i -
v a t e d a n d s u c c e s s f u l t e a m . W h e a t ' s o f f e r s : 

• H e a l t h i n s u r a n c e 
• A d v a n c e m e n t o p p o r t u n i t i e s 
• 4 0 1 ( k ) a n d p r o f i t s h a r i n g 
• E x c e l l e n t s a l a r i e s 
• G r e a t w o r k e n v i r o n m e n t 

F o r c o n f i d e n t i a l c o n s i d e r a t i o n , p l e a s e m a i l , 
f a x o r e m a i l y o u r r e s u m e . 

WHEAT'S LAWN & CUSTOM LANDSCAPE, INC. 
8 6 2 0 P a r k S t . 

V i e n n a , V A 2 2 1 8 0 
F a x : 7 0 3 / 6 4 1 - 4 7 9 2 

E m a i l : w h e a t s @ w h e a t s . c o m 
W e b S i t e : w w w . w h e a t s . c o m 

HELP WANTED 
C l e v e l a n d O h i o : G r e a t o p p o r t u n i t i e s l i k e t h e s e 
d o n ' t g r o w o n t r e e s . I n t e r e s t e d i n B r a n c h m a n -
a g e m e n t o r s e l l i n g m a i n t e n a n c e ? H o w a b o u t 
d e s i g n b u i l d s a l e s ? W e o f f e r e x c e l l e n t c o m p e n -
s a t i o n a n d b e n e f i t s w i t h a m p l e r o o m f o r a d -
v a n c e m e n t . 
C o n t a c t u s a t i n f o @ y a r d m a s t e r . c o m o r f a x y o u r 

r e s u m e t o 4 4 0 / 3 5 7 - 1 6 2 4 . 

HELP WANTED 
A r e y o u l o o k i n g f o r a j o b o r 

L o o k i n g f o r q u a l i f i e d e m p l o y e e s t o : 

C l i m b it 
D e s i g n it 

P l a n t i t 
G r o w it 

L a n d s c a p e i t 
S e l l i t ? 

J O B S I n H o r t i c u l t u r e , I n e 
E m p l o y m e n t A d v e r t i s i n g 

I n P r i n t a n d O n l i n e 
8 0 0 / 4 2 8 - 2 4 7 4 

w w w . h o r t j o b s . c o m 

GREEN INDUSTRY BLUES? 
F e d u p ? W o u l d y o u l i k e t o p u t y o u r m a n y y e a r s o f 
h o r t i c u l t u r a l e x p e r i e n c e t o g o o d u s e ? W e n e e d y o u 
f o r m o r e t h a n j u s t y o u r s t r o n g b a c k . W e v a l u e y o u r 
k n o w l e d g e , p a r t i c u l a r l y y o u r a b i l i t y t o I D t r e e s a n d 
s h r u b s . T o d i s c u s s h o w y o u m i g h t h e l p u s p r o -
v i d e s t a t e - o f - t h e - a r t p l a n t h e a l t h c a r e p r o g r a m s f o r 
o u r c l i e n t s , c o n t a c t u s . 
W e ' r e o n t h e w e b a t w w w . k e y s t o n e t r e e . c o m o r c a l l 
B o b M c M u l l i n a t 2 1 5 / 3 4 8 - 4 4 4 4 t o f i n d o u t m o r e 
a b o u t t h i s u n i q u e p o s i t i o n in B u c k s C o . , P A . 

Lighting 

Larges I <£ Fasiesl Growing 
Pioneer in the Industry 

/ T I 

Y WF 
Holiday Lighting 

Keep Employees Year Round, 
J j r 1 

Landscape Lighting 
Offer High-Margin Services 

Training Marketing 
Supplies Support 

Over 400 Locations in 47 States & Canada 

c t NITETIME 

www.ihedecorgroup.com 

1-800-687-9551 
LANDSCAPERS, DON'T WAIT! 

W a n t l e g a l , r e l i a b l e w o r k e r s o n t h e j o b e v e r y 
d a y ? B r i n g t h e m f r o m M e x i c o ( a n d o t h e r c o u n -
t r i e s ) w i t h v i s a s . W e d o a l l t h e p a p e r w o r k . W e 
c a n s e l e c t g r e a t w o r k e r s t o o ! ! W e c a r e a b o u t 
y o u r s u c c e s s a n d l e a d t h e w a y i n F A S T , 
F R I E N D L Y , A F F O R D A B L E s e r v i c e . F R E E i n -
f o r m a t i o n & b o o k l e t . U S A M E X L t d . 5 0 1 / 7 2 4 -
8 8 4 4 , D a v i d D o n a l d s o n @ U S A M E X . O R G . 

