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There's business out there. 
Get more of it. Guaranteed! 
Maximize your chances to 
win that new landscape or 
renovation project us ing t he 
mos t c o m p l e t e landscape des ign sof tware 
avai lable. PRO Landscape wil l he lp you 
c o m m u n i c a t e your des igns w i th s tunn ing 
photoreal is t ic 3 D images, easily create 
accurate 2 D and 3 D C A D d raw ings and 
automat ica l ly genera te professional 
proposals . W e guaran tee you' l l sell, 
p lan and b id bet ter than ever before, 
or we' l l g ive you your m o n e y back. 

"I've won every bid when I've 
used PRO Landscape" 
Aron Hoffman, Groundskeepers Landscaping, Inc. 

VISUAL DESIGNS THAT SELL 
Excite customers with photos of 
their home with recommended 

landscaping in place. 

PROFESSIONAL PROPOSALS 
Show your professionalism 

with complete, polished 
proposals prepared in seconds. 

ACCURATE SITE PLANS 
Easy-to-use CAD lets you 
quickly develop detailed, 

accurate site plans. 

drafix software inc. 

PRO Landscape 
The Standard in Design Software for Landscape Professionals! ® 

p r o l a n d s c a p e . c o m 

800-231-8574 or 
prolandscape @ draf ix .com 

SELL BETTER • PLAN BETTER • BID BETTER 
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Current Periodicals 
DO NOT CIRCULATE 

5 out of 5 lawn experts recommend 
Roundup PROM AX® herbicide. 

s i 

Trusted for consistent quality and 
jerformance for over 30 years. 
/Vith a stronger, more concentrated formula and 
JO-minute rainfast warranty, Roundup PROMAX® 
jives you faster, more effective weed control right 
town to the roots. 

fo learn more, visit RoundupPROMAX.com 

iWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS, 
buildup PROMAX and Roundup PROMAX and Design are 
igistered trademarks of Monsanto Technology LLC. 
2010 Monsanto Company. (38485-5-FP-LAL-3-10) 
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WHAT YOU 
WEED 

• . 

Increase productivity with 
speeds up to 13.5 mph 
Features DuraDeck™ and 
Extreme Discharge System 
for a quality cut 

• Four-point micro adjustment 
deck leveling system 

• Modular design for 
ultimate serviceability 

• Full range of optional 
accessory kits available 

To see the complete line 
of BOB-CAT products, 
visit us at bobcatturf.com 
or call us at 1 - 8 6 6 - 4 6 9 - 1 2 4 2 . 

T H E P R E D A T O R - P R O S E R I E S 
THE LOOK OF PURE PERFORMANCE 
The top cat of zero-turns delivers the 
performance, the productivity and the 
pure adrenaline that only a BOB-CAT® 
can provide. The Predator-Pro offers 
engines from 30 HP up to the new 37 HP 
digital fuel injected engine with E-Gov, 
with cutter decks up to a hungry 72", 
allowing you to mow down acres of grass 
and be ready for more. Add to that a long 
list of other features and you easily have 
one of the finest and most productive 
zero-turn mowers on the market. 

NO-NONSENSE HIGH PERFORMANCE 

Built as tough as the professionals who 
use them. Contact your local BOB-CAT® 
Distributor today and judge for yourself. 

GEAR DRIVE WALK-BEHINDS 
HYDRO WALK-BEHINDS 
ZERO-TURN RIDERS 

^ MADE WITH P R I D E IN T H E U N I T E D STATES OF A M E R I C A 
— © 2 0 1 0 Schiller Grounds Care. Inc. All rights reserved. 

www.lawnandlandscape.com/readerservice - #12 

http://www.lawnandlandscape.com/readerservice


MY Turf 

Relying on relationships 
B&L Landscaping has been around for a long time - more than three decades. 

The company, based in suburban Detroit, started like many in the industry, 
with a couple of push mowers and a truck. Today the company pulls in $6 million 
a year and employs more than 100 people in season, with divisions for landscape 
construction, maintenance and snow and ice management. 

It's no surprise that the economic downturn hit Detroit and its suburbs hard, and 
B&L's margins on landscape installations took a hit, too. 

To adjust, the company shifted its focus to more commercial and sustainable 
work - installing live roofs, rain gardens and bioswales - and reevaluated its re-
lationships with nurseries, growers and other suppliers to save money and enter 
niche markets. 

Dick Angelí, director of landscape construction, and Larry Yaffa, vice presi-
dent, say those relationships not only helped them enter those niche markets, 
they allowed them to. If B&L didn't 
have great rapport with places like 
Christensen's Plant Center - which 
let them hold more material longer -
and Reed Perennials - which custom 
grows plants for rain gardens and 
bioswales - the company wouldn't 
be in the markets it is today. 

Every business in the green indus-
try relies on its suppliers to succeed; 
you can't sell landscaping, mow turf 
or push snow without quality plant 
materials, mowers and plows. But in 
a tight economy, those relationships 
can become strained. 

Part of B&L's success is that it kept 
open lines of communication when payments from its customers slowed down. And, 
more importantly, Angelí and Yaffa realized that they weren't alone - that their 
suppliers were partners in their business, not just folks who grew plants. 

"We try to use the word 'team.' We're all in this thing together. People are starting 
to understand that. If we all want to stay in business, and move forward and have 
positive results, we need to work together," says Angelí. 

B&L is the subject of this month's cover story, "Business Breakthrough," on page 
34. That story is the first installment of 2010 Breakthrough, an ongoing series of 
success stories from the green industry. 

Each month, Lawn & Landscape and its sister publications serving the horticul-
ture industry - Nursery Management and Production, Greenhouse Management and 
Production, Garden Center and Golf Course Industry - will profile businesses that have 
found success by working across the industry. 

How are you working across the green industry to succeed in 2010? Send me 
your story at cbowen@gie.net or call 330-523-5330 and you could be featured in 
an upcoming issue of Lawn & Landscape. £) 
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We try to use 
the word 'team.' 

We're all in this thing 
together. If we all want 
to stay in business, and 
move forward and have 
positive results, we need 
to work together." 
- Dick Angell, B&L Landscaping 
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AMERICA'S BEST TRUCK 

C H E V Y S I L V E R A D O 4 x 4 I B E S T C O V E R A G E I N A M E R I C A 

M O R E S T A N D A R D P A Y L O A D T H A N F O R D F - 1 5 0 OR D O D G E R A M 
v ^ v 1 

FROM CHEVY - THE MOST DEPENDABLE, LONGEST-LASTING FULL-SIZE PICKUPS 

ONTHE ROAD' SEE A M E R I C A ' S BEST TRUCK AT CHEVY.COM 
fl 

'Dependability based on longevity: 1981-July 2 0 0 8 full-size pickup registrations. Silverado is a registered trademark and Chevy is a trademark of General Motors. C02009 General Motors. 
Buckle up. America! 



READERS' Forum 

OPEN-MINDED MANAGEMENT 
I hated to see all of the negative response 
from the sidebar "Shooting an Elephant" 
(October 2009). I am an avid hunter 
who feels no desire to hunt in Africa. 
However, I do understand game man-
agement. It is unfortunate that some of 
your readers took such great offense to 
the article. Hopefully these same great 
landscapers are managing their pest 
populations and weed populations with 
more of an open mind. It will be their 
loss to no longer receive your magazine, 
as it provides valuable business tools 
and insight. 

Wade Evans 
Owner 
Dreamscapes 
Baton Rouge, La. 

CHANGE CONGRESS' MIND-SET 
We always see news stories about how 
Congress wants to come down on con-

tractors who hire undocumented work-
ers. The funny thing is, in all my years 
of operating as a licensed contractor, 
neither I nor any of my colleagues has 
operated this way. 

What I do see a tremendous amount 
of in the market is the homeowner 
hiring these guys. I have seen so many 
projects that have been improperly 
conceptualized and implemented with 
the cheapest type of material and the 
weakest procedures, it really has come 
to the point of being pathetic. 

I sound like a broken record every 
time I am asked to evaluate these situ-
ations and yet I don't see any change in 
the public's perception of what a qual-
ity-oriented, tax-paying, job-creating 
entity provides. 

Congress wants to keep applying 
the burden on the contractor. They 
can't accept responsibility for the 
misguided bills they promote and the 

lack of enforcement of the laws that 
are in place. 

Until we manage to change the 
mind-set of these folks and make them 
understand that it is the public who is 
trying to avoid paying all of the taxes 
that are applied to the contractor and 
businesses, we as professionals will 
continue to suffer from both ends of 
the spectrum, from the undocumented 
worker and the cash-strapped public. 

Scott Korba 
Owner/operator 
SK Landscape Design & Installation 
San Jose, Calif. 

CORRECTION 
The location of Fallen Leaf Lawn & Yard 
Care, was incorrect in the October 2009 
State of the Industry Report. It is in East 
Haven, Conn., not Stamford, Conn. 

ACCURATE MEASUREMENTS. ONLINE. ANYTIME. 
FREE TRIAL www.goilawn.com/promo Enter Code: SPRING 

IUUiMMH 
siLAWN 
www.goilawn.com 
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Pinnacle Rubber Mulch. 
Works Hard. Plays Soft. 

As a decorative landscaping material, Pinnacle 
Rubber Mulch has the classic style of t radi t ional 
wood mulch w i th none of the weaknesses. 

• Resistant to wind, water, sunl ight 
• Reduces bug and rodent infestat ion 
• Does not decompose/ compress 

Apply once and eco-fr iendly Pinnacle Rubber 
Mulch does the rest, prov id ing years of plush 
and durable g round cover. 

As p layground safety surfacing, a 6- inch 
layer of Pinnacle Rubber Mulch wi l l cushion 
a child's fall f rom as h igh as 12 feet. 

• Will not cause splinters 
• Wheelchair accessible 
• Long lasting and low maintenance 

Wi th a variety of v iv id colorfast hues, 
Pinnacle Rubber Mulch brings an e lement 
of fun t o safety surfacing for playgrounds. 

PINNACLE Rubber Mulch 
Smarter Landscapes, Smarter Playgrounds. . . From the Ground Up. 
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EDITORS' NOTEBOOK III Reports from the road 

Sustainable leadership 
The second annual Green Industry Grad School educated attendees on how they could run their 
businesses better and introduced fertilizer research from the University of Florida, BY CHUCK BOWEN 

Nearly 50 lawn care and landscape contractors gathered 
in the hills of Sylacauga, Ala., in late December to attend 

the second annual Green Industry Grad School, presented by 
Agrium Advanced Technologies. 

The three-day event was held at FarmLinks, a golf 
course, conference center and research facility 
near Birmingham that Agrium co-sponsors with 
BASF and Toro. The event's speakers touched on 
how attendees could run their businesses better 
and introduced fertilizer research from the Uni-

versity of Florida. 

L E A D I N G IN LEAN T I M E S . M a r t y 
Grunder, who spoke twice at the 
event, told attendees that the cur-

rent economy was no reason they 
couldn't do great work. The key 
to succeeding, he said, was to 
make sure you treat your own 

people well and that you do better 
work than your competition. 

"Too many of us are going down the 
wrong road - looking for the silver bullet 
to shoot out of the gun," Grunder said. 
"If you want your people to treat your 

customers like kings and queens, it goes without saying that 
you have to treat them like kings and queens." 

Owners and managers should ask about their employees; 
be interested in them. How did their kids' soccer game go on 
Saturday? Did they do anything fun for their birthday? Do you 
even know it was their birthday? 

He asked if, as 2010 gets closer, if the audience had definite 
goals for their businesses, and solid plans for getting there. 
You don't need a lot - in fact, you just need two or three -
one for sales, one for improvement. Wandering isn't going to 
make anyone's business grow. "If you don't have some goals, 
get some," he said. "What's your Super Bowl? What does 
winning look like?" 

To keep employees motivated, remember you're both an 
owner and a team member. That means plowing snow with 
them or helping run a crew when you're short-handed. 

Jeff Korhan 

FERTILIZER UPDATE. John Cisar, turfgrass program coordinator 
and professor of environmental horticulture at the University 
of Florida, Gainesville, told attendees that their work manag-
ing turf is key to maintaining a healthy environment. 

"As fertilizer managers . . . we need to fertilize that turf 
properly. Fertilizer management and proper nutrition is a key 
to sustainability," Cisar said. 

To ensure healthy turf, he suggests these levels of nutri-
ents: 

• 2-3 percent nitrogen in the turf tissue; 
• 0.3 percent phosphorous; 
• 1 percent or greater potassium; and 
• Strive for a 2-to-l ratio of nitrogen to potassium. 
But that work is getting harder, Cisar said. Turf managers 

in Florida especially have faced increasing regulatory pres-
sure from all sides. Local governments have limited the ap-
plication rates of certain chemicals, instituted blackout dates 
and curtailed the locations where fertilizer can be applied. 
Contractors need to work with their local governments to 
educate them about the importance of healthy turf. "We can't 
even put phosphorous in levels that God would put it on in 
the rainfall," he said. 

WORKING ONLINE. The event's third speaker, consultant Jeff 
Korhan, spoke on the importance of developing an online 
presence for your company. Local businesses are well-posi- ] 
tioned to use the Web to connect with their communities 
and strengthen relationships with their existing clients. "Just 
having a presence puts you ahead of 50 
percent of your competitors. Doing it 
well puts you in front of most of them," 
he said. 

He suggests companies work on 
monitoring their brand online and learn 
the language of the Web. The more you 
can communicate on these kinds of 
platforms, the better. ® 

The author is m a n a g i n g editor 
of Lawn & Landscape. Send 
him an e-mai l at c b o w e n ® 
gie.net. 

Bryan Gooch, Agrium 
Advanced Technologies 
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ana more 
lawn care specialists, 
landscape designers 
and everyday 
greenies are saying: 
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Fine fescue is the turfgrass of 
the past, present and future. 
In a monostand or in a mixture with perennial 
ryegrass and Kentucky bluegrass, Chewings and 
creeping red fescues are right at home in home 
lawns, parks, town squares, schoolyards and 
other places people gather. These fine fescues 
are at ease around trees — which assists healthy 
turf in gobbling up CO2 and other emissions 
through photosynthesis and oxygen replenishing. 
Turf is a natural air conditioner that reduces 
temperatures and tempers, a dampener that 
absorbs sound, a filter that traps dust and keeps 
it out of big engines and little noses; and the 
root- and thatch zone is a water purifier. Water 
will percolate better through a turf rootzone 
than compacted soil, reducing the chance of 
standing water or erosion. 

Soil stabilization, air and water purification, 
stress reduction plus good looks — that's a lot to 
demand from a plant. Fine fescue's up to all that. 

Free 24-Page Booklet: 
Origin: Oregon Fine Fescue 

Call us — or download your PDF copy today! 

WSI 
Oregon Fine Fescue 

Commission 
Post Office Box 3366 5ÜSI 
Salem, OR 97302-0366 

503.364.2944 / fax 503.581.6819 www.oregonfinefescue.org 

Paid for by the Oregon Fine Fescue Commission, an agency of the State of Oregon 
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EDITORS' NOTEBOOK III Reports from the road 

Jeff Hodgson, Chicago Weather Brokerage president, outlines the risk mitigation benefits 
of CME snowfall contracts during an "Ask the Experts" session at New England Grows in 
Boston. The show drew more than 13,000 attendees this year. 

New England 
Grows sees 3 
percent spike 
in attendance 
Mother Nature cooperates 
to help more than 13,000 
industry pros take in new 
products, plants and ideas. 
BY YALE YOUNGBLOOD 

Cooperative weather and an enhanced 
education program teamed to boost 

New England Grows' 2010 attendance to 
13,044, eclipsing the 2009 turnout by 3 
percent. Landscape contractors, grow-
ers, retailers and educators joined more 
than 6 0 0 exhibitors for the conference, 
held Feb. 3-5 at the Boston Convention 
& Exhibition Center. 

This was the 18th anniversary of the 
Northeast's premier horticulture trade 
show, a conference with a definite 
landscape bent. Last year, a portion of 
the prospective turnout was missing as 
steady snow plucked away many contrac-
tors who also offer winter snow removal 
services. With mostly sunny skies, there 
were no such diversions this year. 

There were two other likely boons 
to attendance, as well. Some 100 of 
the vendors promoting products and 

MW e are a l l q u i t e 
pleased with this 

year's turnout and this 
year's show in general" 

Jon Ciffolillo, president, 
New England Grows 

services at the show were new to the 
event, meaning attendees had plenty 
of fresh products to enjoy. Also, show 
organizers put special emphasis on a 
solution-based educational program 
that featured 30-plus seminars led by 

noted speakers from all segments of the 
industry. Talks focused on innovation, 
emerging trends and research finds, as 
a "Who's Who" speaker lineup updated 
New England industry professionals on 
a gamut of plant-, retail- and landscape-
related topics. 

The 2 0 1 0 speaker roster included 
sustainability expert Tom Wessels, 
landscape specialists Craig Ruppert and 
Larry Weaner, trend expert Suzie Mc-
Coy, merchandising guru Pete Luckett 
and John Backert, director of horticul-
ture at Churchill Downs. 

The best-attended sessions included: 
"Living Walls: The Next Generation 
of Green Space," "Retail Merchandis-
ing: Mavens, Magic & More!," "Using 
Annual Color to Add Interest to the 
Landscape," "Great Plants for Challeng-
ing Conditions," and "Delivering Better 
Water Management with Sustainable 
Garden Design." 

Plus, for the first time, the event fea-
tured "Ask the Expert" mini sessions, 
during which extension personnel, uni-
versity faculty from around the country 
and GIE Media editors traded notions 
with show-goers at opposite ends of 
the convention center. The interactive 
learning opportunities drew a steady 
stream of visitors. 

GIE Media editor Mike Zawacki led 

"Building a Landscape Business During I 
Tough Economic Times" and "Maintain- I 
ing Quality Golf Course Conditions in I 
a Down Economy." Fellow GIE Media I 
editors Kelli Rodda ( N M P r o Magazine) I 
and Yale Youngblood (Garden Center I 
Magazine) discussed nursery and retail I 
matters, respectively. Jeff Hodgson, ] 
Chicago Weather Brokerage president, ] 
discussed CME snowfall contracts dur-
ing his talk, "Mitigating the Risk of Snow I 
Removal." 

"This is a unique event," said New I 
England Grows' president Jon Ciffo- I 
lillo, MCLP of Greenscapes, Taunton, I 
Mass. "Every year, thousands of green I 
industry professionals come to Boston to I 
experience New England Grows where 1 
they find the best new ideas, the finest 
networking opportunities and the most 
innovative solutions in the marketplace 1 
today. 

"We're all pleased with this year's I 
turnout," Ciffolillo said. 

New England Grows is an educational I 
partnership between the New England i 
Nursery Association, Massachusetts I 
Arborists Association, Massachusetts I 
Association of Landscape Professionals I 
and Massachusetts Nursery & Land- | 
scape Association. Its co-sponsor net- I 
work includes 40 allied green industry I 
organizations. ® 
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THE NEW TANKu S DIESEL ZERO-TURN RIDER - STEERING WHEEL CONTROL 
AND DIESEL DURABILITY LETS YOUR CREW CONQUER JOBS OTHERS CAN'T. 
With steering wheel control and a tough 31.2 HP* Yanmar® Diesel engine, the new TANK™ S 
Diesel Zero-Turn Rider is built to easily handle your rigorous commercial workload. Thanks 
to Synchro Steer™ technology, the TANK™ S Diesel delivers four-wheel steering for complete 
control - even on hills. And with the Select Cut System^ it delivers the consistent results 
that will impress both your customers and your workforce. 

To find your dealer or schedule a product demo, call 1 -866 -246-4971 . 

RESIDENTIAL I COMPACT TRACTORS I UTILITY VEHICLES I COMMERCIAL EQUIPMENT 

\Cu TJfSfïïWSL 
C O M M E R C I A I 

WE MEAN BUSINESS: 

as rated by engine manufacturer 
C 2010 Cub Cadet cubcadetcommerc ia l .com/ lawnandland 
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Combined PLANET events open to record attendance 
LAS VEGAS - PLANET'S combined 
Executive Forum and Summer Leader-
ship events, held in February, saw the 
installation of the association's 2010-
2011 board. 

Sabeena Hickman, PLANET's CEO, 
said the event - sponsored by Caterpil-
lar, Vermeer and John Deere - had 250 
registrants, and that the association 
sought "economies of scale" for its 
members, many of whom usually attend 
both events. 

As part of the meeting, the association 
installed its new board of directors, who 
start their 2010-11 terms May 1. David 
Snodgrass, president of Dennis' Seven 
Dees Landscaping & Garden Centers, 
Portland, Ore., was named president. 

"You have served the association 
well," Snodgrass said of outgoing presi-
dent Bill Hildebolt's tenure in the posi-
tion, citing his emphasis on increasing 
the industry's professionalism. "You are 
that professional. You've been a great 
example to our industry and to me." 

The board presented Hildebolt with 

a pin recognizing his year of service 
and two round-trip plane tickets to 
anywhere in the country. 

"On this journey, I've seen PLANET 
blossom into one of the biggest associa-
tions in the green industry," Hildebolt 
said. "It has been a great journey. I have 
truly received more than I have given." 

Snodgrass asked members to envision 
an association with 10,000 members, 
and what that would mean for the 
group's clout in Washington. "I've al-
ways believed that anything is possible 
if you think it and you give it attention," 
Snodgrass said. "So, hold on to that 
thought." 

He said PLANET - which formed in 
2004 when the Associated Landscape 
Contractors of America (ALCA) and the 
Professional Lawn Care Association of 
America (PLCAA) merged - still needed 
the legacy leaders from those organi-
zations to remain strong. "ALCA and 
PLCAA had magic. It was special . . . it 
set us apart and let us do amazing things. 
PLANET has its own magic." 

David Snodgrass (left) and Bill Hildebolt 

Snodgrass' goals for the coming 
year are to advance professionalism in 
the industry, grow the membership, 
re-engage with legacy leaders and give 
each of the association's specialty groups 
more of a voice. 

"My dad gave me two gifts - one was 
enthusiasm and the other was optimism, 
and I plan to bring both of those to 
PLANET," Snodgrass said. 

The association's 2010-11 executive 
board comprises: 

• David Snodgrass, president, Den-
nis' Seven Dees Landscaping & Garden 

liirf Aerator; 
OVER 
Sidewalks and 

1 Sprinkler Heads 
UNDER 
Trees and Overhangs 

AROUND 
Corners and Curves 
UP and DOWN 
Slopes and Berms 

NEW» 

Unique cam powered design punches cleaner, 
deeper holes in tough soil conditions. 
• Easy to maintain, reducing downtime. 

• Easy to maneuver around landscape 
features and control on slopes. 
• Five walk-behind models 22" to 30" 

• StepSavr™ sulky available. 
• EZ Haulr™ makes receiver hitch 

\ transport a breeze. 

PL855 Pro HD 30" 
Reciprocating 
Aerator with 

Hydrostatic Drive 

SOURCEONE 
O U T D O O R P O W E R E Q U I P M E N T 

888-418-9065 
See Equipment in Action at 

www.sourceonex.com 
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Centers, Portland, Ore. 
• Gerry Grossi, president-elect and 

secretary, Arbor Lawn, Lansing, Mich. 
• Bill Hildebolt, immediate past 

president, Nature's Select Premium 
Turf Services, Winston-Salem, N.C. 

Directors include: 
• Phil Allen, Brigham Young Univer-

sity Landscape Management Program, 
Provo, Utah 

• Michael Byrne, Hunter Lane, South 
Hamilton, Mass. 

• John Gibson, Swingle Lawn, Tree 
and Landscape Care, Denver 

• Norm Goldenberg, TruGreen Com-
panies, Memphis, Tenn. 

• Fred Haskett, U.S. Lawns of West 
and St. Charles County, Defiance, Mo. 

• Kurt Kluznik, Yardmaster, Cleve-
land 

• Jen Lemcke, WeedMan USA/Turf 
Holdings, Oshawa, Ontario 

• Chris Raimondi, Raimondi Horti-
cultural Group, Ho-Ho-Kus, N.J. 

• Barb Scheibe, WLCA, Waukesha, 
Wis. 

• Ken Taylor, John Deere, Cary, 
N.C. 

• Roger Phelps, Stihl, Virginia Beach, 
Va. 

Hickman said Executive Forum and 
Summer Leadership would also be com-
bined next year at Amelia Island, Fla., 
Feb. 16-20. - Chuck Bowen 

A walk in the woods: 
Johnson to hike the 
Appalachian Trail 
Brad Johnson was thinking recently 
about what he might do if he retired, 
and the first thing that popped into his 
head was to take a hike along the Ap-
palachian Trail. 

The Appalachian Trail stretches 2,100 
miles from northern Georgia to Mount 
Katahdin in Maine, and sees more hik-
ers quit than finish. Johnson, 56, plans 
to start in May, after his son graduates 
from high school, and finish well before 
Oct. 1, when the trail closes. 

New Holland launches contest to 
find the country's best landscaper 
RACINE, Wis. - One talented landscape contractor 
will win a New Holland skid-steer loader at the 2010 
GIE+EXPO show. 

New Holland Construction is sponsoring the 2010 Landscaper's 
Challenge, a nationwide contest to find the best design/build project of 
the year. A semi-finalist will be chosen each month from April through 
September. 

The grand prize winner will be selected from the semi-finalists and 
announced during the first day of the GIE+EXPO show, held Oct. 28-31 in 
Louisville, Ky. 

"New Holland has focused on the landscaping industry ever since we 
introduced our first skid steer in 1972," says Dave December, marketing 
manager for New Holland Construction. "This contest illustrates our deep 
commitment to the hard-working landscape contractors in the field every 
day. Our machine's life and carry capability are a great asset to any 
company's design/build operation." 

Each monthly winner will have their design/build project highlighted in 
an issue of Lawn & Landscape magazine and receive $250 worth of New 
Holland merchandise. 

The grand prize winner will receive a New Holland L170 skid steer loader 
worth more than $32,000. 

To enter, and for complete contest rules, visit www.lawnandlandsape.com 
and click on the Landscaper's Challenge logo. 
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View an interactive d e m o at i : J| 
www.ra inbird .com/WR2 _ 

Changing your fortune 
by changing your 
wireless rain sensor. 

T h a t ' s i n t e l l i g e n t . 

T h e N E W Rain Bird® 
W R 2 Wireless Rain 
Sensor: fast, o n e - p e r s o n 
instal lat ion. You don't 
have to be a wizard to save 
time and labor costs. The 
Rain Bird* WR2 Wireless 
Rain Sensor has a versatile 
mounting bracket, signal 
strength indicators on both 
sensor and controller interface 
and intuitive programming. 
Cutting installation t ime in 
half with a wireless rain sensor 
that stacks the deck in your 
favor. That's The Intelligent 
Use of Water.™ 

R a i n ^ B I R D 
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Cut Operating Costs - And Increase Profits! 
Steep hills, rocky areas, ditch banks, wet areas, 
roadsides and medians. Al l are time consuming to 
mow and trim - resulting in increased labor costs. 

Embark® Turf & O r n a m e n t a l G r o w t h Regulator 
^ ^ ^ can slow or stop the growth of turfgrass 

in these problem areas for up to six 
J ^ ^ L weeks - giv ing you time for other jobs. 

Don't cut profits, cut costs! 

E M B A R K 
Turf and Ornament'* 

^ 1 c o R p o n a t i o n 
\// Employa' Owned Company 

800-821-7925 
pbigordon.com/embark 

Embark®, is a registered trademark ot PBI/Gordon Corporation 
Always Read and Follow label Directions. 00782 
w w w . l a w n a n d l a n d s c a p e . c o m / r e a d e r s e r v i c e - # 1 9 

OUT Of OfOM"0" 
CAUTION 

NEWS 

"It's something I did all 
the time as a kid," Johnson 
says of his time spent hiking 
in the Rockies as a child. 

As part of the trip, John-
son is raising money for 
several charities, including Tulsa Habi-
tat for Humanity, the Salvation Army 
and Young Life Tulsa. He is also seek-
ing additional sponsors. His goal is to 
raise $100 ,000 - half as donations and 
half as matching funds from his own 
company. 