LAWN & LANDSCAPE w w w . l a w n a n d l a n d s c a p e . c o m SEPTEMBER 2 0 0 4 1 1 9 
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HELP WANTED 
GOTHIC LANDSCAPE, INC. 

A n e s t a b l i s h e d l a n d s c a p i n g f i r m is d e d i c a t e d t o 
c r e a t i n g l o n g - t e r m r e l a t i o n s h i p s w i t h c l i e n t s b y 
p r o v i d i n g t h e b e s t p o s s i b l e s e r v i c e . W e a r e o n e 
o f t h e l a r g e s t l a n d s c a p e c o n t r a c t o r s in t h e s o u t h -
w e s t e r n U S o p e r a t i n g in C A , A Z a n d N V . T h e 
C o m p a n y s p e c i a l i z e s in l a n d s c a p e c o n s t r u c t i o n 
a n d m a i n t e n a n c e for r e s i d e n t i a l m a s t e r - p l a n n e d 
c o m m u n i t y d e v e l o p e r s , p u b l i c w o r k s a n d in-
d u s t r i a l c o m m e r c i a l d e v e l o p e r s . W e o f f e r e x -
c e l l e n t sa lary , b o n u s a n d b e n e f i t s p a c k a g e . O u t -
s t a n d i n g c a r e e r o p p o r t u n i t i e s e x i s t in e a c h o f o u r 
fas t g r o w i n g b r a n c h e s for : 

• S a l e s 
• E s t i m a t o r s 
• A c c o u n t M a n a g e r s 
• S u p e r v i s o r 
• S e n i o r F o r e m e n 

F o r m o r e i n f o r m a t i o n c o n t a c t : 
E l i s a b e t h S t i m s o n , H u m a n R e s o u r c e s D i r e c t o r 

E m a i l : e s t i m s o n @ g o t h i c l a n d s c a p e . c o m 
P h : 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 

F a x : 6 6 1 / 2 5 7 - 7 7 4 9 

HELP WANTED 
MAINTENANCE ACCOUNT 

M A N A G E M E N T & SENIOR COMPANY 
M A N A G E M E N T OPPORTUNITIES 

J a m e s M a r t i n A s s o c i a t e s , Inc . , s e r v i n g C h i c a g o -
l a n d ' s n o r t h e r n s u b u r b s , s e e k s e x p e r i e n c e d 
L a n d s c a p e A c c o u n t M a n a g e m e n t a n d G e n e r a l 
M a n a g e m e n t p r o f e s s i o n a l s t o j o i n o u r t e a m . 
R e q u i r e s 1 0 y e a r s i n d u s t r y e x p e r i e n c e , b u s i n e s s 
a n d c o m p u t e r l i t e r a c y , a n d s t r o n g 
c o m m u n i c a t i o n skil ls . O u t s t a n d i n g c o m p e n s a -
t i o n p a c k a g e b a s e d o n q u a l i f i c a t i o n s ; b e n e f i t s 
i n c l u d e E S O P . P l e a s e v i s i t o u r w e b s i t e a t 
w w w . j a m e s m a r t i n a s s o c i a t e s . c o m . F o r c o n f i d e n -
tial c o n s i d e r a t i o n c o n t a c t : 

B e t h M c E l r o y , C L P 
J A M E S M A R T I N A S S O C I A T E S , I N C . 

5 9 E a s t U . S . H i g h w a y 4 5 
V e r n o n Hil ls , I L 6 0 0 6 1 

P h o n e : 8 4 7 / 6 3 4 - 1 6 6 0 F a x : 8 4 7 - 6 3 4 - 8 2 9 8 
E m a i l : b . m c e l r o y @ j a m e s m a r t i n a s s o c i a t e s . c o m 

Web Designers 
WEB DESIGNERS 

W e b D e s i g n , B r o c h u r e s , L o g o s , L e t t e r i n g a n d 
P r i n t i n g S e r v i c e s for L a n d s c a p e r s . Y o u r s i n g l e 
s o u r c e f o r m a r k e t i n g y o u r l a n d s c a p e b u s i n e s s . 
S a m p l e s o n l i n e : w w w . l a n d s c a p e r m a r k e t i n g . c o m 
o r call 8 8 8 / 2 8 - D S I G N . 

Worker For Hire 
WORKER FOR HIRE 

N e e d L E G A L W o r k e r s ? N o m o r e f e a r o f I N S 
r a i d s a n d f a l s e s o c i a l s e c u r i t y i n v e s t i g a t i o n s . 
T h e S o u t h w e s t ' s l a r g e s t p r o v i d e r a n d r e c r u i t e r 
o f legal s e a s o n a l w o r k e r s f r o m M e x i c o . W e w a d e 
t h r o u g h t h e p a p e r w o r k for y o u t o p r o v i d e w o r k -
e r s t o y o u r d o o r . 9 0 d a y g u a r a n t e e . C a l l 2 1 0 / 
6 9 5 - 1 6 4 8 o r w w w . h e a d - h o n c h o s . c o m . 

H2-B Landscape Equipment 
H2-B VISA USERS 

L e t t h e S o u t h w e s t ' s P r e m i e r P r o c e s s i n g C o m -
p a n y h e l p y o u a v o i d g e t t i n g C A P P E D n e x t s e a -
s o n . C a l l n o w a n d g e t o n o u r s h o r t list! C a l l 
T o d d M i l l e r ' s H e a d H o n c h o s @ 2 1 0 - 6 9 5 - 1 6 4 8 , o r 
v i s i t w w w . h e a d - h o n c h o s . c o m . 

Software 
e h z h e 

G R O U N D S K E E P E R W 
BUSINESS 
SOFTWARE 
I nvo i c i ng 
Schedu l i 
Rou t ing 
Es t ima t i n 

E 5 Z Z Ü 
SCHEDULING & LANDSCAPE 

MAINTENANCE 
ESTIMATING SOFTWARE 
U n l i m i t e d c u s t o m e r a c c o u n t s 

Q u a l i t y S o f t w a r e a t a f f o r d a b l e p r i c e s 
S t a r t i n g a t $ 1 9 9 . 0 0 

W H Y P A Y T O O M U C H ? 
w w w . B r o k e n L e g S o f t w a r e . c o m 
w w w . L a n d s c a p e r s F o r u m . c o m 

9 1 9 / 7 3 2 - 6 7 9 1 

e j e j j m m m m m m 
Phone Center Software 

N e v e r f o r g e t t o c a l l a c u s t o m e r b a c k o r l o s e 
a n o t h e r p h o n e m e s s a g e ! W o r k s w i t h C a l l e r 
I D t o t r a c k a l l i n c o m i n g p h o n e c a l l s i n t o a d a -
t a b a s e . S c h e d u l e a p p o i n t m e n t s w i t h e a s y - t o -
u s e d r a g a n d d r o p c a l e n d a r . R o u t e a p p o i n t -
m e n t s w i t h M S M a p P o i n t . S y n c h r o n i z e c u s -
t o m e r i n f o r m a t i o n t o Q u i c k B o o k s ! V i e w d e m o 
a t w w w . P h o n e C e n t e r S o f t w a r e . c o m o r c a l l T r e e 
M a n a g e m e n t S y s t e m s , I n c a t 8 0 0 / 9 3 3 - 1 9 5 5 . 

TREE STAKES 
D o w e l e d L o d g e p o l e P i n e 

C C A P r e s s u r e T r e a t e d 
2 " D i a m e t e r , V a r i o u s L e n g t h s 

E c o n o m i c a l , S t r o n g a n d A t t r a c t i v e 
P h o n e : 8 0 0 / 2 3 8 - 6 5 4 0 

F a x : 5 0 9 / 2 3 8 - 4 6 9 5 
J A S P E R E N T E R P R I S E S , I N C . 