Johnson says that he's not worried 
about leaving his employees during the 
busy summer season. "If I've done my job 
right, they should do just fine." 

Besides, he says, he plans to leave the 
trail every few days to find an Internet 
connection, read reports and blog at 
www.at2010tulsa.com 

Donations are tax deductible, and 
customers who donate also receive a 
discount on future services. - Chuck 
Bowen 

Celmer retires from 
The Davey Tree Expert 
Company 
KENT, Ohio -Ken Celmer, 
senior vice president for 
the company's residential/ 
commercial services, has 
retired from The Davey 
Tree Expert Company ef-
fective Jan. 1. 

Celmer has held the position since 
2000. 

"Throughout the years Ken has been 
an employee of Davey, he has provided 
consistent leadership and commitment 
to the people working within the R/C 
service line and has been a valuable am-
bassador for the Davey Company within 
the industry," said Davey Executive Vice 
President Pat Covey. 

Celmer began his Davey career in 1971 
as an apprentice on the Indianapolis 
Power and Light account. He transferred 
to R/C services later that year and was 
promoted to positions of increasing re-
sponsibility for the residential division, 
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CONTRACTOR NEWS 

High Desert Landscape & Design 
has been selected for the 2009 Best of 
Las Vegas Award in the Landscaping 
category by the U.S. Commerce As-
sociation (USCA). 

Atomic Irrigation Santa Monica, 
Calif., completed an irrigation project 
at Fort MacArthur Air Force Base in 
San Pedro, Calif. The project included 
a new irrigation system design that 
saves money on water usage, protects 
existing investments and achieves sus-
tainable water management. 

Aquascape has acquired Aqua Rock 
Fountain Kit, Shakopee, Minn., a 
manufacturer of natural stone water 

including Indianapolis district manager, 
area manager for Midwest operations, 
operations manager, vice president 
eastern operations, vice president and 
general manager. 

Celmer is a former member of the 
board of trustees of the Cleveland 
Botanical Gardens and is a land man-
agement committee member for the 
Society for the Protection of New 
Hampshire Forests. 

Celmer is a graduate of Southern Il-
linois University with a bachelor's and 
master's degree in forestry. 

Briggs & Stratton 
introduces four new 
single-cylinder engines 
MILWAUKEE - Briggs & Stratton Com-
mercial Power has added four new 
Vanguard single-cylinder engines with 
gross horsepower ratings ranging from 
5.5 to 10 horsepower. 

The engines represent many new 
features specifically designed to address 
the top worksite challenges cited by 
end-user customers and OEMs: heavy 
dust, lack of regular maintenance, fil-
tration issues and oil dilution during 
transportation. 

During transport, engines are subject-
ed to vibration, which can cause fuel to 

bubbler fountain kits. 

Arborwell Ickes Tree Service 
Enviro Tree Service Integrity 
Tree Service The Tree Mann and 
Bozeman Tree Service have joined 
HMI's authorized member network. 

Houston-based wholesale nursery 
distributor Newton Nursery has 
announced new ownership. The 
nursery also changed its name -
paying homage to its roots - to The 
New Nursery. 

HighGrove Partners Austell, Ga., 
and Ed Castro Landscape Ro-
swell, Ga., received PLANET'S 2009 
Environmental Improvement Award. 

flow through the engine and into the oil. 
Fuel in the oil drastically reduces viscos-
ity, resulting in more friction, increased 
wear and shorter engine life. 

Vanguard engineers researched and 
created an integrated switch that simul-
taneously shuts off the ignition and the 
fuel. This patent-pending innovation, 
called the TransportGuard system, en-
sures that fuel stays where it belongs and 
helps eliminate fouled plugs, hydraulic 
lock, cylinder wash down and crankcase 
oil dilution caused by transportation, the 
company says. 

In addition to solving oil dilution 
issues, engineers designed each compo-
nent and integrated technology to raise 
durability and reliability standards, the 
company says. 

"Our approach to product develop-
ment is to stay connected to the custom-
er," said Dan Roche, marketing manager, 
Briggs & Stratton Commercial Power. 

Each area of the engine has been 
designed to address durability and 
reliability challenges. A high-mounted 
canister-style air cleaner has 27 per-
cent more filter area than competitor 
units, the company says. An all-metal 
fuel tank reduces emissions, saves fuel 
and is mounted directly to the engine 
block. And heat-treated PTO bearing 
races ensure long-lasting equipment 
performance. 

View an interactive demo at 4 | 
www.ra inbird .com/WR2 

Changing your fortune 
by changing your 
wireless rain sensor. 

T h a t ' s i n t e l l i g e n t . 

0 • -
4» * • 

or \ 

T h e N E W Rain Bird® 
W R 2 Wireless Rain 
Sensor saves precious 
wa te r . This revolutionary 
wireless rain sensor has 
programmable rainfall set 
points and a Quick Shut-Off 
feature that saves up to 35% 
on water usage. A reliable 
sensor signal transmits 
weather data to actively 
manage the controller's 
irrigation schedule. Producing 
lush, beautiful landscapes 
while conserving water. That's 
The Intelligent Use of Water.™ 

RAIN^BIRD 
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NEWS 

T-Zone herbicide receives 
New York and California 
registrations 
T-Zone Broadleaf Herbicide for Tough 
Weeds is now registered in California 
and New York. T-Zone use in New York 
is limited to one broadcast application 
per year and does not include Nassau 
and Suffolk counties. Introduced in 
August 2009, it is now registered in all 
continental states and Hawaii. 

T-Zone It contains triclopyr, sulfen-
trazone and phenoxies, which provide 
control of broadleaf weeds in cool-season 
turfgrasses. Weeds controlled include 
ground ivy, oxalis and black medic. 

L A N D S C A P E R 

Ariens acquires 
Kee Mower brand 
BRILLION, Wis. - Ariens has acquired 
the intellectual assets of the Kee Mower 
brand of products. 

The high-wheel walk-behind mow-
ers are used by rural property owners, 
landscape contractors and municipali-
ties to cut underbrush, remove heavy 
overgrowth of tall grasses or weeds, and 
conduct tight trimming around and un-
der structures such as fences. 

The company plans to sell Kee Mow-
ers under the Gravely brand of products 
available through independent power 
equipment dealers. 

"We plan to rationalize the product 
line-up with input from our dealers 
to ensure we have the right specifica-
tions for the market," says Dan Ariens, 
president. "Because production of these 
products stopped nearly eight months 
ago, we also will have to take some time 
to re-establish the supply chain." 

Ariens will produce the Kee products 
at its manufacturing facility in Opp, 
Ala. The company did not acquire any 
product inventory as part of the sale 
and, therefore, will not be able to fill any 
outstanding orders that may exist. 

Kee Mowers have a 50-year history in 
the outdoor power equipment segment. 
The products were most recently manu-
factured by Hoffco Power Equipment. 

• 9 6 " W i d e x 5 0 " H igh 
• A v a i l a b l e in 9 ' th rough 16 ' L e n g t h s 
• 1 6 - g a u g e C o r r u g a t e S t e e l s ides a n d f ront 
• 2 - p i e c e P e r f o r a t e d U p p e r R e a r D o o r s 
• Lever A c t i v a t e d D u a l A c t i o n G a t e 
• 4 8 " C u r b S i d e A c c e s s D o o r 
• 1 2 - g a u g e S m o o t h S t e e l Floor 
• K n o c k e d D o w n and P r i m e Pa in ted 

T A F C O Equ ipment Co . 
H w y 16 W e s t 
B lue Earth, M N 5 6 0 1 3 
(507) 526 -3247 
w w w . t af coeq u ip .com 
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Create Quick, Clean, and Deep Borders With This 
LABOR SAVING EDGER! 

LITTLE WONDER' 

Self-Propelled -
Cuts While Walking 

Forward! 

CREATES CLEAN EDGES FAST-
EVEN "S" CURVES - AT UP TO 
100'PER MINUTE! 

& High volume, commerc ia l edging 
c u t s - with more margin! T h e L i t t l e 

Wonder BedShaper^ makes it easy for your 
crews to work faster, saving t ime and money! 
Cut edges walking forward with the hydrostatic 
drive doing the work, a n d c o i l e d b o r d e r - r e f u s e 
means super-easy clean-up! You'll cut your 
labor costs a lmost as fast as you'l l cut 
professional, eye-catching borders! 

LITTLE WONDER 
P r o f e s s i o n a l s D e m a n d L i t t le W o n d e r . 
To F ind a L o c a l Dealer Cal l To l l -Free 

1 - 8 7 7 - 5 9 6 - 6 3 3 7 
w w w . l i t t l e w o n d e r . c o m 

1028 St reet Rd. • S o u t h a m p t o n , PA 18966 
©2010 Schiller Grounds Care, Inc. 
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Profile Products has named Scott ^ 
Schnitta market development 
manager. 

Joe Broyles has been selected by 
the New York State Turf & Landscape 
Association as its person of the year. 
Broyles, senior regional account man-
ager for Plant Health Care, will accept 
the honor at the association's spring 
meeting. 

Aaron Majors, of Cagwin & Dor-
ward in Novato, Calif., has passed the 
Certified Landscape Professional test 
and is nationally certified. 

BASF Professional Turf & Ornamen-
tals has added four new employees to 
its team effective immediately. 

Business Manager Brian Lish; 
strategic account manager for 
national golf, lawn and landscape, 
Derek Miller; and Senior Sales 
Specialists Chris Key and Jonathan 
Smith have been hired. 

Syngenta has named Dan Steltz 
market manager for lawn and land-
scape. 

Steltz will be responsible for all 
Syngenta marketing programs and 
initiatives for the company's lawn 
care, ornamental production and 
vegetation management customer 
groups. 

Brickman Group buys 
The Green Plan 
GAITHERSBURG, Md. - The Brickman 
Group has acquired The Green Plan, 
based in Broomfield, Colo. 

The Green Plan's two locations, north 
and south of Denver, will join Brick-
man's four existing branches in Denver, 
Englewood and Colorado Springs. Last 
fall, Brickman acquired Boston-area D. 
Foley Landscape. 

"I realized that in order to grow the 
company further, it meant either re-
tooling the business model completely 
or partnering with a larger company," 
says The Green Plan owner Jeff Pope, 
who acquired the business in 1996. 
"In my search for that partner, I found 
Brickman was the absolute best fit for 
my people and my customers. From a 
service perspective, it just made sense. 
Brickman's culture matches our own, 
and the company brings processes and 
resources that will enable my team to 
continue to grow, while providing un-
paralleled service to our clients." 

"We're excited to have the Green 
Plan's team join our Colorado op-
erations," says Mike Bogan, Brickman's 
senior vice president. "I am confident 
that Jeff Pope and his leadership team, 
working alongside our current Brick-
man team members, will help establish 

Brickman as the market leader and pro-
vider of choice in commercial landscape 
management in Colorado." 

Pope and his management team 
will remain in their current positions, 
continuing to serve existing clients, 
adding in Brickman clients and growing 
the market into the newest division of 
Brickman. 

Dynapac USA to become 
part of Atlas Copco sales 
organization 
COMMERCE CITY, Colo. - Effective 
Jan. 1 Dynapac, a company within the 
Atlas Copco Group, will become fully 
integrated into the sales organization for 
all Atlas Copco construction products 
sold in the U.S. market. 

The integration allows Atlas Copco to 
maximize efficiencies and manage costs 
by sharing its business structure with 
Dynapac, the company said. 

Over the long term, this means Atlas 
Copco and Dynapac customers will 
have access to more complete product 
lines and an extensive parts inventory 
and distribution system, the company 
said. 

The Atlas Copco companies sell 
construction, drilling, compaction and 
paving products. 
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View an interactive demo at i • £ 
www.ra inbird.com/WR2 ^ ^ 

Changing your fortune 
by changing your 
wireless rain sensor. 

That 's i n t e l l i g e n t . 

The NEW Rain Bird® WR2 
Wireless Rain Sensor 
increases revenue and 
p r o d u c t i v i t y . Every feature 
of this new wireless rain 
sensor helps you make more 
money. Whether a system 
upgrade or a new installation, 
the Rain Bird WR2 saves 
labor, provides new revenue 
opportunities and enhances 
your image as a water 
management expert. Staking 
your reputation — and your 
fortune — on a product that 
delivers every time. That's The 
Intelligent Use of Water.™ 

RA/M^B/RD 
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Exclusive Hydro Ground Transmission 
Our unique cross-porting system routes the coolest 
hydraulic fluid to the hydraulic pump doing the 
most work. For long life, our transmissions also 
feature a piston pump and internal wet disk brakes. 
And for performance, gear reduction drives were 
added to enhance torque to the drive wheels. 

Heavy Duty C-Channel Frame 
The C-Channel frames on the Z900 are rock-solid, 
indestructible foundations. And a redistribution 
of weight, from front to rear, including a cast-iron 
bumper, makes side-hill mowing a breeze. 

Our design philosophy? 

7-lron PRO Deck 
The only deck in the industry stamped from a single 
sheet of thick, seven gauge steel using four million 
pounds of pressure. The result? Superior strength, 
excellent airflow, and an industry best blade tip 
speed of 18,000 feet per minute. 

The New ZTrak™ PRO 900 Series 
W h e n w e sat d o w n t o design our n e w z e r o - t u r n mowers , w e had t h r e e goals in 
mind: m a k e it easier t o opera te . M a k e it s t ronger . And m a k e it m o r e product ive. 
The result is a mach ine t h a t excels in all t h r e e areas, w i t h fea tu res y o u w o n ' t 
f ind on any o t h e r m o w e r . See your John Deere dealer for a Z 9 0 0 d e m o n s t r a t i o n 
and ask a b o u t our W o r k It For A W e e k Guarantee . 

Accept Noth ing Less 



Common sense. 

C o m f o r t a n d C o n v e n i e n c e P a c k a g e 
This industry exclusive features built-in electronic 
controls embedded in the levers that allow you to 
raise or lower the deck as well as disengage the 
mower blades, all with the push of a button. 
Also, these ergonomically angled control levers 
come with thick padded grips for less fatigue. 

H e i g h t - o f - c u t A d j u s t m e n t D i a l 
Our exclusive HOC dial allows you to set the cut 
height with just the twist of a dial. The simple 
mechanical design ensures superior performance 
and long life. A transport lock keeps the deck in 
place when loading and unloading. And the cut 
range is 1.5 to 5.0 inches at K in. increments. 

M u l c h O n D e m a n d 
Need to mulch one pass and side-discharge the 
next? This patented deck allows you to do just 
that by simply pulling a lever from your seat. 
By shifting the lever to mulch position, the 
moveable gate closes off the discharge chute 
and the smooth moving baffles close off cutting 
chambers to maximize mulching performance. 

J O H N 

www.mowpro.com 
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Cash may not be obsolete, but it's 
clearly taking a back seat these 

days to those little plastic rectangles 
found in just about everyone's wallet or 
purse. For years, they consisted of just 
one type: credit cards. Now, a newer 
version, the debit card, is proving to be 
even more popular. While the two have 
similarities, there are some very impor-
tant differences to keep in mind. 

Debit cards' popularity can be traced, 
at least in part, to the catastrophic debt 
load that millions of undisciplined 
credit card users brought on themselves. 
Therein lies the principal difference be-
tween credit cards and debit cards. Each 
time you use a credit card, you are incur-
ring debt. You have a choice of paying 
off that debt in full each month, or you 
may pay it off over a period of time, plus 
(sometimes oppressive) interest. 

When you make that purchase with 
a debit card, you're using your own 
money, which is withdrawn from your 
checking account. This arrangement 
has proven attractive to those consum-
ers who lack the self discipline to limit 
credit card purchases to amounts they 
can pay off in full each month - no debt, 
no interest charges. 

Even if you aren't aware of it, there's 
a good chance you have a debit card in 
your wallet or purse right now, since 
many bank ATM cards are programmed 
to have debit options. While this may 
well be a satisfactory arrangement for 
many, the use of debit cards brings with 
it a number of important disadvantages 
that you should keep in mind. 

LESS PROTECTION AGAINST FRAUD. 
Consumer liability for credit card 
fraud is limited to $50. For example, if 

you notice suspicious charges on your 
credit card statement, the credit card 
company is obligated to investigate, 
provided you send in a written request 
within 60 days. 

On the surface, debit card fraud li-
ability is also limited to $50, but you 
must notify the bank within two days 
of noticing the fraudulent charges. Af-
ter two days, your liability increases to 
$500. After 60 days, your entire account 
balance could be at risk. 

Some, but not all, banks are adopting 
voluntary plans to limit customer liabil-
ity to $50. However, there is no federal 
law requiring them to do so. 

MERCHANT DISPUTES. I f there is a dispute 
regarding a purchase you make with a 
debit card, you are in a weaker position 
than you would be with a credit card. 
Since the merchant already has your 
money when you use a debit card, the 
merchant will keep that money during 
whatever time it takes to resolve the dis-
pute. It will only be returned when, and 
if, the dispute is settled in your favor. 

RISK OF EXPENSIVE OVERDRAFTS. When 
you use a debit card, it can be difficult 
to keep track of what you purchased un-
less you are diligent in recording each 
transaction in your checkbook. A single 
mistake on your balance can result in 
spending money you don't have, leading 
to costly overdrafts. 

Pressures on their bottom lines in 
this economy have caused many banks 
to institute an entire line of new and 
increased service fees. One of these is 
the fee for overdrafts. Many banks now 
charge $35 for an overdraft, even for 
a purchase of just a couple of dollars. 

That fee can go even higher for multiple 
overdrafts. So if you accidentally make 
two or more overdrafts, you'll be hit 
hard with those fees. 

NOT HELPING YOUR CREDIT HISTORY. 
When you use a credit card, transactions 
and timely payments are reported to the 
credit agencies, helping to improve your 
all-important credit score. Transactions 
and payments made through debit cards 
are not reported to the agencies, thus 
they have no effect on your credit. 

With credit scores carrying ever-
greater importance in your financial 
life, building good credit is critical in 
building a solid financial foundation. 
Responsible use of your credit cards can 
improve your credit rating. 

That, in turn, will improve your 
chances of obtaining favorable credit 
terms, low interest rates and low fees 
for automobile loans, mortgages and 
personal loans. Debit cards are no help 
in this regard. 

BOTTOM LINE. If you find it difficult to 
control your spending, if you have a 
history of running up large balances on 
your credit cards, paying minimum pay-
ments and incurring oppressive interest 
charges, you are a prime candidate for 
switching to debit cards. 

On the other hand, if you have the 
self-discipline to keep your spending 
under control, spending only enough 
that you are able to pay off the full bal-
ance each month, you may want to take 
a second look before using a debit card 
for your regular purchases. (E 

The author is a freelance writer based in Abington, 
Pa. He has 40 years experience in business 
management and financing. 
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New for 2010 
Timeless 

Value 
It h a s n e v e r b e e n m o r e 

i m p o r t a n t to ge t t h e m o s t 
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I n v e s t in D i x i e C h o p p e r ' s 

T I M E L E S S V A L U E a n d let 
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m a k e y o u m o n e y ! 

Introducing 
Dixie Chopper 's 
new entry- level 

commerc ia l mower , 
the M a g n u m 

Timely 
Financing 
O Q% A HI 

g In te res t ^ ^ J 
'Based upon cradit approval 

Sae local daalar for tarms and condit ions. 

DIXIE CHOPPER 
The World's Fastest Lawn Mower 

T o l e a r n m o r e a b o u t D i x i e C h o p p e r ' s T i m e l e s s V a l u e 
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NOTES from the Grunderground 

M A R T Y GRUNDER 
is a speaker, 
consultant and 
author, and also 
owner of Grunder 
Landscaping Co. in 
Miamisburg, Ohio. 
Reach him 
at marty@gie.net 
or via www. 
martygrunder.com. 

A fresh set of eyes 
There's been discussion among 

my business-owning friends 
about what this year will bring. 
Entrepreneurs are concerned, and 
rightfully so. Only recently has it 
seemed like the folks in Washing-
ton are paying attention to small 
business owners. We're told all the 
time how important we are, but 
actions speak louder than words. 
If you're like me, you just want 
government to leave you alone and 
let you run your business the best 
way you can. That's the founda-
tion to the free enterprise system. 
However, I might make you mad 
at what I'm about to say. 

Don't feel sorry for yourself or 
complain; it doesn't help. I feel 
all of us have an obligation to our 
families, our teams, our commu-
nities, our country and ourselves 
to do what we can right now to 
make our businesses better. You 
can't just sit back and wait for 
the economy to get better, you -
you - have to take some dramatic 
steps right now to improve your 
organizations and be ready for the 
recovery. In the next two years 
we're going to see our businesses 
doing a lot better and smart own-
ers are looking for ways to improve 
right now. Someone in Washing-
ton once said, "Never waste a big 
crisis." I agree with that when it 
comes to business. You need to 
examine your business, or better 
yet have someone else look at your 
business and tell you what they 
think needs improvement. 

I recently read a fascinating 
story in the The Wall Street Jour-
nal about Mary Ann Mauldwin, a 
57-year-old former middle school 
teacher who Roush & Yates Rac-
ing Engines hired five years ago 
to help improve their NASCAR 

team. You're probably wondering 
what the folks at Roush & Yates 
thought when they heard she was 
hired. What does a 50-something 
teacher know about NASCAR? 
I've been to several NASCAR 
races; they are an amazing lesson 
in branding, entertainment and 
business. Suffice to say, you don't 
see too many 50-year-old-teacher-
looking ladies at these races. But, 
the fact Mary didn't know a whole 
lot about NASCAR was the reason 
Roush & Yates hired her. 

We've become 
conditioned to 

our environments 
and need some 
outside help. 

Mauldwin's work with the 
NASCAR team has been incred-
ible. She has a degree in mechani-
cal engineering and English and 
was a successful operations man-
agement consultant before she 
joined Roush & Yates. She loved 
teaching young people so she did 
that for a while before getting into 
NASCAR. Sometimes help can be 
found in the strangest places. 

Here are some of Mauldwin's 
accomplishments: 

• She implemented a new parts 
inventory control system that has 
been 100 percent accurate after 
five audits; 

• She took what was a loser 
- old parts - and turned it into 
a lucrative profit center selling 
refurbished parts to other race 
teams and fans; and 

• She teaches operations man-
agement to 100 employees. 

I know many landscapers are 

NASCAR fans; I am. The sport is I 
fascinating. I have learned a lot I 
from watching them in action. It I 
seems to me that NASCAR, maybe I 
more than most other sports, I 
seems to have a holistic approach I 
to the sport. They just want to win I 
and will employ whatever tactic I 
they can to get better - even bring- I 
ing in former teachers who don't I 
know the difference between "a 
piston and a connecting rod," as I 
Mauldwin said in the article. 

It is a lesson that another set of I 
eyes on your business is always I 
good. Sometimes those of us with I 
all the experience can't see what's I 
possible. We've become condi- I 
tioned to our environments and I 
need some outside help. Instead, I 
what we need to focus on is getting I 
better. The more efficiently we I 
can operate, the more profits we I 
can put in our back pockets. Every I 
angle you can pick up is another I 
penny in the profit column. 

This month, find someone from I 
a different line of work to look at I 
your business. Maybe you could I 
talk to your local university's I 
engineering department and ask I 
someone to look at your operation I 
and make suggestions to improve I 
your processes. Maybe you could I 
ask a local successful warehous- I 
ing company to send their best I 
warehouse person to your shop I 
and consult with you on how your 
space could be better utilized. I 
Maybe you could ask your team I 
for help. 

It all boils down to wanting to 
get better and then not letting 
your ego get in the way. No one 
likes to be told they're not good 
at something; I know that. But 
if the truth helps, shouldn't you 
listen? © 
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PERSPECTIVE 

Live & Learn by L indsey G e t z 
f 

Leave it to the pros 
Steve Schrader started leaning on professionals 
and stopped leaving money on the table. 

Amistake Steve Schrader made 
more than two decades ago still 

has an effect on his company. 
Schrader, president of Bio Green, a 

Virginia-based lawn care and landscape 
provider started off focused primarily 
on residential properties. His partners 
did the company's books and taxes 
in-house, believing they were fully ca-
pable of handling these administrative 
tasks on their own. "We pretty much 
operated out of cardboard boxes and 
files, but we thought we had everything 
down," he says. 

Unfortunately, that wasn't the case. 
"Today, more than 2 0 years later, 
we're still shoring up the underpin-
nings of the company because of it. 
Things aren't as solid as they should 
be," he says. 

After six or seven years in business, 
the company was growing but there 
wasn't much to show for it. That's 
when Schrader got serious about find-
ing a good accountant. Shortly after, 
he also hired a part-time bookkeeper. 
But even after bringing in this new 
employee he was reluctant to relin-
quish total control of the company's 
payroll. That changed when his new 
bookkeeper asked if she could handle 
billing for the sprinkler department, 
which Schrader says was failing to 
perform to expectations. 

The company had been focused on 
the lawn care side of the business. 

"But with my bookkeeper taking over, 
within two years (lawn care) was mak-
ing as much as the (irrigation) installs," 
Schrader says. "I made her full-time 
and now I rely heavily on her for her 
expertise." 

Today, Schrader, whose business 
brought in $3.4 million in revenue 
last year, doesn't make a move without 
consulting his bookkeeper, accoun-
tant, and even his litigation and tax 
attorneys. He just wishes he had these 
professionals on board with him from 
the get-go. "It's frustrating to look at 
all the money that was lost or unac-
counted for," he says. "We paid too 
much in taxes and made other mistakes 
that lost us money." 

Many owners believe the expense 
of bringing in these business profes-
sionals isn't worth it, especially con-
sidering they won't always be needed. 
Schrader disagrees. "If you know a 
truck can handle 350 lawns but you 
have 450 lawns, you're going to buy 
another truck to grow your business 
- even though it will sit sometimes. 
You should look at these professionals 
the same way. They are another tool 
in your belt. Even though there will be 
times when they are unused, they are 
worth the cost in growing your busi-
ness. If you find professionals that have 
your best interest at heart, you will save 
so much money that it will easily make 
up for the cost of hiring them." 

Schrader 

Schrader adds that having hired 
professionals to handle finances has 
freed up his time. It's a fact other 
business owners should consider. "If 
you're a good landscaper, but you're 
also managing the financial side of 
your business, then you are torn be-
tween two time-consuming jobs," he 
says. "You need to be out in the field, 
training guys and ordering materials, 
but all the while pulling at your sleeve 
and taking away your attention is the 
fact that the checkbook is off by $50 
or that Mrs. Smith owes you a lot of 
money. Hiring a professional to handle 
that - and one who really excels at it -
not only frees up your time but benefits 
your business." For Bio Green, one 
of the benefits has been a high credit 
rating. "Today we have a great track 
record of making payments because I 
have someone in charge of that now," 
Schrader says. 

Learning the importance of having a 
bookkeeper and other professionals on 
staff was a painful but critical lesson, 
Schrader says. 

"There's no question that your busi-
ness will grow much faster if you have 
financial professionals looking out for 
you," he says. ® 

The author is a freelance writer based in 
Royersford, Pa. 
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TOOLS OF. 

7144 

DuPont™ GreenVista™ 
UnderAnchor Invisible 
Tree Anchoring System 
• Works completely underground to 

stabilize newly planted trees 
• No guy wires 
• No collars to girdle growing trees 

and no pressure points on trunks 
• Holds the tree by exerting gentle 

pressure on the top of the root ball 
79153 

7143 

Duckbill Root Ball 
Anchor 
• Ideal for parks & playgrounds 
• Only tree protrudes above ground 
• Reduces maintenance 
• Eliminates girdling 
• Poses no tripping hazard 
• Provides no mowing obstacles 
• Use with trees up to 3" in diameter 

Tecnu Extreme® 
Poison Ivy Scrub 
Free With 
Every Order! 
FREE 4 oz. tube of 
Tecnu Extreme 
Poison Ivy Scrub A 
with every order A 
from this brochure! 
Limit one per order. ^ ^ ^ 

79154 
Root Ball 
Anchor 



Save 10% 
O n everyth ing! 