W e s h i p n a t i o n w i d e . 
W e b s i t e : w w w . j a s p e r - i n c . c o m 

Industry Web Sites 
INDUSTRY WEB SITES 

Visi t h e l p f u l a n d i n f o r m a t i v e 
W e b s i t e s s p e c i f i c a l l y d e s i g n e d f o r 

L a w n a n d L a n d s c a p e b u s i n e s s o w n e r s . 
L a w n C a r e S u c c e s s . c o m 

F r e e a d v i c e , L i n k s , N e w s l e t t e r 
E v e r y t h i n g G r e e n . c o m 

S e a r c h E n g i n e 
w w w . l a w n s i t e . c o m 

g r e e n i n d u s t r y f o r u m 

4 1 2 / 7 3 4 - 4 5 2 8 

Insurance 
COMMERCIAL INSURANCE 
FOR GREEN INDUSTRY 
C o m p e t i t i v e r a t e s , c o m p r e h e n s i v e c o v e r a g e 

a n d p a y m e n t p l a n s d e s i g n e d for y o u r 
s p e c i f i c b u s i n e s s n e e d s . 

If y o u p r o v i d e a n y o f t h e f o l l o w i n g s e r v i c e s w e 
c a n d e s i g n a p r o g r a m f o r y o u r c o m p a n y : 
I n s t a l l a t i o n S n o w R e m o v a l 
R e n o v a t i o n R i g h t o f W a y 
F e r t i l i z a t i o n H o l i d a y L i g h t i n g 
H e r b . / P e s t . A p p . Irrig- I n s t a l l . / S e r v . 
T r e e & S h r u b S e r v . M o w i n g & M a i n t . 

Spil l C l e a n U p 
Contact one of our Green Industry 

Specialists for a quote at 
800/886-2398 or by fax at 

614/221-2203 
M.F.P. INSURANCE AGENCY, INC. 

r i c k @ m f p i n s u r e . c o m 
w w w . m f p i n s u r e . c o m 

«•liiVJ-H 

The #1 best-selling 
all-in-one software for 

specialty trades 
> Unlimited Customers & Locations 
»Automatic Scheduling, Routing 
»Automatic Invoicing, Job Costing 
» Service History & Profit Tracking 
> Labor and Productivity Tracking 
> Material & Chemicals Tracking 
• Letter Writer w/ auto Mail-Merge: 

Send Sales and Service Notices 

Proposa 
Orders. Statements, Purchase 
Orders, Reports, Labels. Evena 
design vour own forms in Word 

> Full Accounting G/L, A/R, A/P, 
Payroll. Checking, Inventory. 
Financial Reports and Graphs 

> Built-in links to QuickBooks® 
Peachtree MS Office Street 
Mapping. Emailing, and more! 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 «12 
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TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, 
PLEASE SEE READER SERVICE CARD ON PAGE 122 . 

COMPANY NAME WEB ADDRESS PG# R§# 
Absolute Innovations www.absoluteinnovations.net 61 60 
Alocet www.alocet.com 40 39 
Ariens/Gravely www.gravely.com 77 74 
B. k D.A. Weisburger www.weisburger.com 98 95 
BASF www.turffacts.com 19 19 
Bayer Environmental Science www.bayerprocentral.com 70-71* 
Blizzard Corp www.blizzardplows.com 50 50 
Blue Ridge Arborist Supply www.blueridgearboristsupplies.com 34 33 
Bobcat www.bobcat.com 91 88 
Briggs k Stratton www.briggsandstratton.com 107 107 
Brite Ideas www.sayitwithlights.com 64 64 
C&S Turf Care www.csturfequip.com 46 47 
Cascade Lighting www.cascadelighting.com 34 32 
Caterpillar www.cat.com 7 13 
Chemical Containers 94 91 
Classen Mfg www.classen-mfg.com 56 55 
Combined Mfg www.4mowerproducts.com 40 42 
Compact Power/Boxer www.boxerequipment.com 100 97 
Compact Power / Kanga www.kangaequipment.com 82 79 
Creative Displays www.creativedisplays.com 9 15 
Curbworld www.curbworld.com 66 66 
Cutter's Choice www.cutterschoice.com 20 21 
Ditch Witch www.ditchwitch.com % 93 
Dixie Chopper www.dixiechopper.com 46 46 
Dow AgroSciences www.dowagro.com/turf 57 
Drafix www.drafix.com 51 51 
DuPont www.proproducts.dupont.com 52-53 52 
Easy Lawn www.easylawn.com 60 59 
Echo www.echo-usa.com 79 77 
EverRide www.everride.com 89 85 
Excel/Hustler www.excelhustler.com 35 34 
Fabriscape www.fabriscape.com 62 62 
Ferris Industries www.ferrisindustries.com 10-11 16 
Fertigation Technologies www.fertigator.com 90 86 
Finn Corp www.finncorp.com 2 10 
First Products www.lstproducts.com 24 26 
FMC www.pestsolutions.fmc.com 23, 81 17,70 
Force America www.forceamerica.com 74 71 
Frontier Equipment www.deere.com 84 81 
Grasshopper www.grasshoppermower.com 49 49 
Gregson-Clark www.gregsonclark.com 90 87 
Hunter Industries www.hunterindustries.com 87,124 83,105 
J.J. Mauget www.mauget.com 42-43 44 
John Deere Commercial www.mowpro.com 39 38 
John Deere Construction www.johndeere.com 103 100 
John Deere www.mowpro.com 13 24 
JRCO www.jrco.com 40 41 
K-Pac Equipment www.k-pac.com 105 101 
Robert Kershaw, 
Attorney at Law www.workvisasusa.com 94 90 
Landscapes Supply www.landscapersupply.com 62 61 
Lebanon Turf www.lebanonturf.com 5,47,65,101 12,48,65,99 
Lehman Mfg www.llc-equipment.com 100 98 
LESCO www.lesco.com 31 31 

COMPANY NAME WEB ADDRESS PG# RSf 
L.T. Rich Products www.z-spray.com 66 67 
Marcus Drake Consultants 115 103 
Marsan Turf www.sprinklers41ess.com 40 40 
Maruyama www.maruyama-us.com 26 28 
MTD Products www.mtdproducts.com 59 57 
New Holland North America .... www.newholland.com/na 27 29 
Nufarm Turf k Specialty www.riverdalecc.com 75,109 72,102 
Oldham Chemicals Co www.oldhamchem.com 78 76 
OPEI www.opei.org 99* 
PBI Gordon www.pbigordon.com 69 69 
Pennsylvania Landscape 
k Nursery Association www.plna.com 93* 89 

Perma Green Supreme www.ride-onspreader.com 63 63 
Plant Health Care www.planthealthcare.com 38 37 
Project Evergreen www.projectevergreen.com 93* 94 
Rain Bird www.rainbird.com 25,97 27,106 
Real Green Systems www.realgreen.com 54 53 
RedMax www.redmax.com 41 43 
RND Signs www.mdsigns.com 78 75 
Sensible Software www.clip.com 20 20 
Simplicity Mfg./Snapper www.simplicitymfg.com 45 45 
Stellar Industries www.stellar-industries.com 9 14 
Stihl www.stihl-usa.com 15 18 
Symbiot www.symbiot.com 76 73 
Syngenta Professional Products www.syngentaprofessionalproducts.com. 37 36 
Textron Golf, Turf k 

Specialty Products www.textronturf.com 36,95 35,92 
Tilton Equipment www.tiltonequipment.com 22 23 
Toro www.toro.com 3 11 
Turbo Turf www.turboturf.com 82 — 80 
Turfco www.turfco.com 85 82 
Vermeer Mfg www.vermeer.com 29 30 
Volvo Construction 

Equipment www.volvoce.com 55 54 
Warn Industries www.wamworks.com 21 22 
Weed Man www.weedman.com 24 25 
Wells Cargo www.wellscargo.com 60 58 
Walker www.walkermowers.com 73 78 
Wilkins, a Zum Co www.zum.com/wilkins 88 84 
Yazoo/Kees www.yazookees.com 123 104 

Truck k Trailer Guide 
American Isuzu www.isuzucv.com T2 200 
Carl Black GMC www.carlblack.com T19 209 
Express Blower www.expressblower.com T7 202 
GMC www.gmc.com T20 
Kelley Commercial 

Truck Center www.isuzutruckcenter.com T9 204 
Middle Georgia Freightliner www.gatmcks.com T6 201 
Pace American www.paceamerican.com T8 203 
Pioneer Cover-All www.pioneercoverall.com T17 207 
Pro-Tech www.snopusher.com T12 205 
SVE Sales www.mudtraks.com T18 208 
Tuflex www.tuflex.com T16 206 
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In-Depth Customer Surveys at Highgrove Partners 

With a bout 500 commercial and residential clients through-
out our Atlanta, Ga., and Charlotte, N.C., branches, our 
company, Highgrove Partners, has a lot of client interaction 
to keep up with. When we hit a stretch in 1999 of suddenly 
losing several commercial maintenance accounts, we couldn't 
tell if the reason stemmed from our pricing or quality, or if we 
were somehow neglecting our customers. 