100/0 FORESTRY 
6829 

King of Spades 
Balling Spade 
• 11-1 /21 x 5-1/2 "W Blade 

is serrated on one side 
and sharp on the other 

• Welded alloy steel tubing 
has no rivets, sharp edges 

• 2 7 - 1 / 2 1 D-grip handle 

69053 
Balling Spade 

$ 7 7 0 0 

6638 

King of Spades 
Diamond Point & 
Straight Spade 
• 13 L blade; 7-1/2"W at 

top; 6 -1/2"W at bottom 
• Rubber foot pad included 
• 27" L Handle 

6907 

ArborTie® 
• polypropylene materials 

with an exclusive weave 
• Won't cut into tree bark 
• Doesn't unravel like rope 

or string 
• Break strength: 900 lbs. 
• Color: Green 
• 3/4" Wide 

ArborGard+" 
Tree Trunk Protector 
• Find it at 

forestry-suppliers.com 

79138 79136 79137 69176 69179 69177 69178 
100' Roll 250' Roll 3,000' Roll 2"x 24" 3"x 12" 3" x 24" 5"x 28" 
$ 1 9 5 0 $ 3 7 5 0 $3600 0 | I $5300 $2265 s3525 $6925 

69051 
Diamond 

Point Spade 

69050 
Straight Blade 

Spade 

$89°° $89°° 
6853 

Power Planter® 
Earth Augers 
• Drill holes in all types 

of soils 
• 1/2"shank 

(3/8" on 69179) 

6640 

DIEHARD™ 
Mycorrhizal 
Transplant 
Inoculants 
• An 8 oz. bag treats 8 

1-gallon containers 
or 2 caliper inches 
of a tree or shrub 
92962 

20-8 oz. bags 
$ 1 1 2 9 5 

1618 
Forestry 
Suppliers 
Landscaping 
Tablets 
• For 1-gallon size plants 

and larger nursery stock 
• 500 21 gram Tablets 

92959 
Landscaping 

Tablets 

7013 

Green Lawnger™ 
Turf Colorant 
• Restores green color to 

dormant or discolored turf 
• Control color shade by the 

amount applied 
One gallon covers 4,000 to 
12,000 square feet 

77006 
1 Gallon 

77007 
Í 2.5 Gallons 

$5695 $ 1 3 2 5 0 

6651 

Mulch Magic® 
• 1/2 Gal. Jug 
• Bring the color back to 

faded mulch 
• Mixing 3 to 4 oz. of Mulch 

Magic® in a gallon of 
water will treat 200 to 
400 square feet of mulch 

77000 
Bright Brown 

77001 
Dark Brown 

77002 
Red 

$335( > $335 

28 1-800-647-5368 0 www.forestry-suppliers.com/promo/landscape 

http://www.forestry-suppliers.com/promo/landscape


îe 24/7 
FORESTRY SUPPLIERS 

S a v e 10% 
O n everyth ing! 

Telescopî  

1791 

Barnel® Ultra 
Reach® Pruners 
• Cuts up to 5/8" in dia. 
• With interchangeable 

pruner and pruning saw 
• Self-oiler, aluminum 

construction, shock 
absorbing spring, and a 
comfortable handgrip 

L 

* 
81170 

5' Pruner/ 
Pruning Saw 

81160 
6-10' Pruner/ 
Pruning Saw 

$5995 $10850 

8345 

Barnel® 
Ultra Reach® 
Telescopic 
Lopper 

1-1/2" Cutting Capacity 
Extends from 6' to 8' 
Lightweight extruded 
aluminum construction 

81169 
Telescopic 

Lopper 

$1099C 

C O R O N \ 

3755 

Corona® 12' 
Compound Action 
Tree Pruner 
• Die-cast zinc alloy head 
• 15" Fully heat-treated, 

Teflon™-coated steel saw 
1"dia. cutting capacity 

• Lightweight fiberglass 
pole telescopes to 12' 

81155 
12'Tree 
Pruner 

$4675 

4T 
JAMESON 

j r 

3787 

Jameson 
Telescoping 
Pole Saw Package 
w/Saw & Pruner Kit 
• 6 ' to 12'Double Lock® 

Telescoping Pole with 
female ferrule 

• JA-14 Pruner with 
adapter and rope 

• One 13"Tri-Edge saw 
blade with pole saw 
casting and adapter 
80159 

Telescoping 
Pole Saw 
Package 

$ 1 4 2 5 c 

PflCo C O R O N \ C O R O N \ C O R O N \ 

1786 

Felco® Model 2 
Hand Pruner 

1795 

Corona® 
Ergo-Action 
Hand Pruner 

1739 

Corona® 
13" Pruning Saws 

1742 

Corona® 
1" Folding Saw 

81130 
Model 2 

$ 4 2 ^ 0 

81125 
Model BP3640 

$169 5 

81262 
Plastic Handle 

81272 
Wooden 
Handle 

$2495 $2495 

81269 
T Folding Saw 

$ 2 Q 2 5 

ffïcô C O R O N \ 

7014 

'786 tfTJlfc 

Felco® 
Hand Pruners 

Corona® 
StrataShear" 
Bypass Loppers 

6563 

Lesche™ 
Digging Tool 

Leather 
Sheath/Holster 

81126 81127 
Model 160S, Model 160L, 

7.9" L 8.7'L 
$ 2 7 9 5 $ 2 7 9 5 

79052 79077 
2-1/2 "cut, 2-1/2 "cut, 

26 "long 32" long 
$5675 $5Q95 

33488 
T x 1-3/4" 

blade 
$4"|25 

57386 
Leather 

Pruner Holster 
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Save 10% 
O n every th ing ! FORESTRY SUPPLIE! 

F / l 

D.B. Smith Field King7 

Deluxe Sprayers 
• Positive, palm-activated 

trigger with lock 
• In-line poly filter protects 

trigger and nozzle from clogs 
• Viton® gaskets and seals 
• 24" Long spray wand 
• 50" Reinforced hose 

13398 
4-Gallon 
S 7 6 9 5 

1839 

SPO® Triple Function 
Backpack Sprayer 
• 4-gallon capacity 
• Triple Function Pump™ safely 

provides higher pressures to 150 psi 
• Large 6" tank opening 
• Ergonomic pump handle 
• Brass spray wand with 42" hose 
• Adjustable nozzle stream to a mist 

13699 
4-gallon 

$16995 

soto 

1854 

Solo® 454, 456 & 457V 
Hand-held Sprayers 
• Spraying pressure up to 45 psi 
• Viton® seals and 0-rings 
• High-density polyethylene tank 
• Multifunction safety valve to relieve 

excess pressure 

13396 
Model 454, 

1 gallon 

13384 
Model 456, 
2.25 Gallon 

13397 
Model 457V, 

3 Gallon 

$3550 $ 3 9 5 0 $4595 

SP Systems® Industrial 
Hand-held Sprayers 
• Designed to spray for over 10 

minutes with only 40 pump strokes 
• High-grade Viton® seals throughout 
• Heavy gauge 20" brass wand with 

adjustable nozzle 
• Working Pressure: up to 120 psi 

13251 
1-Gallon 

13252 
2-Gallon 

$6595 $6895 

18025 
Sideswipe 

Pro 
$ 3 ß 5 0 
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7193 

Chapin ProSeries™ 
Backpack Sprayers 
• 4-gallon capacity 
• Viton™ seals, 20" poly wand, 48" 

hose, brass nozzle, multi-use nozzle 
tips, 4" wide filtered tank opening, 
and padded shoulder straps 

13327 
Piston 

13328 
Diaphragm 

$ 7 3 5 0 $ 7 5 9 5 

Sideswipe® Pro 
Herbicide Applicator 
• Selective application of herbicides 
• Wets evenly without drift 
• Top shield protects desirable plants 

and shrubs during application 
• 32 oz. (1 liter) reservoir handle 
• 1,800 sq. ft. coverage area 
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Save 
SUPPLIERS On everything! 

1935 

Model 3100 
Shoulder Spreader 
• 40 lb. Capacity 
• Lays 8 - 1 2 ' s w a t h 
• Criss-cross shoulder straps provide 

even, steady, comfortable support 
• Bottom support plate spreads load 

evenly across your lower abdomen 

2113 

EarthWay® Model 3200 
Shoulder Spreader 
• 25 lb. (17.3 liters) Capacity 
• Rustproof poly hopper and chassis 
• The fully enclosed high-speed gear 

box with zinc-plated steel axle 
provides years of trouble-free use 

4339 

Spyker® Model 98 
Stainless Steel Spreader 
• 110 lb. Capacity 
• Stainless steel hopper, enclosed 

metal gears, a one-piece welded 
stainless steel frame 

• 5/8"solid stainless steel axle 
• 13" x 5" pneumatic tires 

68993 
Model 98 
Spreader 

$ 4 3 4 o 

69013 
Model 3200 

Spreader 
$8395 

69009 
Model 3100 

Spreader 
$ 1 1 4 5 0 

4467 

Razor® Pro 
Herbicide 
• 41% Glyphosate Isopropylamine 

Salt (Compare to Roundup® Pro) 
• Ideal for use in post-emergent 

weed control in industrial sites as 
well as forestry, turf, vegetation 
management, and ornamental areas 

8333 

High Rise Telescoping 
Sprinkler 
• Sprinkler head has 3/4" NPT 

connection to base 
• Mounted on a three-legged 

telescoping tripod which reaches 
a height of 58" with coverage up to 
8,500 sq. ft. at 90 psi 

6648 

Treegator® 
• Reinforced, UV treated 

10 mil polyethylene 
• One holds 20 gallons 

and drips 6 to 10 hours 
• Fits tree 1"- 4" in dia. 
• Heavy duty nylon zippers, polypro 

straps, and heat sealed edges 
• 5 Year Warranty, Made in U.S.A. 

17121 
2-1/2 Gallon 

Container 

Cannot be sold 
in CA, MA, VT, WA. 
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Save 
On everything! FORESTRY SUPPLIERS 

Shop Oi 

5 1 1 9 0 0 

$167°° 
94700 

94703 

94701 

94704 

94702 

94706 

93810 
Polymer 

Tongue Box 

3744 
Water Cooler Rack 
• Accommodates most 

standard size coolers 
• Straps included 
• For open or enclosed 

trailers 

Gas Can Rack 
• Holds one 5-gal. or two 

2.5-gal. polymer cans 
• Strap included 
• For open or enclosed 

trailers 

3744 
Trimmer Line 
Spool Bracket 
• Holds one 3 lb. spool 
• For open or enclosed 

trailers 

3744 
Hand Tool Rack 
• Holds up to six straight 

handle tools 
• Rubber grommets 
• For open trailers 

94705 

Polymer Trailer 
Tongue Box 
• High-density polyethylene 
• Integrated hinge and a 

zinc-plated hasp latch 
• 18"x 20" x 36". 

3744 

Landscape 
Trailer Accessories 
• Secure a variety of tools and equipment to your trailer! 
• Constructed of heavy duty black powder-coated 

steel and include mounting hardware 
• Made in the USA. 

3744 
Lockable 
Trimmer Rack 
• Holds three trimmers 
• For open trailers 

3744 
Multi-Rack 
• Secure your trimmers, 

chain saws, or blowers 
• Rubber straps included 
• For open or enclosed 

trailers 

3744 
Backpack Blower 
Rack 
• Rubber strap included 
• For open or enclosed 

trailers 
• Not for STIHL® BR400 
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FORESTRY ^ SUPPLIERS 

3718 

Professional 
Distance Measuring 
Wheels 

35013 
Model MP301 

$10375 

team t e a m 

19 Q 

6024 

Oak-n-lvy® Tecnu® 
Cleanser 

25330 
12 oz. 

25328 
32 oz. 

$Q95 $-jß50 

OELVEX 

1567 

Rubbermaid® 
Water Coolers 

31137 
5-Gallon 

31138 
10-Gallon 

«SS50 $6895 

r S I 

f V T 
6002 

Sun-X SPF 30 
Sunscreen 

25301 
50 Towelettes 

$ 3 1 9 5 

2055 

Elvex® Trix 
Safety Glasses 

23287 
Clear Lens 

23288 
Gray Lens 

$ 2 7 0 $ 3 0 5 

8049 

Professional 
Tool Sets 

67202 
148-Piece 

67220 
170-Piece 

S 9 9 9 5 $ 1 1 7 5 0 

2058 

Plant Stress 
Detection Glasses 

23380 
Plant Stress 

Glasses 

$ 2 4 9 5 

Fluorescent Plain 
Vinyl Wire Stake 
Flags 

33506 
Orange 

33507 
Pink 

$ 5 4 0 $540 

5751 

"Rite in the Rain"® 
Copier Paper 
• 8-1/2" x 11" 

49247 
Pack of 200 

$2895 
1 

8559 

Heavy-Duty Hand & 
Surface Cleaner 

33313 
Cleaner Wipe 

$-j295 

OELVEX 

4204 

QuieTunes™ 666R 
Radio Earmuffs 

94126 
Rechargeable 

AM/FM 
S Q 6 9 5 

II 
8242 

Rust-Oleum® 
17 oz. Inverted Tip 
Marking Paint 
• Additional colors available 

57149 
Safety Red 

57151 
Fl. Orange 

$ 4 7 0 $ 4 7 0 

93329 - M ^ J « t 

8284 

CARB Compliant 
No-Spill® Fuel Cans 

93329 
2.5 Gallon 

93330 
5 Gallon 

$ 1 9 9 5 S3095 

S P 

3485 

Elvex® Blue™ 
PVC Earplugs 

94167 
With Cord, 

Box of 100 pr 

94129 
Without Cord, 
Box of 200 pr 

$26^5 $2495 

8347 

Barnel® 
Spring Bucket 

35980 
22" x 26" 

$ 3 1 9 5 

7009 

AMS One-Piece 
Step Probe -

77636 Step 
Probe 

$ 7 1 4 0 
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2128 

Green Garde® JD9-C 
High Pressure Spray 
Gun and Root Feeder 
• Maximum Spraying 

Pressure: 1,000 psi. 
• Stainless steel construction, 

chemical-resistant Viton® inner 
seals and a fully adjustable nozzle 

• Heavy-Duty Root Feeder penetrates 
the tree's root zone up to 10" deep 

13617 13615 13618 
JD9-C Flooding Optional 

Spray Gun Nozzle Root Feeder 
$ 1 4 4 9 5 $ 2 Q 5 0 $ 2 5 9 9 5 

FORESTRY SUPPLIERS 

2125 ^ 

Arbor Care 15-8-4 
• Provides a continuous steady source 

of slow release nitrogen from 
methylene diurea (MDU) along with 
soluble, non-chloride potassium 

• Extends three to six months 
depending on the soil and climate 
conditions 

• No danger of phototoxicity 
• No special agitation is needed 
• Compatible with fungicides, 

herbicides and insecticides 
92909 

2-1/2 Gallon 
$ 4 Q 9 5 

2126 

Autumn Care 6-12-12 
• Provides a high ratio of Phosphorus 

and Potassium in solution for fall 
fertilization of trees, ornamentals 
and vines 

• Contains 40% Slow Release 
Nitrogen (MDU - methylene diurea) 
with an extremely low salt index 

• Compatible with fungicides, 
herbicides and insecticides and 
can be mixed and sprayed in one 
application. 
92910 

2-1/2 Gallon 
$4595 

Save 10% On Your Order! 
USE THE KEY CODE IN THE YELLOW BOX WHEN ORDERING! 

Use this number 
when ordering to 

redeem your 
10% Discount! 

1 1 M 

FREE 
Tecnu Extreme® 
Poison Ivy Scrub 
Free With 
Every Order! 
FREE 4 oz. tube of 
Tecnu Extreme 
Poison Ivy Scrub 
with every order 
from this brochure! 
Limit one per order. 

f f i — 

Wim. 

Attention Resellers! 
Join our network of wholesale dealers! 
Peco Sales, the wholesale arm of Forestry Suppliers, 
is seeking new retail dealers. Open your customers to 
a vast selection of top-quality equipment and gear at 
discounted prices and great terms! 
Call 800-346-6939 or visit pecosales.com 
for your dealer info pack! PECOSales.com 

Guaranteed Pricing! 
10% Discount Offer Valid 

Through 12/31/2010 
Your source for 

professional quality 
gear & equipment! 

800-647-5368 

A Forestry Suppliers, Inc. 
• www.forestry-suppliers.com 

Placing Orders 
For all orders we must have the 5-digit stock number, the 
quantity desired, your phone number and bill-to/ship-to 
addresses. Shipping and insurance charges are extra. 
Orders shipping to Mississippi addresses add 7% sales tax. 
All orders are subject to acceptance by Forestry Suppliers, 
Inc. Discounts valid through 12/31/2010. Availability, prices, 
changes in design, style or specification is subject to change 
without notice. Errors or omissions are subject to correction. 
For current specifications and pricing, visit our web site. 
Special promotions and offers cannot be combined or used in 
conjunction with any other promotion or offer from Forestry 
Suppliers, Inc. 
© 2010 Forestry Suppliers, Inc. All rights reserved. 

Printed in U.S.A. 

See the Big Picture! 
Get our Big Book with over 700 
pages of tools & toys for every pro's 
toolkit. Call 800-360-7788 today! 
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INSIGHT///Trends and statistics to give you an edge 

ROBIN WHITE-MOORE is president of Moore 
Motivation, Columbus, Ohio. She can be reached at 
rmoore@gie.net or through www.mooremotivationllc.com. 

Horse - and business - sense 
In 2007, I spent some time in Quito, problems, leaving us to deal witl 

Ecuador. While there, mv sister and I are some steps to focus on to I Ecuador. While there, my sister and I 
went on a horseback ride in the Andes 
Mountains. I had not been on a horse in 
more than 18 years and I was nervous. I 
got an old, stubborn horse called Buck. 

Before I hopped on, I had a talk with 
Buck. I whispered in his ear "OK, Buck. 
I just want to get back to this stable 
alive," patted him nicely and hopped 
on. We were going to be on a narrow 
cliff that had an edge with a 3,000-foot 
drop or more. 

We stopped for a moment to take 
a break and the guide told us that the 
horses are so conditioned to these paths, 
they wouldn't even need a rider to show 
them their way since they have been do-
ing this for years. They do the same thing 
every day, so they could get themselves 
back to the stable without help if they 
needed to. 

Many of us have been faced with an 
employee like Buck from time to time. 
We condition him on the skills to per-
form day in and day out, year after year. 
We train people so much that they can 
do their jobs without us pulling their 
reins to get them to respond. 

Often, there are employees who we 
feel we are fighting against. They kick, 
buck back, don't get along with the 
others, then run away and create more 

problems, leaving us to deal with it. Here 
are some steps to focus on to prevent 
those negative situations: 

BOND WITH YOUR PERSONNEL We need 
to take the time to get to know all em-
ployees, even if they are stubborn. We 
spend eight hours a day with them and 
we expect a lot out of them. 

When recruiting, ask situational 
questions. Put candidates in a scenario 
to find out if they can solve problems, 
make decisions and think on their feet. 
After all, this is what we want them to 
be able to do on their own. Don't ask 
them what their strengths are. Make 
them show you. 

Once they're your employees, if they 
continue to be stubborn, have a talk. 
Praise their good points. Hold them re-
sponsible for their negative behaviors. 

SHOW THEM THE WAY. Talk to them. 
Train them. Track their progress. You 
shouldn't have to be by their side every 
step of the way for them to perform at 
their highest level. If you feel they aren't 
doing what you expect of them, you 
have to pull back on the reins a bit and 
regroup. You are creating leaders. 

EXPRESS YOUR EXPECTATIONS. Face 
your challenges, whether they are your 

people or communication mishaps -
you cannot assume your staff thinks 
like you do. Have productive meetings 
to see the vision of your managers and 
communicate effectively with the entire 
company. Everyone needs to see the vi-
sion to reach it. 

REAP THE REWARDS. Happy employees 
will give you happy results. The most 
important factors that most people want 
from their work are to feel a sense of pur-
pose and to feel understood, respected 
and that they are heard. 

What are you doing on a daily basis to 
promote this? 

CONCLUSION. You put your most impor-
tant decisions in the hands of your staff 
on what feels like a cliff with a 3,000-foot 
drop. Some days you feel like you are 
walking on the edge with them. Other 
days you have confidence they can make 
it back to the stable on their own. 

As for my ride with Buck that day, 1 
talked with him and praised him. Every 
once in awhile I had to tug him to get 
back on the right path. We did fine that 
day and I made it back to the stable 
safely. I realized we can condition even 
the most stubborn employees. We may 
not be able to change them, but we can 
have a fun and successful ride. ® 
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INTERVIEW 

Jim Calhoun left the high-tech world 
30 years ago, started his own one-man 
landscape lighting business and never 
looked back. 
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By Chuck Bowen 

30 years in the tech industry laid the 
foundation for a successful foray into 
landscape lighting for Jim Calhoun. 

After three decades in the semi-
conductor industry, Jim Calhoun 

started his own one-man landscape light-
ing business. Since 2003, he's been the 
owner of Northern Lights in Mountain 
View, Calif. Lawn & Landscape caught up 
with him to talk about what he's learned 
about dealing with clients and selling 
projects after 30 years in the technology 
industry and how he uses that to stay 
successful in the green industry. 

Where did you work and w h a t did you do 
there? 
I worked in the semiconductor industry, 
specifically in quality control. I did that 
for just shy of 30 years. Back then, Intel 
was in the adventure of the microproces-
sor. A semi conductor is basically the 
heart of the computer age that we live 
in. I worked for several companies: 10 
years at Intel, 13 at DuPont and then a 
few startups in between. 

Describe a typical day a t Intel or DuPont. 
A typical day was meetings. Planning 
strategies, dealing with minute prob-
lems. In quality control, my job was to 
address the quality issue internally, but 
also externally with our clients, with 
our customers. I would be in a room 
with unhappy clients most of the time, 
because they didn't call me in to tell me 

everything was running right. Or that 
they wanted to move in a new direction, 
or a new specification. 

At the other end, I would don a smock, 
go inside a clean room, peer into a mi-
croscope and look at a particular prob-
lem at a micron level. It's smaller than 
a hair. Down to the tenths of microns. 
It's small stuff. 

W h a t prompted the move f rom DuPont 
t o the landscaping industry? 
I didn't have a pension plan, and felt that 
I was going to have to fend for myself in 
retirement. I wanted to go into business 
for myself to hedge my bets. In 2002 I 
started to do some work in the landscape 
lighting business. In 2003 I got laid off. 
I was smiling because I never would 
have pulled the trigger and started my 
business. God closes one door and opens 
another, you know? 

How did you start? 
My wife was a landscape designer. She 
was going to a class in San Diego, and 
didn't understand the math, the volt-
age, whatever. We went down there. It 
was all the math and controls and the 
design, too. This stuff is fun. I started 
reading, buying some fixtures and aim-
ing them around, finding people who 
need this stuff. 
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In t h i s neighborhood 

PERFECTION 
is the only acceptable 

RESULT. 
That's why I use 
4-Speed™ XT. 

With contracts for many of the world's most famous mansions, Eric Larson faces customer expectations 
that are as high as the real estate prices. So when ground ivy, clover and other tough weeds started showing 
up, he turned to 4-Speed XT. Its combination of four active ingredients makes weeds 'Deader. Faster.' 
For more on 4-Speed herbicide brands, and more of Eric Larson's story, go to www.nufarm.com/us. 

t \ 
Nufarm 

Better Choices. Better Business. www.nufarm.com/us 

© 2010 Nufarm. Important: Always read and follow label instructions. 4-Speed ™ is a trademar- www.lawnandlandscape.com/readerservice - #28 

http://www.nufarm.com/us
http://www.nufarm.com/us
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BETTER RESULTS 

Calhoun: "When I push the switch, the 
lights turn on, there's a pause and then the 
customer says 'Wow.'" 

Semi conductors seem like a wor ld 
away f r o m landscape l ighting. H o w are 
the t w o jobs d i f ferent? 
Not at all. In one sense, they're differ-
ent. One is outdoors, one is subject to 
the elements. It's a lot less stress. It's a 
lot simpler than other things that I've 
been in. The things that are alike is 
that my understanding of the client is 
light years ahead of my competition's 
understanding of the client. I work by 
myself, and by the time I leave, I know 
where the hidden key is, I know where 
the cats are, the kids; everybody knows 
me. Sometimes they give me hugs when 
I come back. It creates a tremendously 
great environment. 

I learned how to dance in front of the 
| clients, not over-commit, to be reason-

able but show responsiveness. It has 
really taught me to under-commit and 
over-deliver. 

It's the opposite with my competi-
tion. Those client skills are why I'm 
successful today. 

Also the attention to quality: I don't 
just take the manufacturer's word for it. 
I get out the microscope, so to speak. I 
look at the product and the method of 
installation. I look at it in great detail. 
They appreciate the obvious effort and 
the care I put into their lighting system. 
That came as a direct result of the years 
of quality control. 

What skills or lessons did you bring 

f r o m t h a t career t h a t benef i t you as a 
contractor? 
The most valuable thing is my inter-
active skills with the client, because 
it parallels exactly when I went to a 
client. We have a product that we're 
going to sell you, the quality level that's 
required, and being easy to understand 
without boring them to death. I'm sell-
ing myself - 'Hey. This guy knows what 
he's talking about.' Giving them that 
feeling without being condescending. 
Responsiveness. All those things came 
out of interacting with the customer in 
my previous work. 

Now, I do a lighting demonstration. 
It's much like a presentation, but in-
stead of standing up at the front of the 
boardroom and using a slide show, I'm 
standing out in front of the customer 
and I'm holding a remote control of my 
lighting system. I have the sensitivity to 
understand where their interests lie. I 
know how to shut up. You might not be 
able to believe that, but you're not my 
client. [laughs] 

Do you miss t h a t l ine of work? 
Zip. This is immediate gratification. 
When I push the switch, the lights 
turn on, there's a pause and then the 
customer says "Wow." And I break out 
in goose bumps. 

In quality control, I was either dodg-
ing bullets or heavily stressed to create 
something out of nothing. And qual-
ity programs sometimes ran for two 
or three years and you never knew 
whether you made an improvement 
or not. 

The semi-conductor industry is a 
charged industry. Delivery times were 
tracked by hours. You get an order, you 
crank it up, manufacture it and deliver 
it in a matter of hours. Hundreds of 
thousands of dollars were at stake. If 
you made the wrong decisions, you'd 
also be out of a job. So, don't miss it. 

Any f ina l thoughts? 
I'm a baby boomer, and so I go way back 
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4-Speed™ XT 
Saves Contracts 

APPLICATION RATE: 
1.3 oz/1,000 sf of 4-Speed XT plus 
spreader-sticker (1 oz/gallon finished spray) 
APPLICATION EQUIPMENT: 
LT Rich Z-Sprayer, 1 /3 gal spray tips 
TIMING: 
July 13,2009 
SUMMARY: 
"This was not ideal herbicide application 
timing for ground ivy control, but we still 
had great results on it and all the other 
weeds on the 4-Speed XT label. As a result, 
we saved several contracts. We'll be using a 
lot more 4-Speed XT and other Nufarm 
products in the future." 

Y-SPEED-XT' 

Better Choices. 
Better Business. A 

i \ 
Nufarm 

www.nufarm.com/us 

Nufarm Turf & Ornamentals: 800-345-3330 
© 2010 Nufarm. Important: Always read and follow label 
instructions. 4-Speed " is a trademark of Nufarm. 

www.lawnandlandscape.com/readerservice - #29 
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Z-SPRA V S . the COMPETITION 
True Zero Turn Maneuverability 
By-Pass Agitation 
All Stainless Steel Chassis 
220 LB Hopper Capacity 
Optional Auxiliary Tank 
50' Hose Reel for Spot Spraying 
G.P.S Speedometer 
8 m.p.h Transport Speed 
3 Section Independent Boom 
Hydraulic Drive Hopper 
3' to 25' Variable Spread Width 
4.0 GPM Pump 
Standard 18 Gallon Spray Capacity 
Up to 1 Gallon per 1000 capacity 
Air Injection Low Drift Nozzles 
16" Front Tires 
20" Rear Tires 
16 HP Electric Start Engine 
Locking Caster System 
5 Gallon Gas Tank 
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For All Your Spraying Equipment & Parts Needs! 

Commercial Quality Skid Sprayers A Custom Built Sprayers to Fit Your Needs 

Spring is here, call us to immediately fulfill your equipment needs! 