To find out where the problem lay, we developed a tar-
geted survey of our Atlanta commercial maintenance clients. 
We had done small "How are we doing?" surveys for a 
number of years, but we wanted this one to go in depth and 
really give us an opportunity to learn about our clients. 

To handle the project, we interviewed two outside re-
search firms and hired the company that was the best fit for 
us. In our initial planning meeting with the firm, we dis-
cussed the types of questions we wanted to ask, including 
maintenance-specific questions regarding turf and shrub 
quality, as well as how our clients perceived our work in 
terms of professionalism. In addition to helping us formulate 
questions, the research firm included places in our survey 
that would allow respondents to rate our performance in each 
category on a l-to-10 scale, but also to rate the importance of 
each category. As an industry, we make assumptions as to 
what our clients want, and this gave us the opportunity to 
find out what they really wanted. 

After our questions were formulated, we sent a letters via 
Federal Express to our clients, letting them know that we had 
hired a firm to handle the survey. The FedEx envelopes gave 
the survey more importance than if we had just mailed out the 
letters. Also, by letting our customers know that we were 
taking our own employees out of the equation, we were able 
to get more honest feedback. 

Additionally, rather than following up with a written 
survey for our customers to fill out, we chose to have the 
research firm conduct phone interviews. The telephone bank 
operators contacted 150 of our maintenance clients to set up 
appointments for the interview and we ended up getting a 50-
percent response rate to the calls. By letting the client set up 
the interview on their own time, we got a better response and 
let the client know that their time is important to us. 

The research firm was able to tabulate and then cross-
tabulate the results so we were able to see how different 
demographics of our clients were responding to each 
category. For instance, one thing we learned was that 
our male clients thought we were doing a great job, 
while our female clients were indifferent. It became clear 
that, among property managers, women wanted much 
more detail than the men. Knowing this, we now go 
much more in-depth in our sales presentations and 
service reports with female clients. 

Additionally, we found an answer to why our cus-
tomer attrition rates were higher, especially among newer 
clients. Our research showed that clients who had been 
with us for a year or less were more likely to cancel a 
service rather than renew. To remedy this, we started 
educating our customers more by letting them know 
specifically what we were doing on their properties and 
when they could expect to see results - sometimes it 
takes more than a year. 

Overall, the research process cost us about $10,000 
for this particular part of our client base. Though it was 
a large investment, the results were so detailed that we 
are still able to use the information today - five years 
later. The research firm put together a PowerPoint pre-
sentation that we present to our sales staff and new 
employees to help them understand our company goals. 
Moreover, by using the information to refine our client 
interaction, we've been able to pick up nearly 10 per-
centage points in customer retention. 

Currently, we're revising our customer survey and 
considering our options in terms of which customer 
segment to target. We've grown significantly and our 
service mix has changed to include residential work, 
which is a very fast-growing segment. With more in-
depth research we're able to use the information we 
gather to our best advantage and become an excellent 
service provider for our clients. - Jim McCutcheon I D 

The author is president and partner of Highgrove Partners, 
Atlanta, Ga., and can be reached at 678/298-0550. 
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GO TO 
lawnandlandscape.com 

CHECK OFF 
the reader service numbers that you're interested in. 
It's fast and convenient or mail in this card. 

Name_ 

Title 

Company_ 

Address 

City State -Zip-

Phone 

Fax E-mail Address 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 
21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 
61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 76 77 78 79 80 
81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 96 97 98 99 100 
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 
141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 
221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

SEPTEMBER 2004 

\miMm 
YES, I w o u l d l ike to r e c e i v e / c o n t i n u e to rece ive Lawn & Landscape f ree o f c h a r g e . 

N o , I w o u l d no t l ike to r e n e w . 

Signature 
Name 
Company 
Address __ 
State 
Title 
Phone 
E-mail 

Date 

City 
Z i p . 

Fax 

GIE M e d i a w i l l on ly use your e-mail address to contact y o u w i th relevent industry 
or subscription in format ion. 
If you d o not w a n t to receive e-mai l f rom trusted 3 r d part ies, please check here. • 

W h a t is the best w a y to con tac t y o u for future renewa ls? 
Emai l Fax T e l e p h o n e 

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

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 
• 2. Chemical Lawn Care Company 

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

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

G 8. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial 
Parks 

III. DISTRIBUTOR/MANUFACTURER 
• 9. Dealer 
G 1 0 . Distributor 
G i l . Formulator 
Q l 2 . Manufacturer 

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

County, City, Regulatory Agency) 
Q 14. School, College, University 
G 15. Trade Association, Library 
G Others (please describe) 

2. What services does you business offer? 
• 1. Landscape Design 

Landscape Installation 
• 2 Seeding or Sodding 
G 3. Turf & Ornamental Installation 
• 4. Bedding Plants & Color Installation 
• 5. Irrigation Installation 

• ô. Landscape Lighting 
• 7. Hardscape Installation 
Q 8. Water Features 

Landscape Maintenance 
Q 9 . Landscape Renovation 
• 10. Turf Fertilization 
• 11. Turf Aeration 
• 12. Tree & Ornamental Care 
G 13. Tree & Stump Removal 
Q 14. Irrigation Maintenance 
• 15. Erosion Control 

Pesticide Application 
• 16. Turf Disease Control 
Q 17. Turf Insect Control 
• 18. Turf Weed Control 
• 19. Tree & Ornamental Pesticide Application 

Other 
• 20. Mowing 
• 21. Hydroseeding 
• 22. Snow Removal 
• 23. Interior Landscape Services 
• 24. Structural Pest Control 
• 25. Holiday Lighting 
• 26. Other 

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

4. What are your company's 
approximate annual gross revenues? 

l .Less than $50,000 
2.$50,000 to $99,999 
3 $ 100,000 to $199,999 
4.$200,000 to $299,999 
5.$300,000 to $499,999 
6.$500,000 to $699,999 
7. $700,000 to $999,999 
8.$1,000,000 to $1,999,999 
9.$2,000,000 to $3,999,999 ^ 
10.$4,000,000 to $6,999,999 % 
11 .$7,000,000 or more ° 
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TOUGH, DURABLE MACHINES BUILT TO GET THE JOB DONE. 
At Yazoo/Kees, we incorporate innovative features and heavy-duty construction as standard 
features into every zero-turn mower and walk-behind mower we manufacture. We build our 
mowers to last, and that means an unwavering commitment to quality in both craftsmanship 
and materials, right down to the smallest nuts and bolts. Value doesn't have to be expensive. 
Yazoo/Kees proves that. 

For more information or to locate your nearest Yazoo/Kees dealer, call 877-368-TURF or visit us on the web at w w w . y a z o o k e e s . c o m 

Y A Z O O I K E E S 

Floatina Deck 
Kutter Hydro 

http://www.yazookees.com


Captive Radius Screw 
It can never be lost 

Easy Arc Adjustment 
Through-the-top 
with a screwdriver 
or Hunter wrench 

Self-Aligning Nozzles 
Marked with Flow ID 
Easier installa tion 

Water-Lubricated 
Gear Drive 
Proven Hunter reliability 

Integral Rubber Cover 
Protects adjustment port 
Improves site safety 

Extra-Large Filter Screen 
Traps more debris 
without clogging 

You Spoke. 
We Listened. 

Introducing The PGJ 
With The Widest Range 
of Professional Features 
You spoke. We listened - and responded 
with a new mid-range rotor that has all the 
professional features you wanted and more. 
For example, you can use a simple screwdriver 
for quick, through-the-top arc adjustments, or 
save time by selecting matched precipitation 
nozzles with flow rate ID. You'll find the PGJ 
is built tough, just like Hunter's top-selling 
PGP® and the roster of new features means 
more time-saving conveniences on every job. 
You spoke and Hunter delivered. 
Try the PGJ today! 

Mid-Range Rotor 
• Installer-Friendly 
• Greater Convenience 
• Longer-Lasting Durability 

Himter 
The Irrigation Innovators 

Call for a free Hunter 2004 catalog: 800-733-2823 • www.Hunterlndustries.com 

USE REAPER SERVICE # 1 0 5 

http://www.Hunterlndustries.com