CP300 Sprayer 

(Pictured Below) 
Westheffer 

SPRAYING E Q U I P M E N T & P A R T S 

> l i l i l igcM*»! ." 
www.westheffer.com 

Shop Our 
eBay 
Store 

"sprayerparts" 
Today 

WESTHF.FFF.R PREMIUM SPRAY HOSE 

• 300' or 400' Rolls 
• Attractive Mint, 

Green Color 
• 600 psi 

3/8" ID - .60/ft. 1/2" ID - .80/ft. 
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INTERVIEW 

Calhoun relies on demonstrations to sell his 
landscape lighting systems. 

with the old traditional parents who went 
through the Depression. Now I'm reading 
about myself, and people are re-inventing 
themselves. I have effectively reinvented 
myself as far as how I make my money. It 
is a very rewarding kind of thing. I really 
feel blessed that this is working out the 
way it has. 

I'm not driving fancy sports cars, but I'm 
living comfortably. That transition is on a lot 
of people's minds. In the old days, my dad 
was a business man himself, but the typical 
person of my father's era went to a company 
and stayed there for 30, 35 years. During 
my work time, that's the way it was. Now, 
you're moving into new jobs - it's not even 
enough to go from one company to another. 
You have to go to another career. 

My dad was in livestock and agriculture. 
He owned and was in partnership and 
worked for a variety of livestock auctions. 
He owned the cows. He would buy and trade 
anything. He went into land. He had a store 
that he built and rented out to a guy. He 
owned that damn thing for 15 years. We still 
own the building. We're reaping the rewards 
every month from his shrewd thinking. 

He was a wheeler-dealer. One thing I 
learned from him: I was selling a car, and 
my neighbor wanted to buy. I wasn't going 
to charge him much, because I hated to ask 
for much money from a neighbor. He said, 
"If you can't do business with your friends, 
who can you do business with?" He meant 
you should only be doing business with 
people you like. Make friends with every 
person you deal with. © 

The author is managing editor of Lawn & Landscape. | 
Send him an e-mail at cbowen@gie.net. 

Why choose 
anything elseP 

L.T. Rich Products 
Call us at: (877)482-2040 

or visit us at: www.zspray.oom 

http://www.lawnandlandscape.com/readerservice
http://www.westheffer.com
http://www.lawnandlandscape.com/readerservice
mailto:cbowen@gie.net
http://www.zspray.oom


YOUR LAWNS NEVER HAD IT SO GREEN 
Give your customers the lush color and durability they're looking for—without applying synthetic chemicals, manures, 
chicken waste or bio-solids. Available in bulk, our granular Converted Organics™ 8-1-4 formula is proven to be more 
effective than other organic and synthetic fertilizers, yet it's 100% safe for children, pets and wildlife. And because 
our manufacturing process is eco-friendly, Converted Organics™ fertilizers are helping reduce greenhouse gases too. 

^ ^ C o n v e r t e d 

Organics 
Want to learn more? 
For a free product sample and lab analysis that shows the 
micro-nutrient package of Converted Organics™ 8-1 -4 , visit 
www.convertedorganics.com/lawn or call 8 7 7 - 6 6 5 - 0 4 4 4 . 

P R O F E S S I O N A L TURF A R E S I D E N T I A L Û A G R I C U L T U R E 
www.lawnandlandscape.com/readerservice - #32 
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COVER STORY 

BUSINESS 
BREAKTHROUGH 
B&L Landscaping partners with distributors and growers 
to stay competitive and grow into new markets, BY CHUCK BOWEN 

Brian Yaffa started B&L Landscaping, 
Oak Park, Mich., more than 30years 

ago with a couple of push mowers and 
a truck. Now, the company pulls in $6 
million a year and employs more than 
100 people in season, with divisions for 
landscape construction, maintenance 
and snow and ice management. But 
when the economy hit Detroit and its 
suburbs hard, and B&L's margins on 
landscape installations took a hit, too. 

To adjust, the company shifted its 
focus to more commercial and sustain-
able work - installing live roofs, rain 
gardens and bios wales - and reevaluated 
its relationships with nurseries, growers 
and other suppliers to save money and 
enter niche markets. 

"We try to use the word 'team/ We're 
all in this thing together," says Dick An-
gelí, director of landscape construction. 
"People are starting to understand that. 

If we all want to stay in business, and 
move forward and have positive results, 
we need to work together." 

WHAT THEY LOOK FOR.Angell and Yaffa 
say they look for flexibility when estab-
lishing a partnership with a plant mate-
rial supplier. Margins grow ever smaller, 
and any wiggle room the company can 
provide on pricing and payment sched-
ules is appreciated - especially when 
B&L's own customers are slow to pay. 

"We don't' consider ourselves a bank," 
Angell says. "They understand that we 
really don't like to pay them until we 
get paid." 

Also important is the quality of the 
plant materials delivered, and the people 
caring for them, Angell adds. 

"It's a living, viable product. If it gets 
mistreated . . . we have to warrant it and 
it can be pretty roughed up," he says. 

MWe try to use the 
word 'team.' We're 

all in this thing together. 
People are starting to 
understand that. If we all 
want to stay in business, 
and move forward and 
have positive results, we 
need to work together.' 
Dick Angell, B&L Landscaping 

Green Industry Business Success Series 

) ^BREAKTHROUGH 
2010 Breakthrough is an ongoing series of success stories from the green industry. 
Each month, Lawn & Landscape and its sister horticulture publications - Nursery 
Management and Production, Greenhouse Management and Production, Garden 
Center and Golf Course Industry- will profile businesses that have found success 
by working across the industry. 

To see more Breakthrough stories from the rest of the green industry, visit www. 
Iawnandlandscape.com/2010breakthrough. 
How are you working across the green industry to succeed in 2010? Send your 
stories to Managing Editor Chuck Bowen at cbowen@gie.net or call 330-523-5330 
and you could be featured in an upcoming issue of Lawn & Landscape. 

B&L Director of Landscape 
Construction Dick Angell, right, and 
Vice President Larry Yaffa look for 
quality - in plants and people - from 
their suppliers. 
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LEARN FROM B&L Download samples of letters 
B&L sent to suppliers and vendors to negotiate 
better terms, customer sell sheets that outline the 
company's value proposition and watch a video 
tour of their Oak Park, Mich., facility at www. ^ ^ 
lawnandlandscape.com/2010breakthrough. ( p j 



COVER STORY 

And he's not interested in someone 
just selling him plants. He wants some-
one who understands their end use, and 
how to work around problems. If the 
nursery doesn't have the exact specimen 
he needs, he'll ask what they have that's 
close enough to fulfill the design. 

"Architects want to see material," 
says Larry Yaffa, vice president. "We 
walk with our customers and go over 
how they care for it, where it's come 
from, its background. A good nursery 
. . . helps us on the backside with war-
ranty situations, so people are receiving 
quality product. If they're just pushing 
material through the yard .. . it could be 
a detriment to us." 

ON HOLD. During the construction boom, 
many landscaping companies couldn't 

keep enough plants on hand. Now, with 
building slowing down, having all those 
trees and shrubs on hand is a liability. 
So, B&L reached out to its suppliers and 
asked if they could change the system. 
Instead of having a nursery drop-ship 
plant material or asking B&L to keep it in 
its own holding yard, the company asked 
if suppliers would hold materials until 
B&L is ready to install them. 

"We really work with them on chang-
ing around their philosophies," says 
Yaffa. "They're looking at their operation 
as more of a holding situation than they 
were before. It's a new thought process 
for us all. Before, we had it in a holding 
yard for ourselves. Now, everybody's 
looking to the wholesalers and the grow-
ers to more of that for us. Obviously, that 
makes for good relationships." 

B&L works with about 15 growers 
and nurseries and last year spent about 
$500,000 on plant materials. Angell 
says the company started asking about 
changing logistics a few years ago, when 
freight prices spiked. And sitting down 
with suppliers has proven beneficial -
Yaffa says the money saved by having 
Christensen's Plant Center, Plymouth, 
Mich., hold plant material has given him 
room in his profit margins to be more 
competitive on bidding certain jobs. 

"For the most part, we wouldn't be 
who we are without them. That's one of 
the biggest things that's very important 
- the relationships with all the vendors 
we have .. . landscaping or parts - are 
key elements of our business," Yaffa 
says. "To be able to provide the quality 
product we're looking for in the time-

Reed Perennials has worked with B&L Landscaping for 
more than a decade, and custom-grown wetland plants like 
swamp milk weed, sedges and ornamental grasses for the 
company for four years. Twenty percent of the business 
is custom growing, and co-owner Tim Ashley says the 
relationship has been good for him and his Fowlerville, 
Mich.-based business. Here's how the process ^ 
works. - As told to Chuck Bowen 

« R i B&L usually works with an architect who will specify 
certain plants, perennials they want to put in an ^ ^ — 
installation based on color scheme or ease of care 
in location, or a theme. 

Some of the time, quite a few of the items area i ^ - J* 
stock item we grow and have on hand at all times. * 
Some of the things we do part of the time, some of ^ F ^ 
the time it is a strictly custom-grow type of thing. ' 

I think that by working with a reputable landscapes S ^ ^ M 
which they are one of the most reputable in the 
area, there's mutual respect for the other guy's 
opinion. A lot of times they'll hit me with a variety 
of perennial they're looking for that isn't going to work. I'll tell 
them that, and (B&L director of landscape construction Dick 
Angell is) open to that and trusts my judgment. 

Sometimes an architect will get an idea for an installation 
variety that isn't suitable for the climate zone or a designer 
variety that's hard to get or out of the budget. It's nice working 
with somebody that trusts your judgment. Some landscapers 
will say they don't care; it's what the specs say. 

Working with someone like that - custom growing - it's really 
given me an insight into pushing something a little quicker than 
it normally would grow and given me an appreciation of how 
long some of this stuff takes to produce when I'm in a pinch. 

We typically need a three- to five-month lead time. I can go as 
short as 60 days. I've discovered ways to push it a little bit without 

^ ^ ^ compromising the quality of the plant. You 
j ^ L add a little bit of heat and ventilate and do a 

^ f l F W ^ ^ little balance, you get quicker growth without 
I , the floppiness that might occur. You use 

additional fertilizer, increase the daylight 
length with artificial lights. 

We're getting into some pretty large 
^ ^ ^ jobs, some have a finite timeline, so you're 

i u s t f o r c e c l t 0 9° i n t 0 some of these quick 
^ J f " W growth situations. 

There's been a big shift to native species 
as opposed to all the fancy cultivars that 

^ # are abounding. Things like native purple 
^ coneflower, butterfly weed, false indigo, 

Joe Pye weed, blue flag irises, cardinal 
flower, lobelia, native Rudbeckia, liatris and a few grasses, 
like prairie dropseed and little bluestem. 

The thing with custom growing is you know that that product 
is sold. You're not producing for a spec market. We sell to 
landscapers and to garden centers. The only way to get 
garden centers to preorder is to heavily discount the stuff. 
With custom growing, you know when that plant goes into the 
pot, it's sold. 
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liness that we need it, that's built on 
relationships. Timing, payment - it's a 
total package." 

B&L's 2010 strategy is to increase sales 
from referrals and find niche businesses 
where it can stand out. To that end, the 
company has built a strong business in 
rain gardens, wetlands remediation and 
other sustainable services for large com-
mercial clients. Yaffa says the specialized 
skills required in that niche mean the 
competition there isn't as fierce as, say, 
commercial maintenance, and more 
business comes from referrals. 

"We're trying to find any avenues that 
we can get an insight into and not battle 
against 20 other 30 (other companies)," 
Angell says. "We know that price is im-
portant. We are really trying to sell value. 
After last year, a lot of clients are starting 
to see that. They went with low price, 
and they got what they paid for." 

CUSTOM OPERATIONS. One of the main 
reasons B&L has been able to focus on 
sustainable services is Jim Ashley, who 
owns Reed Perennial Farms with his 
wife, Cheryl Reed. The two companies 
have worked together for more than a 
decade, but the Fowlerville, Mich.-based 
grower has been producing custom-
ordered wetland plants for B&L rain 
garden installations for four years. 

B&L just finished building eight such 
gardens for the city of Auburn Hills, and 
all the plant material was custom grown. 
Reed also supplied the materials for four 
boulevard islands in Pleasant Ridge -
projects the company might not have 
undertaken if it didn't have a reliable 
material source. 

"It's just a phone call and he gets 
things going," Angell says of working 
with Ashley. "He'll set stuff aside. That's 
just the relationship we've got. He's right 
on time planting. The stuff he's growing 
he knows he can sell. I knew I had some-
body backing me up who could do it." 

And, Angell says, all he had to do was 
ask. "I asked if he'd be willing to do it. 
He said, 'You bet.' If you don't ask the 
question, you'll never get an answer," 
he says. ® 

The author is managing editor of Lawn & Land-
scape. He can be reached at cbowen@gie.net. 
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Distributor's perspective: 
HOLDING YARDS 
Eric Joy, sales manager at Christensen's Plant Center, Plymouth, Mich., 
has worked with B&L Landscaping for six years. The re-wholesaler and 
distributor has 26 employees and sources plant material from 30 states and 
two provinces - from British Columbia and California to its own growing 
operation down the road. Christensen's now holds plants for B&L longer 
which lets the landscaping company be more aggressive with pricing. Joy 
described how the arrangement works, as told to Chuck Bowen 

W e d o it severa l d i f ferent ways . We' l l b r ing in j ob -spec i f i c mater ia ls a n d hole 
t h e m for B&L. W e have 37 acres , a n d a 16 ac re f ie ld whe re we' l l ho ld materials 
W e c a n ho ld t h e m for months . They ' re b a l l e d - a n d - b u r l a p p e d t rees we' l l auge^ 
into the f ie ld a n d re-bal l t h e m if w e n e e d to. 

We ' ve a lways d o n e it in one w a y or the other. It was , in the past , inadvertent 
As the j obs b e c a m e larger a n d larger, con t rac to rs cou ldn ' t ho ld e n o u g h materia 
in their o w n yards , so it w a s di f f icul t to ho ld mater ia l on pro jects . 

W e d e v e l o p e d a sys tem. It's pret ty s imple . W e wri te up mater ia l on a sales 
order , w h i c h c o m m i t s it in our inventory. W e tag all the t rees wi th labels that have 
the cus tomer ' s name, o rder n u m b e r a n d sh ip date . That makes them easy to 
f ind; cus tomers know exact ly wha t t rees they ' re get t ing . A n arch i tect c a n look 
at the exac t g r o u p of t rees for his pro ject . 

Obv ious ly , k n o w i n g what we ' re g o i n g to sell in a d v a n c e he lps any business 
If I c o u l d get every cus tomer to d o this ... wha t bus iness wou ldn ' t l ike that?It 
a lso he lps us wi th inventory. 

If s o m e o n e ca l ls u p a n d says, ' In two weeks , I n e e d 100 whatever , ' I c a n ther 
p lan to b r i ng in that mater ia l two d a y s be fo re they n e e d it. The t ime I have to 
ho ld it a n d ca re for it a n d pay for it is r e d u c e d . It just lets m e plan. 

mailto:cbowen@gie.net
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BRIEFCASE /// Solut ions to keep you on top of your g a m e 

TOPIC - MARKETING BY KRISTEN HAMPSHIRE 

Marketing matters 
Smart spending and creative strategies for reaching 
customers will stretch a marketing budget. 

When the budget is tight, marketing 
is often the first line item slashed 

to save money. But without a smart 
strategy for promoting your business to 
potential customers, how will you revive 
revenue or grow the company? 

You don't have to spend a fortune 
for effective marketing. "If you create 
opportunities for people to learn about 
what you do, that doesn't cost a lot," says 
David Moss, founder and creative direc-
tor, MossMedia, based in Cleveland. 
"Look for ways to position yourself as 
a thought leader in a casual, unpredict-
able setting." 

Grassroots efforts go a long way to-
ward winning referrals, which is how 
most landscape firms gain new busi-
ness, according to a Lawn & Landscape 
2 0 0 9 State of the Industry Survey. 
Ninety-five percent of respondents 
said customer referrals are their No. 1 
marketing tool. But Moss suggests that 
this word of mouth can be taken one 
step further. "Landscapers have a lot 
to share - tips, tricks," he says. "Those 
things are viral." 

When people find interesting infor-
mation, they pass it on. If your company 
supplied that entertaining info-byte, 
then you've just marketed your business 
to a new audience, Moss points out. 

"Every landscaper who is an owner, a 
foreman or a team lead is a teacher, and 
they're learning stuff every day and have 
a lot of information to offer the public," 
he says. Why not partner with a com-
munity center to present landscaping 
seminars? "You get 20 people in a room 
and talk about the value of landscaping. 
Maybe offer them a free assessment if 
they attend the presentation." 

Moss points out that educational 
forums are also great opportunities for 
a company to position itself as "green" 
and discuss how cultural practices are 
inherently eco-friendly. 

Even better, you don't need a venue 
or live audience to teach others. Webi-
nars are a grassroots way to hold "class" 
online, exploit yourself as an expert and 
give people the power to pass your mes-
sage on - for free. 

"Get someone to videotape you - ask a 
student to edit it," Moss suggests. "Post 
the webinar on YouTube and link it to 
your Web site to create more awareness 
and visibility." 

Today, many people search online for 
service providers, and the green indus-
try is working hard to get its message 
out on the Web. More companies will 
depend on their Web sites for market-
ing in 2010 (46 percent) compared to 
2009 (39 percent). And businesses will 
focus more on their searchability on the 
Internet in 2010 (21 percent) compared 
to 2 0 0 9 (15 percent). 

Moss points to pay-per-click online 
advertising as an inexpensive way to test 
online marketing. "Guerrilla market-
ing is about creativity, the unexpected, 
doing more with less, maximizing your 
surroundings," he says. 

This month, Lawn & Landscape spoke 
to three firms to learn about the market-
ing strategies they implement to stand 
out from the crowd, make new contacts 
and keep the old. ® 

The author is a freelance writer based in 
Bay Village, Ohio. 
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BRIEFCASE III Marketing matters 7 

BYKRISTEN HAMPSHIRE SMALL 

Stick to 
your guns 
Education and reliable, constant 
communication pay off with 
customer retention and referrals. 

Albert Godec calls his market-
ing strategy "laid back," and the 

way Rundo Tree Surgeon reaches 
out to cus tomers hasn't changed 
all that much in the last 2 0 years. 

With a solid customer base of about 
3 ,000 people who would prefer to read 
a snail-mail newsletter than figure out 

how to view bills or communications on-
line, the old-fashioned way, has worked 
just fine for Rundo Tree. 

"We make sure to stay in touch and 
build relationships with our existing 
customers, and we work with local nurs-
eries and other experts, maintaining 
good relationships with them," Godec 
says, noting that referrals from industry 
peers is a source of new business. 

Godec doesn't make cold calls. The 
company doesn't plaster fliers around 
neighborhoods. "We use a lot of snail 
mail," he says, adding that the market-
ing program is focused on making re-
newal easy. "People want to know their 
problems are going to be handled." 

To reassure customers that Rundo 
Tree Surgeon is the best company to 

rescue trees, Godec creates a newslet-
ter one to three times a season - the 
frequency depends on how busy he is. 
Content educates clients about tree 
pests and keeps them up to date on bark 
beetles, which are a concern in the sur-
rounding mountain communities and 
ski areas near Colorado Springs. These 
newsletters serve as a sort of Farmer's 
Almanac, informing people about what 
tree conditions to expect because of 
weather or other variables. 

Godec isn't ready to shift this paper 
communication to e-mail just yet. 
"Just last year we finally started getting 
requests to get information electroni-
cally," he says, noting his older customer 
base is more comfortable with the phone 
and personal contact. 

• 

* * 
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That's why he maintains his costly ad-
vertisement in the Yellow Pages - his No. 
1 annual marketing expense at $12,000. 
"It's huge," Godec says. "It seems to get 
more and more expensive, and I think the 
results we get from it have been reduced. 
That's where we need to make the biggest 
change in the next few years." 

Godec has maintained the price of 
his ad for the last two years, but he isn't 
sure if the cost-per-customer-acquired is 
worth the investment. Advertising this 
ways seems more an obligation than a 
strategy. "But there is still not a better, 
more clear-cut alternative," he says. 

"I could spend $ 5 , 0 0 0 here and 
$4 ,000 there and easily spend more 
than $12 ,000 and still hit the same 
number of people," he adds. 

In general, Godec doesn't hear a lot of 
noise from competitors, and he doesn't 
compete with large, national firms. 'We're 
all fairly local and we have our own local 
networks and so forth," he describes. 

Still, moving into the online era, Go-
dec is working on getting the company 
Web site up and running before the 
season breaks this spring. He's hoping 

Rundo T r e e Surgeon 
Principal: Albert Godec, president 
Location: Colorado Springs, Colo. 
Established: 1976 2009 Revenue: 
about $750,000 Customers: 90 percent 
residential; 10 percent commercial 
Services: comprehensive tree services 
Employees: 9, on average 

this will be one more way for custom-
ers to converse with the company. 
Maintaining a relationship-based focus 
is important, he says. 

That's why Godec will continue reach-
ing out in small ways that go over big 
with customers, such as involvement in 
civic groups and maintaining a good rap-
port with the city forester's office. 

"They are not out there giving refer-
rals to people, but they certainly aren't 
steering people away from us either," 
he says. 

Ultimately, Godec's marketing fo-
cuses on a more universal mission. "We 
work to be good community stewards," 
he says. ® 

The author is a freelance writer based in 
Bay Village, Ohio. 
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BRIEFCASE III Marketing matters 

MEDIUM BY KRISTEN HAMPSHIRE 

A non-traditional approach 
Marketing with 'wow' factor and careful timing of traditional advertising keeps customers calling. 

Jack Robertson 
swears by 
nontraditional 
marketing 
methods. 

i t e t i 

Timing is everything, and the same 
is true in marketing. So Jack Rob-

ertson Lawn Care touches customers 
just when they're thinking about the 
outdoors, and reminds prospects to call 
for service when they're most likely to 
be tuned in to lawn care. 

March means bus-bench advertising, 
which Robertson has done since 1988. 
"When people see those benches go up, 
they know spring is around the corner 
- they're an icon in town," says the 
Springfield, 111.-based firm's president. 
In his 34 years in business, Robertson 
has learned nontraditional approaches 
yield the most response. 

"We have spent and wasted a lot 
of money in a lot of different ways 
to market," Robertson says. "I would 
suggest that we pretty well tried most 
everything that would be normal and 
feasible in the lawn care industry, other 
than telemarketing." 

The bus-bench ads are simple - logo, 
"call for estimate" and phone number. 
And they're strategically placed in areas 
where Robertson wants to pick up busi-
ness. He only advertises this way for a 
short time in late February and March 
when residents are beginning to think 
spring, or at least long for it. 

J a c k Rober tson L a w n C a r e 

Principal: Jack Robertson, president 
Location: Springfield, III. Established: 
1977 2009 Revenue: more than 
$1 million Customers: 95 percent 
residential; 5 percent commercial 
Services: full service lawn care 
Employees: 12 in season; 6 full-time 

Robertson does use traditional forms 
of advertising, but he is selective and 
strategic. Take newspaper advertising. 
"You have to do enough newspaper ad-
vertising to make an impact," he says. "If 
it's little and cheap, it won't work." 

He applies the same attitude to radio 
marketing. Drive-time is the ideal win-
dow for people to listen, but that's also 
the most expensive ad slot. Robertson 
has learned that Sunday afternoons 
elicit Monday calls for service, and the 
time slot is a lot less expensive. "If you 
get a nice Sunday in March and it's 50 
degrees outside, you are not staying at 
home," he remarks. "You are in the car. 
And you're listening to the radio." 

Meanwhile, the company's primary 
marketing focus is on retaining existing 
customers, and this is accomplished 
through the Turf Times, a fact sheet 
containing trends and information for 

customers that is distributed at the time 
of application. These informative leave-
behinds are updated weekly throughout 
the growing season so lawn care custom-
ers never get the same message twice. 

"The best thing you can do in a busi-
ness of any size is retain your custom-
ers," Robertson says. "We communicate 
with our customers more than the aver-
age company, and that is one way we 
hope to retain them as best we can." 

Give-aways keep these touch-points 
fun for Robertson. Several years ago, the 
company distributed plastic logo cups to 
customers who received estimates. This 
was before those plastic cups cropped 
up everywhere, he adds. "We would see 
those cups three, four, five years down 
the road in people's houses," he says. 
Now, customers get a reusable shopping 
bag with the Robertson Lawn Care logo 
at the time of estimate. 
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Come renewal time in February/ 
March, customers receive a packet full 
of information and an invitation to the 
Robertson Lawn Care office to pick up 
a free rain gauge. It's a simple gesture, 
and inexpensive. But it lures people to 
visit the company's headquarters, which 
Robertson is quite proud of. "We want 
them to know where we are," he says. 

Every year, 200 long-standing custom-
ers get a special treat. In 2009, Robertson 
sent these loyal clients a thank-you card 
at Thanksgiving time with a coupon to 
pick up a free pumpkin pie at the office. 
He was overjoyed with the response. 
Most people guess that about 30 people 
picked up pies, he says. Not even close. 
"One hundred and eight pies got picked 
up - that is a lot," he says. 

In fact, that's more than a 50 percent 
return rate if you translate that thank-
you marketing tactic to direct mail 
stats, which are generally 1 percent. 
And Robertson has launched traditional 
direct mail campaigns in the past. "It 
can be efficient, but for us it hasn't been 
nearly as efficient as it used to be in the 
old days," he says. 

The "wow factor" is effective. After 
all, how many companies in town have 
a truck with a huge grub on the hood 
and detailing that's "NASCAR-ed up," 
Robertson points out. Just one truck is 
decked out, and every year that vehicle 
is placed on a different route to mix up 
the exposure. 

"The key is to spend marketing dol-
lars as wisely as you can," Robertson 

March means bus-bench advertising for 
Robertson Lawn Care. 

says, noting these fearless advertising 
strategies work best for his company. 
He won't cut his 4 percent marketing 
budget this year. 

"It's the most interesting part of the 
business," he says. ® 

The author is a freelance writer based in 
Bay Village, Ohio. 
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Save w i t h The JobClock System. 
Call 1 . 8 8 8 . 7 8 8 . 8 4 6 3 today! 

More than 600,000 construction workers 
clocked in today with The JobClock System! 

Find out why! 

k 
EXAKTIME 
www.exakt ime.com 
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BRIEFCASE III Marketing matters 

LARGE 

People FIRST 
A focus on employee engagement makes marketing stronger. 

Ryan L a w n & T r e e 
Principal: Larry Ryan, president 
Location: Kansas City, Mo 
Established: 1987 2009 Revenue: 
$14.5 million Customers: 80 percent 
residential 20 percent commercial 
Services: full-service lawn care, tree, 
irrigation Employees: 135 

The marketing strategy at Ryan Lawn 
& Tree is all about the people. Presi-

dent Larry Ryan focuses on recruiting 
motivated workers - the company is 
70-percent employee owned, so for the 
right people, there's opportunity to grow 
and prosper. He commits to employees' 
success and encourages them to grow 
their own routes. Each employee sets a 
goal at the beginning of the season and 
bonuses are awarded to those who meet 
their growth targets. 

This is marketing. And though it's 
warmer and fuzzier than a splashy 
billboard ad or catchy radio spot, Ryan 
says a focus on people is how business 
expands - the ultimate goal of any 
marketing campaign. 

Ryan, a forester by trade, recalls 10 
years he spent in the restaurant business 
before launching his company in 1987. 
"We spent 5 percent of our total gross 
dollar volume on marketing," he relates. 
"I thought, you spend this much money 
on TV and coupons to get people to 
come into your restaurant to try you out. 
But you don't spend anything on your 
people, so when customers do come 
into your store, your people disappoint 
them with the experience. It seemed 
backwards." 

That's why Ryan focuses on giving 
customers strong, personal experiences, 
and he does this by encouraging em-
ployees to engage with clients - smile 
and say "hi" to the neighbors (a sales 
lead), make suggestions to improve a 
property's appearance, simply show up 
on time in a clean truck with a positive 
attitude. 

Charged to grow their routes, Ryan's 
employees go out of their way to mar-
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ket the business in a grassroots way. 
They are prepared with yard signs to 
let neighbors know who performed the 
work. But aside from the trucks and 
signs, they let the work they do speak 
for the company. 

Meanwhile, Ryan says community in-
volvement positions Ryan Lawn & Tree 
as a trusted organization. For 20 years, 
the company has donated a weed-and-
feed service to a school auction. "Years of 
doing that has cemented our reputation 
as a company that is committed to the 
community," he says. 

That worked more effectively than 
the $ 2 0 , 0 0 0 Ryan spent on a radio ad-
vertising some years ago when he was 
breaking into a new market. "We got 
almost no phone calls," he says, quickly 
adding that he knows radio works. "But 
it sure didn't work in a new market for 
us. I thought we've got to try it - maybe 
we can blow the doors off. Radio seems 
to work better when people already sort 
of know about you." 

Another popular method larger firms 
use to market to new customers is to pay 
customers for referrals. Ryan Lawn & 
Tree began doing this, figuring they'd 
bring in even more referrals than they 
already did. They dole out $25 for each 
referral, but Ryan says fewer people pass 
referrals to the company now. 

"You almost create a mind-set where 
a person thinks the only reason a friend 
referred them is for the bonus money," 
he says, relating to Time Warner's 
customer referral deal and an office 
manager that wanted everyone to sign 
up with the cable provider. "Once we 
figured out there was a bonus, then the 
service wasn't attractive to us." 

Direct mail has also not been nearly 
as effective for Ryan Lawn & Tree as 
sticking to the basics of people and 
giving back. However, one campaign 
that did work was last year, when the 
company sent out an evaluation with a 
$10 gas card incentive. Ryan estimates 
30 ,000 to 40 ,000 people responded to 
that survey, costing the business upward 
of $400,000. Because the company isn't 
running this campaign in 2010, the 
marketing budget will decrease about 
20 percent. Currently, the company 
dedicates about 1 percent of the budget 
toward marketing efforts. 

In the end, Ryan prefers to go back to 
the basics, and this method has proved 
itself through the company's aggressive 
growth. 

"We try to be visible, proactive and 
help people out," Ryan says, noting em-
ployees speak at garden club meetings, 
they are involved with their churches 
and other civic groups. "You can't help 
enough. If you give without the attitude, 
you'll get something back." ® 

The author is a freelance writer based in 
Bay Village, Ohio. 



HELPS BUSINESS GROW. 
Nobody has to tell you that the lawn care business is full of unknowns from 
the weather to gas prices. That's why professionals count on Honda engines. 
They're legendary for being fuel efficient, quiet and tough. Plus, now they 
come with a three-year warranty*. Good engines can do more than just make 
your business run. They can help it grow. Find out more at honda.com. 

E N G I N E S 
Built like no other. 

•Warranty applies to all Honda GX Series Engines. 10Occ or larger purchased at retail or put into rental service since January 1.2009. Warranty excludes the Honda GXV160 model. See full warranty 
details at Honda.com. For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment. ©2010 American Honda Motor Co., Inc. 
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Hustle and flow j> 
How solid cash flow management can save your business. 

Whether you're a startup or 
you've been around the green 

industry for three generations, cash 
is responsible for your survival. 

The amount of cash the owner of a 
landscape business has at his disposal 
often reflects the overall health of the 
company. You can survive for a while 
without profits, but if you don't have 
money coming in the door, you're 
doomed to fail. 

To give your landscape business the 
best possible chance for survival you 
need to have sufficient control over the 
cash flow coming in and out of your 
company. Obviously, you want more 
cash coming in than going out, but to 
ensure this is the case you need to have 
a solid grasp of your cash flow. This 
is important not only to keep things 
running, but also if you plan to borrow 
money or expand your landscape opera-
tion in the future. 

It's important to remember that there 
is a difference between cash and profit. 
If poor cash management is reason most 
businesses ultimately fail, then poor 
cash flow is why the majority of start-up 
businesses don't make it to their first 
anniversary. 

Some examples of the cash flow that 
will be coming into your landscape 
business include: 

• The payment for maintenance, de-
sign/build and other landscape services 
from your customers; 

• Any bank loans that you may have 
taken out; 

• Interest that you collect on savings 
and investments; and 

• An increased bank overdraft or 
loan. 

Some examples of the cash that will 
be going out of your landscape business 
include: 

• The purchase of any plant materi-

als, equipment or chemicals your busi-
ness needs; 

• Any repayments of loans that your 
business may have; 

• Taxes - income, worker's compen-
sation and property; 

• Your payroll, property rent and all 
of your daily operating expenses; and 

• Reduced overdraft facilities. 
Cash flow depends on the timing and 

amounts of money flowing into and out 
of the business each week and month. 

To establish a solid flow of cash 

within your business you need to ensure 
that your pattern of income and your 
business spending habits allow you to 
have enough cash available as well as 
allow you to pay your bills on time. 

To help you with your cash flow 
management it's a good idea to keep 
an up-to-date record of all of your cash 
so you can see exactly what is coming 
in and going out of your business. This 
way, you can pinpoint areas where 
your cash flow dips too low and work 
to improve it. ® 

/ / Whether you're a startup or you've 
i i been around the green industry for 
three generations - cash is responsible 
for your survival. 

• 
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Successful selling 
Mining your best customers through 
integrated services ByTomCrain 

Google "integrated landscape man-
agement" and you'll find LawnTai-

lors consistently landing near the top 
of the page. Look for any advertisement 
or printed piece pushed out by Lawn-
Tailors and you'll find "integrated land-
scape management" branded alongside 
its name. 

Jarlath Connolly brought this care-
fully-orchestrated marketing strategy 
to LawnTailors when he rejoined his 
father's landsacpe company seven years 
ago as president. He continues to focus 
sales efforts on upselling these services 
to the company's loyal customer base. 

"After spending a dozen years as vice 
president of sales and marketing for a 
start-up software company, and grow-
ing my horticultural chops at UMass' 
Green School for Horticulture where 
all I heard was integrated solutions 
and IPM, it was a natural philosophy to 
bring this new branding strategy to my 
dad's landscaping business," he says. 

Over the years, Connolly finds it 
holds up well. "It's the right approach 
in terms of what's right for the land-
scape," he says. "Simple example: the 
appropriate timing of fertilization ap-
plications with mowing and irrigation. 
It's right for the client. They want the 
one-stop-shop convenience and the 
reduced budget that results from having 
one vendor." 

THE 8 0 / 2 0 RULE GETS MIXED REVIEWS. 
This business strategy is nothing new. 
In fact, it goes back more than 100 
years when Italian economist Vilfredo 
Pareto created a mathematical formula 
to describe the unequal distribution of 
wealth in his country, observing that 20 
percent of the people owned 80 percent 
of the overall wealth. 

Over the years, this viewpoint has 
been refined by economists and busi-
ness strategists to become what is 
popularly known as The 8 0 / 2 0 Rule. 

This states that 80 percent of your rev-
enue will come from the top 20 percent 
of your customers. But not all experts 
agree that this strategy is prudent. 

"I don't like 8 0 / 2 0 , " says Judy Guido, 
president of Guido & Associates, a 
Moorpark, Calif.-based business con-
sulting firm for the green industry. "It 
can be a very dangerous principle." 

Guido, who works with clients on 
mergers and acquisitions, would rather 
see them with a more balanced portfo-
lio, which demonstrates stability. 

For example, if a company has four 
different markets, Guido would like 
to see 25 percent of the revenue com-
ing from each market and spread over 
several good customers in each market. 
When Guido examines an acquisition, 
she doesn't want to see one client, or a 
small concentrated group of custom-
ers, generating most of a contractor's 
revenue. That is too much of a business 
risk, she says. 

"Diversification in customer base, 
along with a variety of good customers, 
makes for a healthy business," Guido 
says of a solid client portfolio. 

"Anyone can cut grass, but the prof-
itability comes in when landscapers 
devise the right packaging systems with 

A balanced and diversified client 
portfolio is a key element to every 
successful company. Landscape 
contractors should consider a 
mix of commercial and residential 
clients. 
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Aqua C a s j 

You've got enough things to worry about. But the proven performance of Pendulum® AquaCap™ 
herbicide means weeds aren't one of them. Its water-based formulation gives you long-lasting, 
broad-spectrum preemergent grass and broadleaf weed control, with reduced staining and odor, 
plus easier clean-up. So don't worry about weeds popping up. Use Pendulum AquaCap. 

betterturf.basf.us I 800-545-9525 
•-BASF 
The C h e m i c a l C o m p a n y 

I Always read and follow label directions. 
I Pendulum is a registered trademark and AquaCap is a trademark of BASF, 

e 2009 BASF Corporation. Aii rights reserved. w w w . l a w n a n d l a n d s c a p e . c o m / r e a d e r s e r v i c e - # 4 0 
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the right message to upsell their custom-
ers," says Alan Rigg, president of 8 0 / 2 0 
Sales Performance, a Scottsdale-based 
sales management company. 

Kim Demott, president of The Power 
of No, a St. Louis-based sales manage-
ment company, believes there are only 
two ways to improve your topline: Sell 
more to your existing customer base 
and/or steal your competitors' custom-
ers. Cementing your relationship with 
existing clients is easier than stealing, 
Demott says. 

EXISTING RELATIONSHIPS ARE KEY. Get in 
front of your existing customers when-
ever you can, Demott says. "Make tele-
phone calls to them," he adds. "Knock 
on their doors. Ask them if they are satis-
fied. Provide windows of opportunity by 
listening to them. If they tell you some-
thing like, 'Our current landscaper can't 
get to us for three weeks,' then there's 
your window of opportunity." 

Being proficient at property analysis 
and identifying problems increases your 
reputation and credibility in the eyes of 
your customers, Demott says. "When 
this is securely in place, your competi-
tors can't dislodge you," he says. 

Most experts agree on the old adage 
that acquiring new clients costs far more 
than keeping an existing one and selling 
additional services to them. 

Here's how LawnTailors upsells its 
clients on additional services. First, 
dedicated account managers conduct 
in-person visits, horticultural monitor-
ing and quality control surveys. 

Then, as part of their duties, they 
respond to additional requests from 
clients. By noticing potential problems 
in the landscape, they share their ideas 
on what additional services may be 
required. Field specialists also suggest 
opportunities to the account managers 
based on their involvement in the ac-
counts, as do crew leaders who make 

recommendations from their weekly or 
daily service visits. 

MANY WAYS TO DO IT. Pudenz Irrigation, 
Eau Claire, Wis., went one step further 
in pushing integrated services to their 
current customers. "When we started 
our company, we were strictly lawn 
irrigation contractors," explains Hanna 
Pudenz, who co-owns the company 
with her husband, Ross. "We designed, 
installed and serviced lawn irrigation 
systems for years, unable to take advan-
tage of additional service requests." 

Two years ago, they purchased a lawn 
care company in their area, GrasScapes 
Lawn Services, to add eight additional 
services, including mowing, snow re-
moval and weed control, for their exist-
ing irrigation customers. Likewise, they 
added irrigation services to GrasScapes' 
existing lawn care customers. 

"Selling the lawn care services to our 
existing customers was much easier and 

Inquire About 2010 Promotions 
Time To Plan Your Marketing 

Marketing Planner and 
"How-to" Marketing Handbook 

Attention Previous Customer.. . Krldx This Summer. 

>,'\ 849-LAWNCÀRE 
J I V I I ' I S IV • • 849-529-2273 • 

Signs include plastic stake! 
Available in several sizes... 

PESTICIDE APPLICATION 
KEEP / C J N UNTIL 
OFF ( J F J K J A DRY 

Ei^joy A Healthier . Weed Free Lawn... Guaranteed. 

2010 Marfceting Package 
%* 

Door Hangers • Brochures • Mailers • Posting Signs 
Flyers ' Newsletters * Presentation Folders • More 

Great Promotional Ideas at w w w . R N D s i g n s . c o m . 1 - 8 0 0 - 3 2 8 - 4 0 0 9 
Call today for our catalog, marketing planner, "How-to" marketing handbook and samples 

"Save 10% for marketing packages consisting of 3 or more marketing products. Offer expires 12/31/09. 
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PRODUCTIVITY I UPTIME LOW DAILY OPERATING COSTS 0 J O H N DEERE 
N o t h i n g R u n s L i k e A D e e r e " 

Cozies up tight to keep you happy. The 85D Excavator craves close relationships. But walls, 
foundations, fences, and trees are the objects of its affection. This 8.5-metric-ton machine has a short-
ened tail that rotates freely next to obstructions and a swing boom that digs tight and parallel to walls. 
It lifts over 4.000 pounds and can be outfitted with rubber tracks for quiet strolls over concrete, asphalt, 
brick, and stone. See your dealer or call 1 -800-503-3373 to get close with a 85D Excavator. 

Know wtia t's beiow w ww. Joh n Deere .com/Cu ddler 
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more cost effective than getting new cus-
tomers in irrigation," Pudenz says. 

After completing one season servicing 
GrasScapes clients and gaining their 
trust, Pudenz sent its first direct mail 
piece to both its irrigation customers and 
lawn maintenance customers explaining 
its expansion and bundling of services. 
Within a few months, Pudenz had a 30 

percent return on clients who wished 
to upgrade their services even without 
price reductions for bundling services. 

"When clients get more value at less 
cost than they can get elsewhere, they 
are going to keep coming back," Con-
nolly says. "We chose to invest heavily 
in this model years ago and it is paying 
significant dividends. Clients win when 

they consolidate services 
like this because they get 
more value at less cost." 

Minneapolis-based 
EnergyScapes made a 
bold toward integrated 
services. For years, it P u d e n z 

had been one of the pioneering land- I 
scaping companies bringing sustainable I 
landscapes to upscale suburbanites and I 
inner-city homeowners with a "going I 
green" consciousness. 

Douglas Owens Pike, CEO - in this I 
case, the chief ecological officer — is I 
banking on the fact that the years of I 
quality service and personal client inter- I 
action will give his company an oppor- I 
tunity to extend to all of his customers I 
other maintenance needs, including I 
home exteriors and hardscapes. 

"It's still too early to tell if this strategy 1 
is working, but based on the inquiries I 
and customer requests over the years, I 
it makes sense to pursue this," Owen- I 
Pike says. 

He will provide these integrated ser- I 
vices through qualified subcontractors I 
with whom he has established working I 
relationships. 

LOYALCUSTOMERSAREN'TALWAYSGOLD. 
Business strategists caution that every 1 
customer, long-term or new, still need I 
to be evaluated regularly. 

"You should always be looking at your I 
portfolio of customers, and evaluating I 
their value to your organization," Guido I 
says. "You need to prune your high- I 
maintenance clients who tend to drag I 
you and your profits down." 

Today's economy has forced many I 
to step down a few rungs on Maslow's 1 
hierarchy of needs, Demott says. "When 1 
you are starving, you can't say no to any | 
business," he says. "Until you are reach- I 
ing capacity or fulfillment of obligations, 1 
you shouldn't say no to any business. 

Demott admits that he can't put out | 
the same just-say-no message in 2010 as 1 
he did a few years back. 

"The message is the same," he says. ] 
"It's now just a matter of loosening up I 
the adjustment on the filter." (L 

The author is a freelance writer based in Akron, 1 
Ohio. 

T U R F C O 
< D I R E C T » -

Turfco is committed to engineering "easy" into 
each of our products, helping you get more done 
without having to work harder. Choose from a full 
line of innovative renovation equipment, including: 

TurnAer" 4 and TurnAer™ 6 Aerators 

• Why walk when you can ride with the optional Chariot 
• Aerate while you turn-less lifting at turns, less back 

strain on operators 
• New front-traction drive makes transporting and 

loading easier than ever 

KisCutter™ Sod Cutter 

• The most maneuverable, easy-to-use sod cutter 
on the market 

• Revolutionary lightweight design - cuts as much 
as heavy, 300 lb. units 

• Optional 9-inch blade available for curbing 

making it 

easy 
w s p 

TurnAer "6 with Chariot and 
TurnAer "4 Aerators 

LS-22™ Lawn Overseeder 

See Our Entire Lineup and 
Order Direct: 800-679-8201 

or www.turfcodirect.com 
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Introducing the new Bobcat® M-Series 

excavators, which put operators and 

owners in charge of labor-saving, 

profit-producing features that take 

performance to the next level. Smooth, 

refined hydraulics, auto idle, incredible 

drive performance with auto shift and 

many more new features. All this in 

a stronger, lighter machine. Go to 

www.bobcat.com/sandbox5 or see 

your dealer to learn how these new 

compact excavators can M-Power 

you to do more. 

ARE YOU M-POWERED? 

THE NEW E32 C O N V E N T I O N A L S W I N G C O M P A C T EXCAVATOR 

www.bobcat.com/sandbox5 
^ Bobcat 

B o t a r ' and the Bobcat logo are registered trademarks of Bobcat Company in the United Stales One Tough Animal 
r d various other countries ©2010 Bobe* Company All Rights Reserved 
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Real World Leadership 
It has never been more critical to have real leaders to help 
your company navigate today's economic reality. 
BY BILLARMAN 

It has never been more critical to 
have real leaders to help navigate 

businesses through the many obstacles 
that we are facing with today's eco-
nomic reality. 

Businesses scrambling to adjust, there 
is pressure to perform at new levels and 
we are being pulled in several direc-
tions. So why do some companies falter 
in times like these and why do some 
companies flourish? The answer often 
rests at the feet of the leader. 

The root cause for success or failure is 
a result of the leadership of the organi-
zation. So let's look at what real leaders 
need to do to best position their organi-
zations for success in today's reality. 

MANAGERS VS. LEADERS. Are you leading 
your organization or are you just manag-
ing the day-to-day tasks as they arrive 
at your door? The first step to become 
a real leader is to get real with yourself. 
Take an honest look at yourself and see 
if you spend more of your time leading 
or managing. 

Read the following list of traits for 
managers and leaders. Choose which 
sentences best describe you. 

• Managers get tied up with admin-
istrating; leaders innovate. 

• Managers spend more time main-
taining the business; leaders de-
velop it. 

• Managers focus on systems; leaders 
focus on people. 

• Managers rely on control; leaders 
inspire trust. 

• Managers look at behavioral action; 
leaders engage in emotional con-
nection. 

• Managers have a short -range view; 
leaders have a long-range perspec-
tive. 

• Managers ask how and when; lead-
ers ask what and why. 

• Managers use authority; leaders use 
influence. 

• Managers delegate to people; lead-
ers motivate employees. 

So where do you stand right now? 
Do you spend more time and energy 
managing or are you rising above the 
day-to-day encounters and leading your 
organization? 

GET A REAL PERSPECTIVE. Once you have 
an idea of your leadership strenghts and 
weaknesses, try having some of your 
people rate you in these same areas. 
Compare them with how you perceive 
yourself as a leader. Try to get some 

input from different levels of your or-
ganization: your leadership team, your 
administrative/sales team, your fore-
men/supervisors, and from your coach 
or advisory board. 

RATE YOUR COMPANY, TOO. After you 
have clearly identified your strengths 
and areas for development, see how 
they match up with your organization's 
key measurable performance areas. 
These are how you define your com-
pany's success, and can include: 

• revenue growth; 
• gross margin; 
• client satisfaction/retention; 
• safety; 
• quality of work; and 
• key employee retention. 

LINK YOUR SKILLS. Now look at how 
well your organization is performing 
in these areas and where your skills or 
areas of development are helping - or 
hindering - in achieving your organiza-
tion's success. 

Are you encouraging innovation? Or 
are you stuck doing things the way you 
have always done them? Are you trying 
to do all of the sales efforts yourself, but, 
in reality, you lack solid sales skills? Is 
your gross margin slipping, or have you 
implemented great ideas to increase 
them? Are your people empowered and 
coming up with excellent solutions or 
are they waiting for your orders before 
making any moves? 

CONCLUSION. Understanding what skills 
and behaviors you as the leader cur-
rently have and which ones need to be 
changed or development can help your 
organization thrive in today's challeng-
ing reality. And you'll be there leading 
the charge. © 

T h e author is the h e a d harvester at T h e Harves t 
G r o u p . S e n d h im a n e -ma i l at b a r m a n @ g i e . n e t . 

Take the Test ^ 
Search for "Harvest Group" at 
www.lawnandlandscape.com to download 
a leadership test from the Harvest Group. 
For podcasts on business development, 
search for "The Grow Show." 
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SS 220 Ride on 
Spread- n- Spray 

SS 220 = Production = PROFIT! 
Treat over 6 acres per hour in 1 st gear 
Treat over 9 acres per hour in 2nd gear 

• Spread pattern 4'to 32' •Twin front disc brakes 

• 3 - Spray patterns '4'- 8'-16' • Honda engine 

• Finger tip controls • Stainless steel frame 

• Traction control • Spread -n - Spray at the same time 

Northern Turf Equipment Mfg. 
Contact: 847-540-2335 

email northernturf@yahoo.com • web site northernturfequipment.com 
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STRATEGIES III Tactics for managing da! •to-day operations 

A new way to meet 
How to fix common 
meeting pitfalls to 
make your team 
more productive. 

BY KIMBERLY DOUGLAS 

It's Friday afternoon, and your team 
is filing into the conference room, 

mumbling and grumbling as they take 
their seats for yet another meeting. An 
hour passes and the meeting comes to a 
much-anticipated end, leaving everyone 
involved wondering why the meeting 
was held in the first place. After all, the 
usual suspects dominated the discus-
sion, and the same ideas that came up 

in last week's meeting were once again 
batted around. No one seemed to write 
anything down, and no one agreed to 
put anything discussed into action. If 
this kind of ineffective meeting sounds 
familiar, you're not alone. It's a problem 
that plagues many organizations - but 
it's also one that can be remedied. 

In these tough economic times, every 
second of the work day is valuable. None 
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By shifting my weight, 
I can harness the full 
power of this machine 

S T A N D U P A N D P E R F O R M 

For more information, call 1.301.360.9810 or find our dealer locatoratwww.wrightmfg.com. 
www. lawnandlandscape.com/readerserv ice - # 4 6 

Introducing the new Wright Stander® ZK" 

With speed, stability and control, you can go the distance. Tackle 
the changing terrain with absolute ease. Introducing a new force 
in lawn maintenance that let's you do it all—the 31 hp Wright 
Stander ZK. With cut speeds of up to 13.5 mph, you'll blow any 
mid-mount Z out of the water on jobs big and small. 

Experience the advantages of standing. 
Ride Wright. 

TRADE UP TO A 
STANDER ZK 
WITH OUR "THREE FOR 
FREE" DEMO PROGRAM. 
Visit our website to sign up today! 

www.wrightnifg.com 

f r i g h t 
^ ^ ^ c o m m e r c i a l products 

http://www.wrightmfg.com
http://www.lawnandlandscape.com/readerservice
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With Gregson-Clark you qet more than quality equipment. 
You get a relationship with a company that specializes 
in one thing - spraying equipment. Our goal is to 
provide green industry professionals with the best 
possible solution, whether it's a new sprayer, technical 
support, or parts. Call for our catalog. 

Spraying Equipment 
A Division of Rhett M. Clark, Inc. 

Phone: 800-706-953011 Fax: 585-538-9577 
Caledonia, New York 14423 

www.gregsondark.com 
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STRATEGIES 

of it should be wasted in meetings that seem to go nowhere or 
that are plagued by conflict or lack of participation. If leaders 
know how to conduct better meetings, those meetings can ac-
tually become time well-spent - time that increases employee 
productivity, participation and innovation. 

In too many companies, meetings have become a way for 
leaders and their employees to simply go through the motions. 
Having a meeting, in and of itself, is not a bad idea. In fact, 
meetings can be the most engaging and thought-provoking 
times of the day for leaders and team members alike. The key 
is avoiding those pitfalls that sink a meetings productivity. If 
all this sounds too familiar, check out these common meeting 
pitfalls and how you can fix them. 

^ ^ WHAT'S THE POINT? A common problem with many 
^ ^ meetings is that they're scheduled with seemingly no 

clear objective in mind. Run through a pre-meeting checklist 
before putting it on everyone's schedule. First, ask yourself 
whether the meeting is even necessary. Could the information 
you want to provide be just as easily presented in an e-mail? 
What do you want to accomplish with the meeting? Will reach-
ing that accomplishment really require a group decision? If 
you ask yourself these questions and decide that you do need j 
to have the meeting, next consider who should attend. Design \ 
an agenda for the meeting, and clearly communicate any prep 
work that needs to be done by the participants beforehand. 

^ ^ WHERE'S THE AGENDA? Remember the last time you 
^ ^ actually received an agenda in advance of a meeting? I 

Likely, you immediately had a higher perception of whether 
that meeting was going to be a waste of time or not. Once you 
know who will be attending the meeting, you need to finalize 
the agenda. A quality meeting agenda includes: 

• The date, time and location of the meeting; 
• The meeting's objectives; 
• Three to six agenda items, accompanied by how long they'll 

take to discuss and who the discussion leaders will be; and 
• A clear explanation of the prep work that should be com-

pleted before the meeting. 
Note that it is OK to use standing agenda items from meet-

ing to meeting - such as company overview, industry trends, 
strategy discussion, review of metrics, results and problem 
solving - as long as you also include the length of time allotted 
for each item and who will be leading the discussion. Send the 
agenda out as far in advance of the meeting as possible, and 
then re-distribute an agenda/meeting reminder 48 hours prior 
to the meeting. 

^ ^ CONFERENCE ROOM OVERCROWDING. Would you attend 
^ ^ a meeting if you didn't know why the meeting was be-

ing held and why you, in particular, were invited? Often, too 
many people who don't have a clear understanding of what 
role they are supposed to play are invited to meetings. Those j 
in attendance need to know if you want them to be an expert, 
an influencer or a decider. 
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Give a Spider a Home 

Make just ONE fertilizer application then park your spreader 
for the season. 
New Spread it & Forget it™ one application fertilizer, is formulated to 
effectively feed turf for six months or more. On average, you can use 
up to 40% less nitrogen per year, not to mention less fuel and labor, 
which add up to huge savings. 

Like the name says, Spread it & Forget it for greener turf, all season long. 

Get a leg up on the competition. Ask your fertilizer supplier about 
Spread it & Forget it and visit SpreaditandForgetit.com to use our 
value calculator and see how much money you can save. 

DRIVEN B Y 

DurationcR. 
Controlled Release Fertilizer 

O 2010 Agrium Advanced Technologies (U.S.) Inc. | DURATION CR DESIGN is a trademark owned by Agrium Inc. 
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STRATEGIES/// Tactics for managing day-to-day operations 

Keep the number of "required" attend-
ees as small as possible. And if critical 
members can't attend, consider postpon-
ing the meeting until they can. Having 
a meeting without all of the right brains 
present can cause just as many delays 
and productivity problems as postponing 
the meeting a couple of days. Finally, use 
the following litmus test. Ask yourself: 
Will this meeting be the best use of this 
person's time, given our objectives? If 
you answer yes, then it's highly likely 
that person should be there. 

Or, use a meeting cost calculator, 
which allows employees to privately 
enter in their salaries and the meeting 
length to calculate how much it is cost-
ing the company for them to be in a 
given meeting. It is a powerful tool that 
can promote individual productivity 
because it reminds everyone involved 
of the financial significance of the time 
spent in the meeting. 

» THE MEETING LASTS FOREVER. 
Now, that might be an exag-

geration, but that exact thought will be 
crossing the minds of those attending 
a meeting that seems to be going no-
where. When the eyes of attendees start 
wandering to watches in an attempt 
to see exactly how much time they've 
spent in the meeting and to estimate 
how much more time will elapse before 
they can get back to their long to-do 
lists, you're in trouble. 

Providing a meeting agenda will go a 
long way toward solving this problem. 
When attendees know exactly when a 
meeting will be over, they won't spend 
their time internally speculating about 
when they can leave. Create a reputation 
for yourself as being a meeting leader 
who starts and ends on time, every time. 
And if you do need to extend the meet-
ing's length, ask the group's permission 
before doing so. The ideal maximum 

meeting length is 60 minutes. 
Use time boxes for each agenda item. 

That means a certain amount of time is 
allotted for each agenda item. Bring a 
kitchen timer that you can use to en-
force the time limits. 

» THE MEETING IS A FREE-FOR-ALL 
Anyone who's ever attended a 

meeting or led a meeting knows that 
it doesn't take long for things to get off 
track. The best way to avoid losing con-
trol of the conversation and the meeting 
as a whole is to set some conversational 
ground rules - everyone participates, 
or don't ramble - right away. Make it 
clear to those in attendance that the 
ground rules will be used to ensure that 
everyone's time is well-spent. 

^ ^ BIGTALKERSEATUPALLTHETIME. 
^ ^ Every meeting has them: those 

people who love to let everyone know 

«GÌ ÛQ •G ItoÜÜQOa Nat UGGGŒ E®DaxLy DITI ÖEÖCS 
l l ( Ë I B à W i B [ € ( M l l S i i l l M m i l l g l i l 

SERVICE ASSISTANT FEATURES INCLUDE: 

Measure 
Property Online 

Automate 
Call Aheads 

AutoPay 
Online Services 

New Mobil 
^ N M i S C y Software/GPS 

é t t i : ' 

ég- - J 

AND MUCH MORE. 

800-422-7478 • www.realereen.com 
r> \ / r T r i l r> ^ S Y S T E M S www.lawnandlandscape.com/readerservice - #49 

http://www.realereen.com
http://www.lawnandlandscape.com/readerservice


earth friendly...naturally green 

UHiHtf. cuuerlc&ï/jretnîer/Hii/er. coin S00.334. S6S9 
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STRATEGIES III Tactics for managing day-to-day operations 

they are the most important people in 
the room, have the best ideas and have 
a comment to make on every subject. 
Your conversational ground rules 
should help keep your big talkers in line, 
but there are other ways to ensure that 
one person doesn't dominate. 

First, don't let big talkers sit at the 
front of the room or the back center of 
a U-shape. This definitely gives them a 
feeling of being on stage. In fact, you 
may even want to use assigned seating 
for the meeting. 

^ ^ CONFLICT KILLS PRODUCTIVITY. 
^ ^ Keep in mind is that effective 

meetings aren't necessarily free of 
conflict. In fact, conflict can be a good 
thing, and it should be valued by those 
attending any given meeting. The key is 
not letting it get out of hand. 

Try viewing conflict as "creative abra-
sion," a phrase coined by the president 

of Nissan Design International, Jerry 
Hirshberg. Here's a metaphorical ex-
planation of how it works: Picture two 
tectonic plates on the Earth's surface -
your way and my way, perhaps - grating 
against each other. Many people know 
that when this kind of friction occurs 
between plates, earthquakes often en-
sue. But what happens when these two 
plates - or viewpoints - come together? 
If the environment is right, they create 
a mountain - a third viewpoint that is 
a product of the first two approaches 
and that is grander, loftier, and more 
powerful than either one was on its 
own. In other words, conflict is turned 
into synergy. 

If - or when - things do get heated, 
ask everyone to take a break for a couple 
of minutes to think things over. Rein-
force the ground rules and ask team 
members to listen to each other and 
consider what a possible compromise 

might be. Remind everyone of the meet-
ing's ultimate goal and ask, given that 
goal, how you all can move forward to 
achieve it. You might hear from your 
team that more information needs to be 
gathered. That would make for a good 
reason to stop the meeting right then 
and set a date for a future meeting. 

If the knowledge is in the room, it's 
likely people just aren't listening to 
each other. 

^ ^ WHO'S MAKING THE DECISIONS? 
^ ^ So your meeting is nearly over, 

you've discussed everything on the 
agenda, and you're ready to send ev-
eryone on their ways. Unfortunately, 
no one is quite clear about what they're 
supposed to be doing or who is going to 
make that decision. As the leader, you 
don't have to be the one making all of 
the decisions, but you do have to make 
sure the decision-making process is 

NATURALLY 
BETTER 
Give your plants and 

shrubs the best start 
possible when you 

plant with PHC® Tree Saver. 

Naturally occurring 
beneficial bacteria feed the 
soil that feeds the roots. 
Plus, mycorrhizal fungi work 
to extend the root system, 
providing up to a 700% increase in the plant's 
ability to extract water and nutrients. 

Tree Saver also contains Terra-Sorb planting gels 
that absorb and release water to the root zone. 

f 
PLANT 

HEALTH I 
CARE. INC. I 

Plant Health Care manufactures a complete line of Naturally Better 
products for landscape management, arbor, turf and pond care. 

Plant Health Care, Inc. I 1-800-421-9051 I www.planthealthcare.com 

ECHO gives you... 
THE EDGE! 

ECHO Bed Redefiner 
The revolutionary BRD-280 
Bed Redefiner now allows 
landscapes to perform routine 
flowerbed and garden edge 
maintenance without the 
bulk of wheeled machines 
x>rthe time consuming, 
hard work associated 
with the use of shovels. 
It's also significantly 
less expensive and 
easier to use than a 
wheeled unit. 

Mi 

See the product 
in action, visit 

www.echo-usa.com/brd 

\ECHD 

1 

Ask Any Pro! " 

Visit www.echo-usa.com 
or call 8 0 0 . 4 3 2 . E C H O 
to f ind your nearest dealer. 

© 7010 ECHO incorporated 
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FOR ONCE WE'RE NOT GOING 
TO SAY A WORD. THE PROS ARE. 

"/ was completely blown away by what this mower is capable of—the efficiency, the grip on hills and traction control, 
and just how user-friendly it is! Thank you, Exmark, for a great season, even with all the rain this year. You guys really 
know how to put a mower together ." Jason F., Forcine Landscaping Inc., Schwenksville, Pa. 

See what more pros are saying about the Lazer Z®at exmark.com/lazerzfeedback 
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STRATEGIES/// Tactics for managing day-to-day operations > clear to everyone. 
Make sure everyone understands who 

will be making the final decision from 
the get-go. The quickest way for a leader 
to lose his team's respect is for him to 
make a decision that his team thought 
they would be making. If you just want 
your team's input and will be making 
the final decision on your own, let them 
know that ahead of time. They will be 
happy to weigh in and will feel good that 
you respect and want their opinions. 

^ ^ NO DECISIONS ARE CAPTURED. 
^ ^ Too often, meetings end and 

everyone simply goes back to business 
as usual without putting anything that 
was discussed in the meeting into ac-
tion, or without even knowing what 
they personally should do. 

If you keep the format for capturing 
what went on in the meeting simple, 
you have a much greater likelihood of 

getting it done and getting it distributed 
quickly. There is no simpler way to re-
cord what went on than by writing on 
a flip chart the who, what and by when 
outcomes of the directives discussed in 
the meeting. 

^ ^ EVALUATIONS ARE NOT DONE. For 
^ ^ many organizations, meetings 

have simply become something that 
employees feel like they have to get 
through. 

They think that all they need to do is 
sit through the meeting, and then they 
can get back to the task at hand. A great 
way to ensure that this isn't the mindset 
of those in your organization's meetings 
is to do proper meeting evaluations. 

Have everyone assess the four Ps: 
• Progress. Are we achieving the 

goals we set out? 
• Pace. Are we moving too fast or too 

slowly to achieve those goals? 

• Process. Are we using the right 
tools/methods? 

• Pulse. How is everyone feeling -
frustrated, satisfied, energized? 

CONCLUSION. A team meeting 
can be very productive. Unfor-

tunately, too many organizations meet 
for the wrong reasons or have simply 
fallen into a going-through-the-motions 
meeting style. 

By implementing a few simple tools, 
you can breathe life back into your 
meetings. Give these strategies time to 
take hold, and you'll find that your meet-
ings can become times of trust building, 
problem solving and collaboration that 
will energize your employees and give 
way to innovation that will greatly ben-
efit your company as a whole. L 

T h e author is pres ident of FireFly Facil itation a n d 
author of "The Firefly Effect." 

www.visualimpactimaging.com 

Visit our website for a FREE demo 
or call 330.259.7661 
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4 generations, 1 motto: 

''Good enough won't do 
it must be right." 
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STRATEGIES/// Tactics for managing day-to-day operations > 
Behaving 
better 
How to create standards of behavior 
that boost customer satisfaction 
and profitability. By Quint studer 

Consider the things your employees do that you 
wish they wouldn't - forgetting to turn off cell 

phones during design meetings, aggressively shar-
ing political or religious views with employees and 
customers or being terse with potential customers 
on the phone. None of these behaviors come from 
bad people, but they are bad habits that irritate 
customers and coworkers alike. 

The path is clear, now 

is the time to consult 

Weisburger for the 

best insurance— 

General Liability>Property>lnland Marine>Commercial Auto>Umbrella/Excess 

Weisburger Insurance is a full-service brokerage specializing in 

programs for the green industry, working with 5,000 lawn care 

and landscaping companies nationwide. Our professionals are 

dedicated to understanding the current risks and trends your 

business faces offering you the best products and services 

available to protect you against these risks. 

L5TCCK̂> 

WEISBURGER 
INSURANCE BROKERAGE 
A Division of Program Brokerage Corporation 

333 Westchester Avenue, Suite E-102 \ White Plains, NY 10604 

Gary Shapiro | Phone: (516) 496 -13461 Gshapiro@programbrokerage.com 

www.weisburger.com 
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IDEUMLK SIEE VER-
A Patented Tool for Installing Pipe & Electrical 
Conduit Under Sidewalks & Other Obstacles 

Made in the USA 
I 

Hammer Sidewalk Sleever 
& pipe under obstacle 

Remove Sidewalk Sleever 
& you are finished! 

1 . 8 0 0 . 6 9 1 . 1 1 4 8 
www.sidewalksleever.com 
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LebanoriTurf 
For all your landscape needs 

The ROOTS™ brand of biological solutions merges 
nature and technology to offer unlimited possibilities 
n the care and feeding of plants. 

How can something that works so fast...last so long? 
MESA® provides brilliant green color, quick response 
and extended feeding, all in a single granule. 

Woodace® Preen® Plus combines the power of 
:wo active herbicide ingredients that control over 150 
grassy and broadleaf weeds in landscape areas. 

Winning C o l o r s ™ is the ultimate Turf Type Tall 
:escue Blend containing four of the best tall fescues 
on the market: Monet,VanGogh, DaVinci, and 
Rembrandt. Together they make a winning 
combination to yield better turf with excellent color 
and overall disease resistance. 

LebanoriTurf For more information about all our technologies, brands 
and products, please visit our web site at LebanonTurf.com 
or call 1-800-233-0628. 

• • a n WINNING 
TURF TTPI TAIL FESCUE H E R D 
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STRATEGIES/// Tactics for managing day-to-day operations 

If you assume there's nothing you can 
do about such all-too-human flaws and 
foibles, think again. You can legislate 
good behavior - and what's more, the 
vast majority of employees will be glad 
you did. 

Don't assume people will feel you're 
infringing on their rights when you 
create a set of behavioral rules. Most 

of them are as irritated by the offend-
ers as you and your customers are. 
Besides, most people appreciate having 
official guidelines - it eliminates their 
own confusion as well as that of their 
coworkers. 

You might assume that, say, knock-
ing before entering someone's office is 
a common-sense behavior. But it's not 

always. For people who grew up in a fam-
ily with lots of siblings, few bathrooms 
and even fewer boundaries, knocking on 
doors might feel like a needless formal-
ity. In other words, common sense is a 
subjective concept, depending in part 
on an individual's background. Still, 
it's very important that every employee 
display behavior that's consistent with 
company standards and aligned with 
desired outcomes. 

Obviously, you want employees to 
leave a positive impression on custom-
ers. And it's also important for morale to 
have everyone behaving in appropriate 
ways. Employees who frequently behave 
in ways that their coworkers deem inap-
propriate are certainly not contributing 
to a happy, unified, productive team. 
And here's the real bottom line: If you 
don't spell out which behaviors are ac-
ceptable and which are not, you can't 
hold people accountable for them. 

The best way to get a handle on 
people's behavior is to develop a "Stan-
dards of Behavior" contract and have 
everyone, from CEO to receptionist, 
sign it. This document can address any 
and all aspects of behavior at work: 
from interaction with clients to phone 
etiquette to "good manners" (knocking 
on doors) to "positive attitude" markers 
(smiling or saying thank you). 

Interested in creating a Standards of 
Behavior contract for your company? 
Try the following tips: 

Seek input from all employees in 
creating the document. Put together 
a Standards Team to spearhead the 
initiative and create the first draft. Be 
sure everyone has a chance to review 
the document and provide input be-
fore it's finalized. You want to create 
buy-in, and that requires companywide 
participation. 

Align desired behaviors with cor-
porate goals and desired outcomes. 
Look at your organization's long-term 
goals and areas that need improvement. 
You must be able to measure the success 
of your standards by seeing an impact 
in many of the key metrics of your 
operation, whether those are increased 
customer satisfaction, reduced rejects or 
other measures. 

JONES OUTDOOR SERVICES 

He found an illuminating way 
to eliminate downtime. 

With hands-on training, guidance and support from VISTA Professional 

Outdoor Lighting, you can profitably expand your list of services 

and also fill the void between irrigation and landscape projects. 

VISTA experts will show you how to utilize the skills you already 

possess to install outdoor lighting solutions at moneymaking margins. 

VISTA 
PROFESSIONAL 
OUTDOOR 
LIGHTING 

Light up your b o t t o m line. 

Call 800-766-VISTA or visit www.vistapro.com today. 
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Be crystal clear and very specific 
in your wording. Don't write "display 
a positive attitude." Do write "smile, 
make eye contact and greet customers 
by name." Don't worry about insulting 
people's intelligence. For instance, if 
you don't want common "slang" phrases 
used with customers, you need to iden-
tify them right up front. For example, 
try this phone etiquette directive: Avoid 
phrases like "OK," "Yeah," "Hold on," 
"Honey" and "Seeya." 

Hold a ceremonial Standards of Be-
havior roll out. Once you have finalized 
your Standards of Behavior document, 
it's time to implement it. Hold an em-
ployee forum or companywide meeting 
in which you introduce the standards 
and distribute pledges for everyone to 
sign. You might want to create an event 
around your CEO and leadership team 
signing the pledge. You may even hold 
activities designed to educate employees 
about some of the points. Make it fun. 
But do have everyone sign a pledge -
it's amazing how much more seriously 
people take rules when they've signed 
on the dotted line. 

Hold people accountable when 
they violate a standard. Make sure all 
employees know they'll be held account-
able for the behaviors outlined in the 
Standards of Behavior document. Then, 
just do it. How you hold them account-
able is up to you. Sometimes a simple 
meeting in which you show an employee 
the signed pledge and point out her er-
ror is sufficient. Other times, you might 
need to write her up or take more drastic 
disciplinary measures. But one thing is 
clear: The Standards of Behavior pledge 
gives you something to hold people ac-
countable to. It's worth implementing 
for that reason alone. 

Create a designated Standard of the 
Month. Every month, highlight a spe-
cific standard. This will boost awareness 
of the standards in general and will get 
people thinking about how that specific 
one applies to their daily lives. Let's say, 
for example, that you decide to focus on 
your policy for dealing with disgruntled 
customers. At the beginning of the 
month, a reminder e-mail detailing the 
policy is sent out. Next, you might ask 

employees to write up real-life or hypo-
thetical scenarios in which they must 
deal with angry or dissatisfied customers. 
Finally, you might hold a companywide 
forum in which you recruit people to 
act out both sides of a conflict: the dis-
gruntled customer and the employee 
trying to repair the situation. 

Update the Standards of Behavior. 

The standards are dynamic and will need 
to be updated from time to time. One or 
two directives may not work as intended 
and may need to be changed. You may 
also discover new standards that need 
to be added as your company grows and 
evolves in new directions. Make changes 
as necessary. 

Have new applicants sign it right 
up front. Before you even interview 
prospective new employees, have them 
read and sign your Standards of Behav-
ior. You will be able to eliminate people 
from the race up front if they visibly balk 
at conforming to your corporate culture. 
But more important, when you do hire 

someone, there will be no doubt in his 
mind what you expect of him. If he is 
going to have trouble meeting your stan-
dards, you will probably know during the 
initial probationary period. 

Just knowing that a Standards of Be-
havior document exists - and knowing 
that their signature is affixed to a pledge 
to uphold it - is enough to keep employ-

L a n 
ees on their toes. It creates an extra boost 
of awareness that affects day-to-day 
behavior. It creates the same behavior 
expectations for the entire team. Best of 
all, it functions as a tidal pull on problem 
employees, bringing them up to a higher 
level of performance. 

Obviously, when overall performance 
improves, so does the quality of your 
company, the satisfaction level of your 
customers, and - last but not least - your 
bottom line. £ 

Studer is the author of "Results Tha t Last: Hardwir -
ing Behav iors Tha t Will Take Your C o m p a n y to the 
Top." H e c a n b e r e a c h e d through his W e b site, www. 
s t u d e r g r o u p . c o m . 
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STRATEGIES III Tactics for managing da! 

Kick it 
•to-day operations 

Leadership strategies 
to beat fear, stress 
and the economy 
By Jon Gordon 

There's no doubt about it: the past year 
or so has been a lean time for most 
companies. And while there's hope 
that the worst (economically speaking) 

might be behind us, we aren't out of the woods 
yet. The dark days of the recession have spawned 
a troubling new issue, one that could cripple or-
ganizations even as we head into recovery. The 
looming problem? A widespread loss of employee 
engagement. 

Even if companies haven't literally lost their 
employees, many have lost them psychologically. 
And if leaders don't strive to change that - to cre-
ate a positive culture that energizes people - there 
will be dire consequences. 

Tired of working more hours for less pay under 
the threat of termination, many Americans have 
mentally checked out of their jobs. They are sim-
ply doing what they need to hang on until some-
thing better comes along. In fact, a recent study 
by the Workforce Institute at Kronos shows that 
in organizations that have experienced layoffs, 40 
percent of employees report that their productiv-
ity has suffered. Of that 40 percent, two-thirds 
believe morale has been negatively impacted and 
that they aren't as motivated as before. 

It doesn't take a genius to figure out this at-
mosphere is not conducive to an organization's 
success, now or in the future. But with limited 
funds and deadlines that still need to be met, 
what's a leader to do? For starters, you must focus 
on winning in the workplace if you want to win 
in the marketplace. 

For leaders, now is the time to improve your 
company's culture and get inside your employees' 
heads. You need to personally make sure your 
company is a place where people want to work. 

nto gear 
i 
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You can allow the current economy 
to crush your morale, confidence and 
spirit, or you can choose to proactively 
shape your organization into one that is 
positive, resilient and prepared to take 
on challenges. Here are nine strategies 
to boost morale and engagement in the 
current economy. 

1FOCUS ON PEOPLE, NOT NUMBERS. 

True, there are a lot of numbers to 
worry about - investments, the bot-

tom line, next quarter's profits (hope-
fully) - and it's easy to become fixated 
on those figures. If your brain is spinning 
with strategies on how to stay out of 
the red, take a step back and remember 
that your company isn't what shows up 
in the spreadsheets - it's the finance 
people themselves, the mowing crews 
and the salespeople and support staff. 
Ultimately, an organization's success is 
determined by the moods, innovation, 
energy, thoughts and behaviors of the 
people who work there. 

2PRACTICE POSITIVE LEADERSHIP. 

And no, "positive leadership" 
doesn't simply mean the absence 

of overt negativity. It means remaining 
purposeful in the face of adversity. While 
it's important to acknowledge the ob-
stacles your organization is facing (after 
all, no one really respects a naive Polly-
anna!), don't dwell on them in meetings 
or in individual conversations, and don't 
bring up bad news before you've pointed 
out one or two things that are going well. 
Instead of being disappointed by where 
you are, optimistically focus on where 
you are going. 

Right now, negativity and fear are 
probably knocking your people off bal-
ance. It's a scientifically proven fact that 
the nature of our thoughts affects our 
lives in tangible ways. I firmly believe 
that if you think your best days are 
behind you, they are. However, if you 
think your best days are ahead of you, 
they are. 

Therefore, it's time to regroup, refo-
cus, and unite your people to create a 
winning mind-set, culture and positive 
team environment. Remember, culture 
drives behavior. You win in the office 

first. Then you win in the marketplace. 
With a winning team you create strength 
on the inside that can withstand the 
negativity, naysayers, and adversity on 
the outside. 

3FILL THE VOID. These are uncertain 
times. Employees are questioning 
how their industries and jobs will 

be impacted by the current economy. 
They're unsure about what actions to 
take. Unfortunately this uncertainty cre-
ates a void, and my theory is that where 
there is a void, negativity will fill it. In 
the absence of clear and positive com-
munication, people start to assume the 
worst, and they will act accordingly. 

As a leader, you must personally meet 
with your employees and continually 
communicate, communicate, commu-
nicate. You must be seen and heard, 
and you must also hear and see. If you 
always fill the void with positive com-
munication, then negativity and fear 
can't breed and grow. 

4 MAKE TRANSPARENCY THE NORM. 

After all, the more you com-
municate, the more you foster 

trust, and the more loyalty is built. Talk 
to your team members often, and let 
them know where they stand. Encourage 
your managers and supervisors to do the 
same. Host frequent town hall meetings 
in which you listen to employees' fears, 
concerns, and ideas, and share your vi-
sion for the future. 

5 GET RID OF BAD EMPLOYEES. Tell 
energy vampires, "It's time to 
get on or off the bus." No matter 

how many pep talks you give or good 
behaviors you model, your efforts won't 
go far unless everyone is on the same 
page. That's right: everyone. You might 
be tempted to think that a few non-
conformists and cynics won't prove to be 
a major problem if the majority of your 
people begin to share in your positive 
vision, but you'd be wrong. I call those 
who are a constant source of negativity 
"energy vampires" because they suck the 
energy and life out of everyone around 
them. Their presence pollutes the waters 
and can have a highly detrimental effect 
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on the teams morale, confidence, and 
overall performance. 

Once you've identified the naysayers 
on your team, gently approach them and 
give them a chance to get on the bus and 
share in a positive vision. However, if 
these energy vampires refuse to get on 
board, then you must get them off the 
bus. There are no ifs, ands or buts about 
it. Even if your biggest complainer hap-
pens to be your highest performer, his 
negative energy outweighs his positive 
contributions. Once again, it's crucial 
to remember that culture fuels perfor-
mance and results. One cancer cell can 
multiply to destroy the body. 

6 FORBID COMPLAINING. All com-
plaining. Yeah, that'll happen 
when pigs fly, you're probably 

thinking. Successful organizations with 
great cultures focus on solutions, not 
on complaints. The rule is simple. Let 

> 
your employees know that they are not 
allowed to complain unless they also 
offer solutions. 

Remember, banning complaints is 
tough love for the good of the whole 
organization. When you boil things 
down, complaints are just noise and 
nothing more - but each one does rep-
resent an opportunity to turn something 
negative into something positive. Turn 
your employees from problem-sharers 
to problem-solvers - it'll make an un-
believable difference in your company's 
atmosphere, and it will lead to new 
ideas, innovations, and success. 

7TEACH PEOPLE TO BE HEROES. Both 
heroes and victims get knocked 
down. The distinction between the 

two groups lies in the fact that heroes 
get back up while victims simply give 
up. Help your employees to realize that 
they are not victims of circumstance. 

Rather, remind them that they have a 
high focus of control - in other words, 
they have a significant influence over 
how things turn out. 

Goldfish let fear paralyze them, but 
sharks choose to swim ahead, believing 
the best is yet to come. Faith and belief in 
a positive future lead to powerful actions 
today. Learn the Positive Shark Formula: 
Events (E) + Positive Response (P) = 
Outcome (O). True, you can't always 
control the events in your life, but you 
can control how you respond to these 
events - and your response determines 
the outcome. 

In a rapidly changing world, it's im-
portant to choose faith over fear. The 
two share a future that hasn't happened 
yet. And the main thing that separates 
them is hope, or a lack thereof. Faith 
believes in a positive future and creates 
heroes, while fear believes in a negative 
future and creates victims. Think about 

MAXIMIZE 
SUCCESS FOR YOUR UF 

My Whole Life Changed 
When I Took On a 

Weed Man Franchise 
In Louisville, Kentucky 
My 4 Greatest Benefits 

Gett ing Into the 
Weed Man Organization: 

1. Local Sub Franchisors that give hand-in-hand support. 
Advice, guidance, benchmarking support -
it's all there and unlike any other program! 
2. Buying power convenience. 
Everything we need in a packaged 
system is a true time saver. 
3. The Budgeting Process. 
As an accountant I appreciate the well 
planned and effective process. 
4. Tried and Proven Systems. 
The deliberate methods in serving 
customers is unequaled. 

800-363-8780 
www.lstproducts.com 
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it. The rest of your life hasn't happened 
yet. Why not choose to believe that good 
things are coming your way? 

8FOCUS ON THE SMALL WINS. The 

key is to always place your at-
tention on those little, ordinary, 

non-spectacular wins that add up to big 
successes. My credo is to expect success, 
look for success, and celebrate success. 
When you focus on small wins, you gain 
the confidence to go after and create 
the big wins. It's the same advice I give 
to NFL teams as well as to Fortune 500 
companies. 

Keep in mind that employees might 
currently be discouraged or burnt out 
right now, so make sure to really high-
light and celebrate the small wins in 
order to foster loyalty, excitement, and 
confidence. 

After all, championships are won as 
the result of many small wins. 

9 PUT SHARKS IN KEY POSITIONS. 

When the economy was thriving, 
it didn't matter as much if key 

employees turned in a mediocre perfor-
mance. Now, that isn't the case. Look at 
your team and figuring out which people 
display the characteristics of driven, 
go-get-'em "nice sharks," and which are 
"goldfish," or more natural relationship 
managers. 

Your sharks are the people you need 
in sales or business-driving positions. 
Your goldfish, or relationship managers, 
are better suited to answering phones, 
taking orders, and cultivating customer 
goodwill. People who aren't in the 
right positions won't thrive - and your 
organization will constantly find itself 
struggling. Too many organizations have 
relationship managers in sales positions, 
and that's why they aren't thriving. Put 
your people in the right positions and 
allow them to do what they do best - and 

they will help your company to perform 
its best. 

These are uncertain times, and no one 
can predict what the future will look 
like. Realistically, even if you devote 
yourself to helping your employees 
think their best and be their best, some 
might still find themselves better suited 
to positions outside your company. 
That's OK. 

The main thing is emphasize to your 
team that the world is full of opportunity 
for those who are willing to stay positive, 
work hard and find it. 

Ultimately, by filling the voids with 
positive leadership, positive communi-
cation, and positive action, there is one 
thing you can be certain of - a future 
in which your organization is stronger, 
wiser, and better than it is today. ® 

T h e author is a consul tant a n d speaker . H e wro te 
"The Shark a n d the Goldf ish: Positive W a y s to Thr ive 
Dur ing W a v e s of C h a n g e . " 
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i other trimmer heads, strings exit the head at a fixed point - bending and * 
iakening them until they break, but the PIVOTRIM® patented pivot design 
ows the line to absorb shock - reducing line wear and broken lines! 

For more information on these and other OREGON* products, contact your authorized OREGON* distributor, or 

30N', BLOUNT, INC. 4840 East 12th Street, Kansas City, Missouri 64127 Phone: 800.743-3150 Fax: 503-653-4201 Web: oregonchain.com 
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Trimmer line pivots as it cuts, 
reducing wear and tear 

to enhance line life. 
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Join the club 
How one company has found a different 
approach to gaining referrals, b y l i n d s e y g e t z 

In tight economic times every refer-
ral counts. Tim Johnson, owner of 

West Michigan Home and Lawn Care 
in Grand Rapids, has found a unique 
way to gain those referrals. About two 
and a half years ago Johnson joined the 
Grand Rapids chapter of the worldwide 
business networking and referral group 
Business Network International (BNI). 
It's been a wise move for his company. 

The group works like this: Once a 
week all of the members meet for about 
an hour and a half. Each member gets a 
minute or two to give a little commer-
cial about their business in front of the 
group - perhaps focused on a certain 
service they're pushing at the time. Then 
the group has the opportunity to offer 
referrals if they know anyone who might 
be in need of that service. 

"Right now it's snow time for us so 
that's what we're pushing," says Johnson. 
"We're looking for plowing referrals." 

The catch is that each chapter only 
allows one person per professional 
specialty. Johnson, whose business 
does 90 percent commercial work and 
brings in around $ 5 0 0 , 0 0 0 annually, 
attends meetings as a professional for 
both snow and lawn care. As the pro-
fessional for both of those areas, he's 
locked in - as long as he keeps up with 
his membership. Other lawn or snow 
professionals who wanted to join would 
be referred to another chapter or could 
start their own. 

In addition to attending the weekly 
meetings, the only other requirement 
of the group is annual dues of $350 and 
quarterly dues of $50. But Johnson says 
the business he's gotten through the 
group easily covers the dues. He says he 

mmmmmmmmmmmmmmmmmmmmammm^ 

has secured anything from a 
$40 ,000 referral down to a 
$100 referral - but in these 
trying times every little bit 
counts. On average, he says, 
he gets one referral from 
each meeting. 

Once Johnson began get-
ting referrals from BNI 
members it started snow-
balling. "Sometimes the 
hardest thing is just getting 
into the business circle," he 
says. "This group helped 
me get into these small 
circles, and once you're in, 
the referrals keep coming. 
That first referral gives 
you another one, then you 
get another from that, and 
it just keeps going from 
there." 

Because the group is invitation-only, 
the other benefit of the referrals that 
Johnson receives through BNI is that 
they are high quality, and as a result, 
many do turn into jobs. New members 
can only be invited to join by an existing 
member as long as no other member 
of the group already represents that 
specialty. Johnson was invited to join 
the group by the professional he uses 
for printing. BNI does ensure that 
new members are reputable with an 
application process including refer-
ences that are checked by a membership 
committee. This helps keep referrals 
professional. 

In addition to being a gold mine for 
referrals, the group has been beneficial 
to Johnson in other ways. Working on 
the "commercials," for instance, has 

Business Network International (BNI) helps business people 
generate quality referrals. 

helped him better pitch himself and 
his business. 

"Every week you're learning to pro-
mote a different part of the business 
to generate new referrals," Johnson 
explains. "Some weeks you'll give a 
certain pitch and it won't get you any 
referrals, and that becomes a learning 
experience, too. Maybe you didn't sell 
the idea well enough. 

"It becomes an opportunity to figure 
out what people want to hear from your 
sales pitch," he says. "That's something 
that helps me outside of the networking 
group. The group has definitely been a 
good fit for our business and I've been 
glad that I got involved."® * 

T h e author is a f ree lance writer b a s e d in 
Royersford , Pa. 
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HUSTON, We Have A Problem 

JIM HUSTON 
runs J.R. Huston 
Consulting, 
specializing in green 
industry consulting. 
Reach him at 
800-451-5588, 
huston@gie.net or 
via www.jrhuston. 
biz. To purchase 
his book, visit www. 
lawnandlandscape. 
com/store. 

Buying and selling a business: Part 
In this economy the merger, ac-

( I quisition and divestiture (MAD) 
market is alive and well. Here's 
the first of two methods that I'll 
share if you're looking to sell. I call 
it the gross profit margin (GPM) 
evaluation model. 

THE REAL WORLD. As its name 
suggests, this model uses GPM to 
value the goodwill or blue-sky por-
tion of the value for a service busi-
ness. Service companies normally 
sell for one year of gross profit 
margin for the blue-sky portion of 
the company. Assets (office equip-
ment, inventory and accounts 
receivable) and liabilities (loans, 
accounts payable) are handled 
separately from goodwill. 

The GPM model, based on past 
sales, is an excellent way to value a 
service business with good histori-
cal documentation. Three to five 
years of financial statements are 
available and complete. Analysis 
of the financial statements de-
termines that the internal ratios 
and percentages within them 
are consistent and in line with 
industry benchmarks. Customer 
records and files are complete and 
in good order. 

After the appropriate documents 
are signed and/or exchanged, 
evaluate the company's goodwill 
by reformatting three years of the 
seller's profit and loss statements 
by putting them in the format of 
a P&L statement. 

First, calculate the gross profit 
margin. Second, calculate and 
verify the items in cost of goods 
sold, and general and administra-
tive overhead costs. This will ac-
curately determine the company's 
ratios and cost percentages, check 
them for internal consistency and 
compare them to industry bench-

marks (see figure 1). 
Determining the gross profit 

margin for smaller (up to $1 
million in annual sales) target 
companies isn't always as easy as 
it sounds. Often the owner's salary 
is not a fair market value (FMV) 
salary. Also, it's usually not split 
between the field and G&A over-
head accurately. As a result, the 
GPM is distorted. 

First, determine the fair mar-
ket value for the owner's time 
for actually working in the field. 
Simply multiply the owner's hours 
working in the field by a FMV 
labor gross rate. This normally 
is the rate for a crew leader or a 
little higher. 

BASED ON FUTURE SALES. It's not 
uncommon that good historical 
documentation is unavailable for 
evaluating the goodwill value of 
companies with less than $1 mil-
lion in annual sales. Here, you 
base the price to be paid for the 
goodwill portion of the company, 
not on the gross profit margin of 
past sales, but on future sales. 

Even if thorough documenta-
tion is available, many buyers 
prefer this method for new ac-

quisitions, as it provides the seller 
with an incentive for staying with 
the buyer and maximizing sales. 
This method also appeals to many 
buyers because it's "self-funding." 
This means a percent of new sales 
is paid to the seller, in addition to 
any salary or other compensation. 
If there are no new sales, there's 
no payment. However, if sales 
increase above historic levels, the 
seller has the opportunity to make 
more than if the goodwill was 
based entirely on historic sales. 

Read the first two parts 
of this series at www. 
Iawnandlandscape.com/webextras. 

THE PAYOUT. The goodwill payout 
is usually spread across three to 
four years. Payment for equip-
ment and any other assets are 
usually paid upon the consum-
mation of the deal. I've seen the 
payment percentage structure for 
goodwill vary. 

The incentive to the seller is to 
help the new owner sell as much 
as possible to maximize the good-
will payment, which is not a set 
amount. © 

Figure 1: GPM Benchmarks for Green Industry Businesses 
B e n c h m a r k G P M r a n g e s for al l g r e e n i n d u s t r y m a r k e t s e g m e n t s in n o n -
r e c e s s i o n a r y t i m e s a r e a s fo l lows: 

MARKET SEGMENT GPM % 
Residential installation (all types) 30 to 40% 
Commercial installation (all types) 20 to 30% 
Maintenance, commercial and residential 30 to 40% 
Tree work 30 to 40% 
Fertilizations and insecticides 50to 65% 
Irrigation service 45 to 55% 
Outdoor lighting 40 to 50% 
Christmas decorations 40 to 50% 
This article was adapted from James Huston's books "A Critical Analysis of the MORS 
Estimating System" and "How to Price Landscape and Irrigation Projects." For a free 
audiobook version (plus shipping) of "MORS," visit www.jrhuston.biz. 
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Meet Your New Manufacturer 

Thor is hammering out turf and ornamental insecticide value. 
Imidacloprid and bifenthrin (the actives in Merit®, Talstar® and Allectus®) are two of the 
most effective Turf and Ornamental insecticides on the market today. Now Thor has a 
complete value priced range of T and O products containing these two great actives. 

It's simple to save with Thor. No order is too large or small and shipping is always free. Thor 
has 15 regional manufacturer direct representatives, one near you. Call now for a quick quote! 

B t C l } 0 1 t SC 
5.0% imidacloprid I 4.0% bifenthrin SC 

m A X X C t > O R S C C U R f C b O R U 1 P 
7.9% bifenthrin suspension concentrate 75% imidacloprid wettable powder in bottles 

crwcxcftoR ec cuRpcboR uxsv 
23.4% bifenthrin emulsifiable concentrate 75% imidacloprid wp in water soluble packets 

m a x x c T > o r sq c u r f c T > o r o . s q 
0.2% bifenthrin sand granule 0.5% imidacloprid granule 

m A X X C l ? O R eg c u r f c T > o r z f 
0.2% bifenthrin clay granule 21.4% imidacloprid suspension concentrate 

www.for-tbor.com 1 - 8 6 6 - F O R - T H O R 
All marks are the property of their respective owners r " E l ^ l / i » T l P , V I A I S * 1-866-367-8467 
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Profitable partnership 
A homeowner's wishes for his 15-acre property turned into a wealth of opportunity 
for two companies hired to transform and manage a portion of the large estate. 

BY LINDSEY GETZ 

When the owner of a 15-acre estate 
on Long Islands's "Gold Coast" 

wanted to transform a somewhat-barren 
property into something he could en-
joy, it brought together two landscape 
businesses to do the work. Donald G. 
Namias, president of Dawnscapes, in 
East Northport, N.Y., joined forces 
with an old friend from college, War-
ren Hertzberg, president of Executive 
Plant Service. 

The owner of the property wanted to 
walk his land regularly, but found that 
most of it was unmanaged and in need of 
care. Namias and Hertzberg developed 
the idea of creating a walking trail in 
an area that already had an existing 
blackberry and raspberry patch. 

"We focused on about an acre and a 
half of semi-wooded property that we 
decided to turn into an 'edible walk-
way,'" Namias explains. "The project 
called for several small natural trails 
winding through woody plants, shrubs, 
specimen trees and a variety of fruits. 
We built on the idea of the existing 
berries by adding some seedless grapes, 
blueberries, strawberries and several 
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A hundred years of commercial van 
experience comes standard. 
Meet the new class of business - the 2010 Mercedes-Benz Sprinter. \ 

Since the launch of the first van in 1896, Mercedes-Benz 

has set the standard for commercial vehicles. And now, 

the worldwide leader in commercial vans is arriving 

stateside with Best-In-Class* cargo capacity, payload 

capacity, and interior standing height. Say hello to the new 

2010 Mercedes-Benz Sprinters at MBSprinterUSA.com. 

Vehicles shown may include optional equipment. 

* Based on a comparison of the Automotive News classification of full-size commercial vans. 





small apple trees." 
A water feature was also added for the ho-

meowner to enjoy during his strolls. It was 
constructed in a grassy area that had been hit by 
lightning, clearing away several trees and creat-
ing an opening. The bubbling rock water garden 
uses lava rocks of different heights taken from 
Mount St. Helens, with water flowing through a 
recharge basin. The surrounding gravel features 
tropical seasonal annuals. 

In addition to the edible walkway and the wa-
ter garden, the team also focused on improving 
other areas of the property. The neglected land 

Top and top left: In addition to the edible 
walkway and the water garden, the team 
also focused on improving other areas of 
the property. Here, statues look out from 
a garden and chairs wait on a new patio. 

Right: Workers stand in one of their large 
hand-dug holes. 
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A FULL LINE OF 

KAWASAKI POWER 
WITH DECADES OF EXPERIENCE BUILT IN. 

Why wait to get your hands on some new Kawasaki Handheld Power Products? 

There's never been a better time to see what Kawasaki commercial grade products 

can do for you and your landscape business. Our full line of products can 

knock your workload down to size, and Kawasaki's legendary durability 

and reliability make every Kawasaki Handheld Power Product an 

excellent value. Even more so, when you add in our 5-year consumer, 

2-year commercial Leading Edge Warranty, one of the most powerful 

warranties in the industry. Don't settle for less. Get the power and 

performance of a Kawasaki working for you today. j p 

Qi 

For more about how Kawasaki Handheld Power Products 
can help grow your business, call 800 -433-5640 or visit 
w w w . k a w p o w e r . c o m . 

HIGH PERFORMANCE RUNS IN THE FAMILY. 

From world-class motorcycles 
to commercial grade engines 
for landscape professionals, 
the Kawasaki name says it all. 
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BLUEPRINTS/// Design ideas and inspiration 

Once-neglected land was improved 
with a path and new plantings. 

was in need of some cleaning up and a 
variety of new plantings were installed 
including several thousand daffodils and 
hyacinth. Because of the size of the land, 
it wasn't a one-and-done job. The proj-
ect provided some initial maintenance 
business to the companies. 

However, since the downturn in 
the economy, the companies have not 
been back for additional work despite 
the fact that future projects had been 
discussed. 

Namias says the most challenging as-
pect of the job was the land itself, which 
was not conducive to growing the new 
planting. It was a very hard, compact soil 
that was likely made worse by the heavy 
construction machinery brought in to 
build the 12,000-square-foot-plus home. 
"After having all that equipment on the 
land, the homeowner was adamant that 
he did not want anymore machinery, so 
we had to hand dig," Namias says. "We 

hand dug holes with picks and metal 
bars that were big enough to hold eight 
to 10 men. We then brought in our own 
soil mix to mix with the existing soil 
and have had great success with that." 
And in addition to these larger holes, 
smaller holes were also dug to address 
some previous drainage issues. 

The work was time consuming and 
laborious, but the end result was im-
pressive. Namias says having a partner 
on this job was a wise move. 

"Two heads are better than one for 
a large project like this," he says. "We 
worked as a team in trying to come up 
with very interesting plant material and 
some unique ideas - not something 
standard. Our forte is plant material 
selection and planting in just the right 
place. Working together we were very 
successful on this estate project." X 

The author is a freelance writer based in 
Royersford, Pa. 

National 

dë^Qre 
Jan. 9-10, 2011 
St. Louis, MO 

The Leader in Education and Trade. 
Presented by the Western Nursery & Landscape Association 

www.nationalgreencentre.org 
The Western Nursery and Landscape Association is proud to announce the expansion and rebranding of its successful 
annual tradeshow and conference "The WESTERN". Beginning January 9-10,2011 the event will become the National 
Green Centre presented by the Western Nursery & Landscape Association and begin alternating between St. Louis 
and Kansas City. 

www.nationalgreencentre.org • exhibits@nationalgreencentre.org • 888-233-1876 • weekly e-newslettet [ J j g 
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The LARGEST 
Manufacturer of 
Steel Landscape 

Edging 

•A Clean Cut Professional 
Appearance 

Durable Powder Coat Finish 

•Available in Green, Brown 
and Black 

Steel edging creates a clean line 

between planting beds and turf 

to retain mulch and stone, and 

forms paths and driveways. 

Large Selection of Accessories 



Commercial Edging 
Product 
Number Description Decimal Range Stakes / 

Piece 
Stake 
Size 

Approx 
Lbs Ea 

1014 10' x 14ga x 4" Steel Edging .0817- .0677 12" 11 
1012 10' x 12ga x 4" Steel Edging .1126-.0966 12" 15 
1011 10'x 1/8" x 4" Steel Edging .1276-.1116 12" 17 
1007 10'x 3/16" x 4" Steel Edging .1873-.1713 12" 25 

1014-6 10' x 14ga x 6" Steel Edging .0817-.0677 lò - 15 
1012-6 10' x 12ga x 6" Steel Edging .1126-.0966 ie" 20 
1011-6 10'x 1/8" x 6" Steel Edging .1276- .1116 16" 24 
1007-6 10'x 3/16" x 6" Steel Edging .1873-.1713 16" 38 

1025 10'x 1/4" x 4" Steel Edging .2487 - .2568 12" 35 
1025-5 10'x 1/4" x 5" Steel Edging .2487 - .2568 16" 44 
1025-6 10'x 1/4" x 6" Steel Edging .2487 - .2568 16" 52 

Commercial Tree Rings 
Product 
Number Description Decimal Range Stakes/ 

Ring 
Stake 
Size 

Approx 
Lbs Ea 

14TR2 2.5' Diameter 14ga Tree Ring-1 Piece .0817-.0677 4 12" 10.5 
14TR3 3' Diameter 14ga Tree Ring-1 Piece .0817-.0678 4 12" 13 
14TR4 4' Diameter 14ga Tree Ring- 2 Pieces .0817-.0679 7 12" 17.5 
14TR5 5' Diameter 14ga Tree Ring- 2 Pieces .0817-.0680 8 12" 21 
14TR6 6' Diameter 14ga Tree Ring- 2 Pieces .0817- »0681 \ 8 12" 26 

Steel Specification: 

Approximately 5/64" through 1/4" thick (see decimal range) 

Hot Rolled low carbon steel ASTM-A-36, ASTM-A-283, ASTM-A-569 

Hot Rolled steel is soft enough to bend flat on itself in any direction without cracking, ductile 
enough for shallow drawing. Surface has normal mill oxide. The smooth deoxidized matte finish 
gives an excellent base for paint. Conforms to a minimum ASTM A366-with carbon content held 

to .10 maximum. These materials meet or exceed ASTM and ASME specification. Material is hard-
ness tested to maximum Rockwell of 70 and maximum Webster rating of 15, approximate Brinell 

hardness is 137. Tensile strength ksi is 58 to 80; yield strength ksi is 36 minimum. 

Paint Application: 

Electrostatically applied powder coating specially formulated to withstand extended outdoor exposure. 
This coating is ideally suited for lawn and garden equipment, fencing, playground and recreational 

equipment. 
Colors include green, brown and black. 
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COMPANY INFO 
Company names and headquarters: Dawnscapes, East Northport, N.Y., and Executive Plant Service, in Commack, N.Y. 
Annual company revenues: $200,000 to $450,000 
Client/Service Mix: 10 percent commercial and 90 percent residential 
No. of employees: 4 to 12, depending on project size 

FEATURED PROJECT 
Total project size: 6 acres of the homeowner's 15-acre 
property 

Total days on the job: 52 (project completed over a two-
year period) 

Total design hours: 60 

Estimated project cost: $375,000 

Final project cost: $475,000, after design reviews and 
requested upgrades 

Key plant materials used: Paper bark maple, dawn 
redwood, Japanese cryptomeria, crape myrtle, upright beech, 
Oregon grape holly, rose of Sharon, oak leaf hydrangea, 

blue mist shrub, sweet box, witch hazel, tickseed, purple cone 
flower, Lenten rose, purple coral bells, hardy geranium 

Fruits used: Apples, raspberries, currants, grapes, 
blackberries, blueberries and strawberries 

Key hardscape materials: Moss rock, lava rock, Long Island 
boulders, Pennsylvania stepping stones, baby river round 
gravel and assorted mulches 

Equipment used: Skid-steer loader, backhoe, dump trucks, 
stump grinders, and chippers. Eighty percent of the project 
was completed using hand labor with ball carts, shovels, rakes 
and pick axes 

Subcontracted services: Irrigation and electrical 

DO YOU HAVE 
WHAT IT TAKES? 

ty 

Do you have what it takes to win a New Holland skid steer? 
Enter the 2010 Landscaper's Challenge presented by New Holland. The Landscaper's 
Challenge gives the country's best landscaper a chance to win a brand new L170 Skid Steer 
Loader worth more than $32,000. 

To enter, and for complete contest rules, visit www.lawnandlandscape.com and click on the Landscaper's 
Challenge logo and tell us why your design/build project is the best. One contractor will be chosen each 
month and featured in Lawn & Landscape magazine, and the grand prize winner, who wins the New Holland 
L170, will be announced Oct. 28, 2010, at the GIE+EXPO in Louisville, Ky. 
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PICKING PLANTS 
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COMPANIES OFFER ^ ANNUALS 
Check out these new bedding plants from breeders around the world, BY DAVID KUACK 

AGASTACHE 
The Acapulco series is part of the Ecke Flower Fields' low-
maintenance Painted Dunes Collection. Colors include 
Salmon & Pink, Orange, Rose and Yellow & Pink. These 
extremely fragrant plants attract butterflies and hummingbirds 
delivering outstanding performance in mixed containers or 
when planted in mass in the landscape. 

Petite Beauty from Ecke has all the great qualities of the 
Outback varieties with petite yellow flowers. This variety 
was selected due to superior performance characteristics in 
the greenhouse and the garden. Exceptional heat tolerance 
makes it ideal for summer sales. Perfect for production in 
smaller pots (4-inch and up), plants grow 8-10 inches tall in 
the garden. 

ALSTROEMERIA 
Lilian is the latest addition to Van 
Zaten Plants' Princess Lilies line. 
The compact plants can be used in 
containers and in landscape beds. 
Lilian produces 2Vi- to 3-inch lilac 
flowers on 10-14 inch tall plants. 

ANGELONIA 
The SunDancer series is a member of the Ecke Painted Dunes 
Collection. Vigorous and free-branching, the plants' upright 
habit adds height to combinations. Available in Pink, White 
and Purple, these heat-loving plants extend the summer 
season. 

Hort Couture's Applique series has three varieties (Blue, Pink 
and White) that are compact with medium-sized flowers. They 
are well-branched, making for very full plants. 

BRACTEANTHA 
The Dazette series from Oro 
Farms offers three colors (Yel-
low, Orange and White), that 
were selected under high heat 
and humidity conditions to pro-
duce plants with narrower leaves 
and excellent branching. Plants, 
which can be grown pot tight, produce many flowers just above 
the foliage. They are ideal for 4- and 6-inch pots as well as in 
mixed containers or color bowls. 

CUPHEA 
Cuphea llavea 'Flamenco Jive' from PlantHaven was specifi-
cally bred for compact habit, high flower volume, large up-
right facing flower presentation and a long flowering season. 
Plants produce large flowers with dark cerise petals and a 
darker purple center and smooth light green leaves. Plants, 
which reach 16 inches tall and wide, do best in full sun in a 
well-drained soil. 

Cuphea hyssopifolia Border series 
from Skagit Gardens has two va-
rieties that produce multitudes of 
prominently displayed miniature 
flowers above their finely textured 
foliage. Much more compact than 
other cupheas, and with a dis-
tinctly rounded form well suited 
for containers and landscape beds. Magenta produces bright 
magenta flowers on 6-inch tall plants. Southern displays light 
violet flowers on 8-inch tall plants. 

Cuphea ignea Matchmaker series 
from Kieft-Pro-Seeds includes 
White, Scarlet and Pink. These 
compact plants reach 8-10 inches 
tall and wide. The plants have a 
long flowering period and a self-
cleaning habit with wide climate 
acceptance. 

The Vienco cuphea series from GGG International contains 
seven colors. Plants have decorative growth and large flowers. 
They make the perfect container plant for hot weather. 
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NEW HOLLAND SUPER BOOM® SKID STEER LOADERS. 
GREATER LIFT CAPACITY AND LONGER FORWARD REACH TO GET JOBS DONE FASTER. 
TIME-SAVING VERSATILITY. OUTSTANDING VISIBILITY AND A SMOOTH, STABLE RIDE. 
SEVEN MODELS. POWER: 38 - 90 HP. OPERATING LOAD CAPACITY: 1,350 - 2,800 LBS. 

LOCATE A DEALER NEAR YOU AT WWW.NEWHOLLAND.COM 

A SUPER BOOM'* 
VERTICAL-LIFT 
DESIGN TO 
CENTER-FILL 
TRUCKS. 

B SWAP OUT 
ATTACHMENTS 
WITHOUT LEAVING 
YOUR SEAT USING 
THE HYDRAULIC 
MOUNT PLATE. 

NEW HOLLAND 
CONSTRUCTION 4 

B U I L T A R O U N D YOU 

For product literature and full specifications, please visit 
www.newhol land.com or call (866) 726-3396 toll tree. 

t commercial use only Customer participation subject to credit qualification and approval by CNH Capital America LLC See your New Holland dealer for details and eligibility requirements. Down payment may be required. Offer good through 
ich 31.2010. Not all customers or applicants may qualify for this rate or term. CNH Capital America LLC standard terms and conditions will apply. Taxes, freight, set-up, delivery, additional options or attachments not included in suggested 
Bit price Offer subject to change or cancellation without notice. © 2010 CNH America LLC All rights reserved New Holland is a trademark of CNH America LLC 
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PICKING PLANTS 

CYPERUS 
Proven Winners has added two plants to its Graceful Grasses 
collection. Cyperus involucratus Baby Tut has a distinctive 
color, texture and performance. This petite, upright Egyptian 
papyrus is a fast grower, reaching 18-24 inches tall and 30-
48 inches wide. It is perfect for water gardens, patio pots, 
and beds. 

Cyperus papyrus King Tut is a distinctive plant with large 
heads of pendulous leaves. Its greenish spikelets can measure 
1-inch across. This upright plant reaches 48-72 inches tall 
and wide. It can be used in water gardens or as a centerpiece 
in large patio pots and beds. Both plants take full to partial 
sun. 

EUPHORBIA 
The new Breathless series from 
Ball FloraPlant includes the only 
red-flushed leaf form Blush and 
a better branching White. Plants 
are durable, low-maintenance and 
long-lasting in containers and in-
ground plantings. These versatile, 
heat-tolerant, fine-textured varieties fill in fast developing 
into stocky, mounded plants. They display a showy mass of 
self-cleaning flowers all season long in all summer conditions. 
Plants are suitable for 4V2- and 6-inch pots and gallons. Plants 
reach a height of 8-15 inches and spread of 20-28 inches. They 
can be planted in full sun to partial shade. 

Euphorbia 'Hip Hop' from 
GroLink has a full, mounding 
habit and is heat- and drought-
tolerant. It has nice green foliage 
and non-stop white flowers. It is 
an excellent annual for the land-
scape or in combinations for the 
spring or mixed with poinsettias 
for Christmas sales. 

6AURA 
Papillon Pink is part of Ecke's low-maintenance Painted 
Dunes Collection. It is a great landscape plant and the perfect 
addition to combination planters. The variety has been a strong 
performer in field trials everywhere and is easy to produce. 

GOMPHRENA 
Gomphrena globosa Las Vegas 
series from Benary comes in three 
vibrant colors: Pink, Purple and 
White. Plants reach 16-20 inches 
tall and are ideal for 4V2 -inch pot 
production. The series is heat- and 
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drought-tolerant with a quick crop time (nine to 11 weeks) 
making it versatile in the landscape throughout the country. 

Bright pink flowers cover Gom-
phrena leontopiodes Balboa from 
EuroAmerican Propagators from 
spring to frost. It provides an im-
mense display of color combined 
with fuzzy, linear foliage. This full 
sun plant is hardy to USDA Hardi-
ness Zones 8-11. 

American Takii has expanded its gomphrena color choices 
with the introduction of the Audray series. Joining Bicolor 
Rose (now Audray Bicolor Rose) are Pink and Purple Red. 
The series can be used both for garden and cut flower use. The 
Audray series can withstand hot and humid conditions. Plant 
height is 30-40 inches. 

IPOMOEA 
Sweet Caroline Sweet Talk se-
ries from Green Fuse Botanicals 
includes Light Green and Purple. 
A subseries of the Sweet Caroline 
series, plants have a thin palmate 
leaf form. Their mounded growth 
habit and fine texture give the 
plants great landscape appeal. 

The Bright Ideas series was bred 
by Floranova and is being offered 
exclusively by Oro Farms. The 
three varieties, Rusty Red, Lime 
and Black, were bred to be natu-
rally compact without the use of 
growth regulators. This series 
can be used in pot tight accent 
plant programs as well as in combinations without taking 
over the pots. 

Illusion is a new series from Proven Winners with two intro-
ductions. Emerald Lace has deeply dissected, emerald green 
leaves. Midnight Lace has deeply dissected, dark purple leaves 
with magenta venation. Both varieties have a strong mounding 
habit and can be used in hanging baskets, containers and the 
landscape. They reach 8-10 inches tall and 24-36 inches wide. 
They do best in full sun to partial shade. 

MARIGOLD 
Taishan, available in Gold, Yellow, Orange and a Mixture, 
from PanAmerican Seed delivers season-long landscape per-
formance with high-impact color. Their dwarf habit offers 
better branching to provide full, lush plants that perform 
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your mobile phone. 
Get paid before you 
get back to the truck. 
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GoPayment 
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With Intuit" GoPayment you can accept major credit 

* cards on your BlackBerry® smartphone, ¡Phone™ 
or compatible mobile phone. No more chasing 
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you're ready to get paid as soon as the job is 
done, call 877-718-0634 or visit TryGoPayment.com. 

Get 60 days of free monthly service at TryGoPayment.com 
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PICKING PLANTS 

longer. Short peduncles and thick 
stems mean less breakage in ship-
ping. Plants reach 10-12 inches 
tall and 8-10 inches wide in full 
sun. Taishan was a top performer 
and survived the humid, summer 
heat in Beijing, China for the 2008 
Olympic Games. 

Gold and primrose have been added to Discovery Mix Im-
proved from Benary. These colors are not available separately. 
Discovery offers a compact habit with tight flower heads, 
increasing their resistance to Botrytis. 

NEW GUINEA IMPATIENS 
SunPatiens from Sakata, the only 
impatiens for the full sun, adds 
two new colors to its Compact 
series (Magenta and Deep Rose). 
Spreading White has also been 
added to the series. In addition 
to full sun tolerance, the plants 
require minimal care in the garden and provide an abundance 
of color until the first hard frost. 

Rose, Appleblossom and Orange 
expand Selecta's ColorPower 
series to 18 colors. This uniform, 
early flowering, medium-vigorous 
series produces large flowers and 
has excellent summer perfor-
mance. 

PANSY 
Mammoth is a new series from £ 
Goldsmith Seeds. The uniform, 
extra-large-flowered plants are 
strong branching and quickly fill 
the pot. They are stretch resistant 
under warm conditions and pro-
vide robust garden performance. 
The large flat flowers offer maximum visual impact. The series 
includes 11 separate colors and two mixtures. 

The new Inspire series from Benary combines all of the 
benefits of the company's well-known FamaX series with the 
newest genetics. The series features a total of 24 clear and 
blotch colors, short flowering windows between colors and 
extreme cold tolerance. Plants have short flower stems and a 
compact growth habit making them suitable for both northern 
and southern climates. 

The new Sense S pansy series from Floranova has 13 colors 
and a mix. The series is very uniform in flowering time and 
habit. Bred for high density production, Sense plants stay 
compact for extended shelf life. 

Deep Blue/Blotch is the newest addition to Kieft's Promise 
series. It is early for both spring and fall. The compact plants 
produce large 3V£-inch flowers. It has excellent garden vigor 
and good winter hardiness. 

Syngenta adds to its Colossus 
series with Lavender Medley, 
Lemon Shades, Pure Rose, Rose 
Medley, Tricolor and White w/ 
Purple Wing. The plants produce 
extra-large, upward facing 3Vi- to 
4-inch blooms on a tight habit 
They provide a superior shelf life 
at retail that doesn't stretch during warm conditions. Colossus 
is perfect for spring, summer or early fall production. 

Syngtenta's Delta series adds the new colors: Premium 
Primrose w/ Blotch, Premium Marina and Premium 
Violet and White. The Deltas offer extra-early flowering for 
spring production and outstanding heat tolerance for sum-
mer production. This free-flowering series over-winters well 
and rebounds from severe weather quickly. There are now 21 
Premium colors. 

Strawberry Cream and Rising Sun are new to Syngenta's 
Designer Collection. This collection of unique novelty colors 
offer surefire retail appeal. The solid landscape performance 
makes Designer Collection perfect for both spring and fall 
sales. 

Takii introduces Yellow with 
Blotch and Frosty Blue to its ¥l 

Nature series. There are now 21 
varieties in the series. Plants are 
compact, very vigorous and extra 
floriferous providing long lasting 
color in mass plantings, mixed 
containers, as well as in pots and 
packs. The series has extremely strong landscape performance, 
rebounding quickly from rain and freezes. 

Hem Genetics Cello series has two new colors (Azure Blue 
and Beaconsfield) and three improved varieties (Pure Light 
Orange Improved, Pure Deep Orange Improved and Light 
Blue Improved). 
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RedMax's line of heavy-duty, commercial grade trimmers can clear, tr im or 
edge large properties with ease. Light-weight Strato-Charged* engines 
provide greater power and durability without using a hot and heavy 
catalytic converter. All RedMax trimmers use solid steel drive shafts to 
transfer maximum engine power to the cutting head with quick throttle 
response. Models range from 21.7 - 29.5cc including 3 MaxTorque models 
which provide 44% more cutting torque and 20% faster acceleration. 
Get the power you need in a RedMax Trimmer. 

www.redmax.com 
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PICKING PLANTS 

/ PHLOX 
Dummen's new Phloxy Lady 
series has four cultivars (Cherry 
Red, Pink, Burgundy and White). 
Plants display very early flowering 
with extended flower power into 
the summer. They have a round 
compact habit with strong roots 
and good branching. Plants are cold tolerant making them 
excellent for outdoor production. 

Fleurizon is offering the Phlox paniculata Junior series in six 
colors. Plants have been bred to be naturally short, reaching 
12-18 inches tall. Plants are easy to grow and well-suited for 
1-gallon container programs. The series is a great addition to 
border plantings or in combination pots. The plants flower 
every year and are hardy to USDA Hardiness Zone 4. 

Proven Winners has two additions to its Intensia series. Or-
chid Blast produces orchid pink flowers with a hot pink eye. 
Plants reach 10-12 inches tall and 12-18 inches wide. White 
Improved has been improved for better habit and perfor-
mance. Both varieties are heat and humidity tolerant, have 
strong mildew resistance and bloom until first frost. 

SALVIA 
Salvia hybrida 'Wendy's Wish' 
from PlantHaven produces large 
clusters of brightly colored fuchsia 
flowers surrounded by mauve col-
ored calyxes. Flower stems are dark 
maroon. The conical-shaped mid-
dark green leaves have serrated 
margins. A tender perennial, it's hardy to USDA Hardiness 
Zones 9-11. 'Wendy's Wish' matures to about 30-40 inches tall 
by 30 inches wide. It takes full sun to partial shade. 

The Puebla series of Salvia greggii from Ecke is part of the 
Painted Dunes Collection. Colors include Cherry, Light Or-
ange, Rose and White. Plants flower from spring to fall with 
best results in the warm days of summer. In full sun, their 
fragrance attracts hummingbirds and butterflies. Plants can 
be grouped as a focal point for high-stress landscape areas or 
in mixed containers. 

Lavender is the newest addition to Green Fuse Botanicals' 
Salvia farinacea Cathedral series. The early flowering plants 
produce flowers with a silver/lavender tone. It has a compact 
growth habit like the other varieties in the series. 

VINCA 
Cora Cascade Fj trailing vinca 
series from Goldsmith Seeds 
is available in five colors and a 
mixture. The series has patented 
resistance to aerial Phytophthora. 
The vigorous trailing plants thrive 
in heat and humidity and fill land-
scape beds and hanging baskets. Plants are covered with large 
blooms so there are no bald spots. 

Boa is a new Fj trailing vinca 
series from Floranova available 
in six colors (Red, Rose, Peach, 
White, with limited availability of 
Peppermint and Burgundy) and a 
mix. Plants exhibit a vigorous trail-
ing habit and large flowers. 

Apricot is a new vibrant addition to the Floranova Cobra Fj 
series. It produces large flowers with overlapping petals to 
maximize the impact. 

Light Blue is the newest additon to the Syngenta SunStorm 
series that is early flowering with excellent branching making 
it great for packs and small pots. The series uniform flowering 
across all colors makes programming easy, with no growth 
regulartors necessary because of their compact habit. 

ZINNIA 
Zahara Starlight Rose from PanAmerican Seed with its white 
flowers with rose stripes is the first bicolor zinnia in this series. 
It is a 2010 All-America Selections winner and 2010 Fleuro-
select Novelty. Color pattern varies by environment, with the 
best color occurring under high light, good fertilization and 
cool nights. Plants are disease-tolerant and heat-loving and 
produce flowers that are 20 percent larger than other com-
mercial varieties. It reaches 12-18 inches tall and wide. 

Sakata has added Yellow to its 
All-America Selections and Fleu-
roselect Gold Medal winning 
Profusion series. This new vari-
ety is consistent with the rest of 
the series, offering a compact, 
uniform plant with strong disease 
resistance throughout the year. 
Yellow offers bold color and its self-cleaning habit and high 
heat tolerance makes it an excellent landscape choice for 
arid regions. 

The author is editor of Greenhouse Management & Production. Send him an 
e-mail at dkuack@gie.net. 
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V Spurge, knotweed and clover are no match for the 
power of Surge® Broadleaf Herbicide For Turf. 
Ehergized with sulfentrazone, Surge has the power 
and^speed to knock out tough broadleaf weeds 
fast. Visual results in 48 hours - now that has 
a powerful effect on call-backs. 

Your customers will be pleased with the speed and 
performance. You'll be pleased with the economy 
of Surge's water-based amine formulation. And 
it's even rain-fast in just 6 hours! 

Put the power of Surge to work 
for your business this year! 

f Energized with Sulfentrazone 

f Warm Weather Weed Control 

f Reduces Call-Backs 

f Designed for Residential 
and Commercial Turf 

f Yellow Nutsedge Suppression 

f Low Odor 

r ! 
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WATER Smart 

JOHNOSSA 
is the owner of 
Irrigation Essentials, 
a Web-based 
irrigation resource 
and consulting 
firm located in 
San Rafael, Calif. 
Reach him at john® 
irrigationessentials. 
com or via his 
Web site at www. 
irrigationessentials. 
com. 

The way forward 
It has been only recently that 

A 
I we have heard the term "wa-

ter management industry" to 
describe the work we do on turf 
and landscapes. There has been 
a rapid shift in the baseline of 
what is expected from landscape 
contractors. 

Many contractors go out the 
door in the morning to do what 
they did yesterday. And what 
they did yesterday was a business 
model built primarily on turf care, 
with everything else considered 
an extra. Doing irrigation typi-
cally meant installing sprinklers 
and maybe a t imer. In many 
cases, the timer was installed 
and left in the default program 
and the entire landscape was 
irrigated as if it were one crop. 
Likewise, our industry, without 
hesitation, embraced any product 
that accelerated production and 
decreased labor cost, regardless 
of its attributes. 

Those days are over. There is 
increased demand on a water sup-
ply that is unreliable and finite. 
As a consequence, fundamental 
notions of water rights have 
changed. This has led to increas-
ingly stringent mandates about 
water use. Federal, state and local 
governments are now directly 
involved in mandates about water 
use, and in many cases prescribe 
the type and nature of products 
that can be used in irrigation sys-
tems and in the landscape. 

All over the country, there is 
talk that the use of potable water 
on the landscape will end in the 
not too distant future. In the 

past, water management in the 
landscape industry was rarely a 
priority. Now the contractor that 
does not understand the critical 
importance of correct pressure, 
spacing and active management 
of irrigation schedules tailored to 
different crops, and who doesn't 
factor in weather, soil type, slope 
and precipitation rate, will not 
be able to compete. This depth of 
knowledge will be the minimum 
to play the game, never mind 
winning it. 

The way forward for any con-
tractor who wants to secure his 

decisions, as opposed to product-
generated decisions. The founda-
tion for any landscape is the soil, 
and the contractor that can build 
the soil in a cost-effective way 
without negatively impacting the 
local ecology will succeed. 

Understanding the impact of 
landscape management practices 
on the environment was not even 
a consideration until recently. 
Performance-based contracting 
will make the contractor ac-
countable for the lifetime of the 
product used in the landscape. In 
other words, if the chemical you 

This industry has to put environmental 
metrics to what it does. To do anything less 
will be to fail the communities we serve. 

future must include education 
and training of his staff, as well as 
their ability to communicate and 
educate their customers about the 
complexities of local mandates, 
and the environmental conse-
quences of products used in their 
landscape. Gone are the days of a 
simple reliance on a product or 
product line. The future is about 
performance-based contracting. 

In addition to training staff 
about the principles of water 
management and educating the 
client, another key for contractors 
is to learn about the ecology of the 
areas they work. This knowledge 
should inform many of the key 
decisions made about the land-
scape. It is the ecology that should 
inform landscape management 

used on Tuesday to control aphids 
shows up in the nearby fishing 
hole on Sunday, you will be re-
sponsible for the consequences. 
Again, the contractor who can 
educate the customer about the 
changes in cultural practices 
that makes the landscape more 
beautiful and environmentally 
friendly is the contractor who 
will be positioned for long-term 
success. 

Changes in the environment 
and society have demanded a 
water management industry. This 
industry has to put environmental 
metrics to what it does, while 
taking a holistic and integrated 
approach to soil and irrigation. To 
do anything less will be to fail the 
communities we serve. © 
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WITH OVER 2 0 IMPLEMENTS 
AND ACCESSORIES YOU CAN 

WORK ALL YEAR LOMG 
~ We apologize ~ 

is 
model. 

The PowerVac ™ Collection System 
From clippings to wet leaves and debris, the powerful vacuum action of a PowerVac™ Collection 
System picks up virtually anything, leaving a manicured finish. A trash-ingesting steel impeller 
chops, propels and compacts debris for fewer stops while you mow. And when it's full, our exclusive 
PowerTilt™ collector empties at the flip of a switch for uninterrupted productivity. Its one more way a 
Grasshopper True ZeroTurn™ mower keeps you working — and profitable — season after season. 

1 9 6 9 * 2 0 0 9 
THE ORIGINAL ZERO-TURN MOWER WITH DUAL SWING OUT LEVERS 

Visit grasshoppermower.com or 
call 620-345-8621 to find a dealer near you. 

YOUR NEXT MOWER® 
° 2010 The Grasshopper Company 

A PowerVac™ Collection System 
available for every Grasshopper 
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Paver Patio Design 
How to create an outstanding project 
BY SUSAN SCHLENGER 

Apaver patio design is one of the most 
popular types of patios. This is due 

to the fact that they are relatively reason-
ably priced and come in a wide array of 
color sizes, textures and options. 

As with anything else in the area of 
landscape design, a paver project can 
be mediocre or outstanding. So what 
makes a patio of landscaping pavers one 
that you remember? 

The truth is, there isn't any silver bul-
let to great patio design. There are many 
ideas that will help create that special 
project for your clients. 

CHOOSING THE RIGHT COLOR. Choose a 
color that coordinates well with your 
customers home, since the patio will 
most likely be up against the house. 

Bring some sample pavers to your meet-
ing, and bring quite a few of one color. 
Look at them up against the house and 
see which looks best. 

Using contrasting colors and differ-
ent sizes helps make your installation 
stand out. 

PAVER SHAPES MATTER. The geometric 
pattern of the pavers should blend well 
with any other surrounding patterns. 

For example, if the house is brick, 
choose a shape or shapes that will be a 
nice contrast. Don't duplicate the brick 
shape or it will be boring. I have found 
that using different shapes together 
provides interest and looks well with 
brick and wood siding. 

Mixed grays seem to work well 
in many different land-
scapes. If you are doing a 
waterfall, it's easy to blend 
the gray color with natu-
ral looking landscaping 
boulders. 

ADD A BORDER OR OTHER DESIGN. A 
border along a patio is called a soldier 
course. This helps to frame the patio just 
like in a picture. Sometimes a circle de-
sign can be added in an interesting loca-
tion. Many pavers come with matching 
circle kits with sizes that can be adjusted 
to fit your particular installation. 

INCLUDE OTHER INTERESTING ELEMENTS. 
Think beyond the traditional patio set-
up. Consider adding a seatwall, which 
will provide lots of additional seating 
and look great, also. Or add a pond 
nearby or right up against the patio. 
Even a single fountain looks interesting. 
If the project budget allows it, add a per-
gola over part of the patio. As another 
option for shade, you can plant a tree in 
the patio with a circle cut out to allow 
for growth. D 

The author has a degree in landscape architecture 
from Rutgers University. She can be reached at 
schlenger@gie.net. To see more of her work, visit 
www.landscape-design-advice.com. 

By incorporating the right colors, stone shapes, 
patterns and other interesting elements, contractors 
can create stellar hardscapes for their customers. 
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Where's your crew, right now? 

Vehicle Tracking - $29.95 SSU 

NO long-term contracts 

1, 5, or 10-second updates 

Virtual tences and speed alerts 

Reduce fuel and labor expenses 

Vehicle travel logs and reports 

90-day historical playback 

SMS and email notifications 

Supports up to 1500+ vehicles 

Access from any web-enabled PC 

NATIONWIDE coverage 

USFIeetTracking 
www.usf leettracking.com ** 

405.749.1 105 w w w . u s f l e e t t r a c k i n g . c o m 
11032 Quail Creek Road, Oklahoma City, OK. 73120 
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4 STEPS 
TO FIND THE BEST 
WORK TRUCK 
FOR YOUR COMPANY. 

BY BOB JOHNSON 

As vocational trucks continue to 
grow in complexity and sophisti-

cation, landscaping companies are un-
der increasing pressure to maximize 
their vehicle investments. 

Your due diligence should start well 
before a new work truck is ordered. 
No longer is it prudent just to buy 
what you've always bought. To keep 
your vehicle maintenance and opera-
tion costs down, you need to do some 
homework before making another call 
to your truck dealer. 

Start by establishing and following 
a logical design process, as outlined 
here in four steps. Taking a systematic 
approach to specifying a new work 
truck makes it easier to ensure that 
the truck meets your needs. 

1DETERMINE WHAT YOU NEED THE 

TRUCK TO DO. Start by asking your-
self what the vehicle will be used for. 
Exactly what will you haul with it? 
How far will it be driven and how 
often? What special circumstances 
will your drivers/operators encounter 
and how often? Don't just say, "I need 
a pickup truck." Really explore what 
that pickup truck has to do in order 
to be most productive. 

For example, does your truck need 
to haul equipment? Does the operator 
need to be able to get equipment on 
and off the truck frequently? Do you 
need to haul material to job sites? 
What kind of material are you hauling 
and how much? Will the truck have 
different uses at various times of the 
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HELLO HOSTLEB 
GOODBYE REGRET 

;} 
j Seriously. Go ride any of our competitors' mowers and then visit 

your local Hustler dealer for a demonstration on a Hustler zero-
I turn mower. They sell themselves. And you end up with a 
; beautiful lawn, minimal maintenance and no regrets. 

9 

AND CHECK OUT THE WORLD'S FIRST ALL-ELECTRIC 
_ 2 1 i f ZERO-TURN RIDING MOWER 

NO GAS, NO OIL, 
NO FLUID, NO BELTS, 
NO FILTERS, NO FUMES, 
NO MESS 

W W W . H U S T L E R T U R F . C O M / Z E O N 
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NATIONAL STRENGTH • LOCAL COMMITMENT 

U.S. LAWNS 
Commercial Landscape Management at its best 

THINKING ABOUT 
BECOMING A 

BUSINESS OWNER? 

We can help. 
We start with you. We stay with you. 

Our Franchise Support Team 
has ove r 2 6 0 yea rs of 

c o m b i n e d c o m m e r c i a l l andscape 

indust ry e x p e r i e n c e 

to ass is t y o u w i th 

bus iness & indust ry k n o w l e d g e . 

INVEST 
IN YOUR 
FUTURE 
BECOME A 
FRANCHISE 
OWNER 
WITH 
U.S. LAWNS 

Y O U R 
SUCCESS 

is everyth ing to us 

STRATEGIES 

year? (For example, will it be used to plow snow in the winter?) 
How many workers will the truck carry regularly? 

Think about the environment in which the vehicle will be 
driven and used. Consider how available features can improve 
or hinder operator productivity. Spend some time looking at 
the performance of the trucks you have now. Talk to your 
vehicle operators and maintenance crew to see which trucks 
and equipment they prefer, and why. 

2THOROUGHLY EXPLORE TECHNICAL DETAILS TO ACHIEVE 
YOUR VEHICLE GOALS. Now that you've identified what you 

want the vehicle to do, it's time to figure out how to make it 
happen. For example, if you have determined that the truck 
needs to carry a half dozen walk-behind mowers, defining how 
big those mowers are will impact the vehicle's bed size, and 
how much the mowers weigh will affect the vehicle's payload 
requirements. 

Questions to ask include: What are your performance 
requirements, such as speed with a full load, braking consid-
erations and fuel economy? What type of truck body and/or 
special equipment is needed? Be sure to account for the size 
of special equipment to be upfitted to the chassis, the weight 
of these components, cargo storage needs, component instal-
lation requirements and operational requirements (e.g., power 
sources for equipment, equipment access, etc.). What payload 
weight and volume will the vehicle have to carry? What are 
the dimensional requirements, based on the size and shape 
of materials to be transported? For many vehicles, accessory 
items like generators, hose reels and compressors must also be 
taken into account. Your local vehicle equipment distributor 
can be a useful resource in this process. 

Need some help? 
The National Truck Equipment Association (NTEA) offers 
its members free access to extensive vehicle engineering, 
specification and design resources. 

The NTEA's engineering staff can explain best 
practices for specifying chassis, selecting truck bodies 
and equipment for specific applications, performing 
weight distribution calculations and conducting accurate 
payload analysis. 

The NTEA also keeps members abreast of important 
regulatory changes, including federal motor vehicle safety 
standards, Canadian motor vehicle safety standards, CDL 
licensing requirements and federal lighting regulations. 

A wealth of free information is available at www. 
NTEA.com. These materials include a directory that lists 
hundreds of suppliers that have products available for 
installation on work trucks, a glossary of industry terms 
and several articles about vehicle specifying. 

1-866-781-4875 
franchise@uslawns.net 

www.uslawns.com/franchise 
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Advanced chemistry that leaves caterpillars speechless. 

Du Pont" 
Provaunt' 
INSECTICIDE 

DuPont™ Provaunt® insecticide has earned high praise for its outstanding performance 

against turf and ornamental pests, including gypsy moth caterpillars and tent caterpillars. Even 

with its low application rates, Provaunt® is the ideal choice for protection of oaks, crabapples, 

flowering cherries and a wide range of additional trees and shrubs. What's more, 

the active ingredient in Provaunt® has a favorable environmental profile. Learn more 

by calling 1-888-6DuPont (1-888-638-7668) or by visiting us at proproducts.dupont.com. 

DuPont " Provaunt. Advanced chemistry. Outstanding performance. 

DuPont Professional Products 

aaUB? 
The miracles of science" 

•JOwavs read and follow all label directions and precautions for use. The DuPont Oval Logo. DuPont," The miracles of science" and Provaunt' are trademarks or registered trademarks of DuPont or its affiliates. Copyright <£> 2009 El. du Pont 
me Nemours and Company All rights reserved 
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STRATEGIES/// Tactics for managing day-to-day operations 

3FACT0RINVEHICLE0PERATINGC0NDI-
TIONS AND ENVIRONMENT. Consider 

how often the vehicle will be driven in 
the city, on the highway, off-highway 
and in combination. Will it be used 
predominantly in level or hilly terrain? 
Also evaluate its operational cycle, 
including desired cycle time and daily 
hours of operation. 

Other factors to consider include 
loading cycle, climate/weather and 
maintenance. These work environment 
elements will help determine the cor-
rect selection of engine, transmission 
and other components. 

For example, if the vehicle will be 
used in temperatures above 90 de-
grees for an extended period of time, 
you may want to upgrade the engine 
and transmission cooling systems, 
select high-temperature-rated tires 
and specify deeply tinted glass in the 
cab. In a very humid climate, you may 

MNo longer is it 
prudent just to 

buy what you've always 
bought. You need to do 
some homework before 
making another call to your 
truck dealer. 
choose to relocate air system tanks or 
use remote drain systems to facilitate 
manual draining, install upgraded air 
dryers and specify heated mirrors and 
windows. 

4REVIEWTHE MAINTENANCE HISTORIES 
OF EXISTING VEHICLES IN THE FLEET. 

Look for common failure patterns to 
see if there are areas where vehicle 
specifications may need to be upgraded. 
Typical high-maintenance areas include 

suspension systems, front-end/steering, 
brakes, engines, transmissions, differen-
tials and vehicle frames. Going through 
this process can also alert you to other 
potential issues within your operation. 

If a particular truck has higher main-
tenance costs than similar vehicles in 
the fleet, that truck's driver may be 
responsible. A high incidence of repeat 
repairs within a short period of time 
may indicate poor maintenance and 
repair procedures. 

Trucks are crucial to the success of 
your landscaping business. Take time 
and make the effort upfront to add 
vehicles to your fleet that have been 
properly selected and equipped to best 
meet the needs of your business - now 
and in the future. Your employees, 
maintenance providers and bottom line 
will all benefit. ® 

The author is director of fleet relations for the Na-
tional Truck Equipment Association. 

landscape 

Standard or crew cabs 

Fuel station 35 gallons gas/ 
diesel 14 gallons pre-mix 

Complete rack systems to 
keep your organized 

NEW & USED 

¡1S8Bfi*308a60ïll 
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TREE CURE u UIDE 

Adding Tree Care 
This service can be a 
profit center for lawn 
care companies - if 
they do it right. 

BY ELLIOTT SCHAFFER 

i fi 1 A Ihy should I add tree and shrub 
V V care to my lawn care service?" 

It's a common question lawn care 
owners ask themselves. Do you do it 
just because everyone else is doing it? 
If so how do you compete with the big 
companies in the market? 

There are many reasons to do it, in-
cluding increased revenue, enhanced 
profitability, employee retention, in-
creased customer convenience, satisfac-
tion and loyalty, and referrals, just to 
name a few. 

But doing it the right way and for the 
right reasons is critical to avoid taking 
time away from and your eye off your 
lawn care business. Too often, a lawn 

care company will attempt to add tree 
and shrub care without thinking about 
the number of lawn care customers it 
will take to support a standard multi-
treatment full tree and shrub care 
service. Historical data indicate that 
you should have at least 2,500 to 3,000 
lawn care customers to afford a tree 
shrub truck and a dedicated tree shrub 
person. At best, 10 percent of your 
lawn care base will buy a full program 
tree and shrub care service within the 
first two years. That's only 300 tree and 
shrub care customers. 

If you have fewer than 2,500 cus-
tomers or if you cover a very large 
geographical area, then you need to 
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/ / Historical data indicate that you should have at least 
I I 2,500 to 3,000 lawn care customers to afford a tree 
shrub truck and a dedicated tree shrub person. 

start thinking beyond traditional tree 
and shrub care service and begin of-
fering options that both you and your 
customers can live with. 

PROGRAM OPTIONS. Here are some op-
tions to the traditional tree and shrub 
care service that you might consider 
when marketing to your lawn care cus-
tomers: 

• Offer two ornamental fertilizations 
(three in the South/Pacific North-
west); 

• Two fertilizations (three in the 
South/Pacific Northwest) and one ma-
jor targeted pest; or 

• Offer two fertilizations (three in 
the South/Pacific Northwest) plus pe-
rimeter pest control. 

The advantages of offering just or-
namental fertilization are that its not 
complicated, very easy to sell, no licens-
ing required, no expertise required, 
no capital expenditure plus the ease 
of scheduling around your lawn care 
treatments. You must, however, com-
municate to your lawn care customers 
that no pest protection is offered and no 
ornamental diagnosis is offered. 

In parts of the country where you 
have an obvious awareness for an in-
sect pest you can take advantage of the 
"ick" factor and add a foliar spray (or 
maybe a soil injection/drench) to the 
ornamental fertilization. The "ick" fac-
tor includes pests like Japanese beetles, 
bagworms and tent caterpillars. 

The advantages of adding a targeted 
pest with high awareness to the orna-
mental fertilization are; it's not compli-
cated, very easy to sell, no real expertise 
required, no capital expenditure, how-
ever licensing is required. 

More and more lawn care companies 
have added perimeter pest control to 
their service offerings. Another tree and 
shrub idea is to include adding fertiliza-

tion of the foundation plants to your 
perimeter pest control program. 

If you are already doing perimeter 
pest control, then why not offer to fer-
tilize the foundation plants at the same 
time or as a separate visit? This gives 
you the potential for greater long-term 
profitability tied in with a more easily 
understood pest service. 

OTHER OPTIONS. There are a whole host 
of other service options that can be of-
fered as stand-alone treatments or as 
part of any tree and shrub care pack-
age. These include micro trunk injec-
tions to large trees for insect, disease 

or nutrient problems anti-desiccant 
sprays, deer repellants, dormant oils, 
chemical "sucker" control, ornamental 
bed weed control, vertical mulching/ 
aeration, pruning of small ornamentals 
or compost tea treatments. 

OTHER REQUIREMENTS. Recognize also 
that there is potential for greater long 
term profitability with a full program 
tree and shrub care service, and it also 
affords the customer the best ornamen-
tal pest protection. However, you will 
need a person "knowledgeable" in tree 
and shrub care. You will have to pur-
chase a tree and shrub vehicle, invest 
in additional training and, most impor-
tantly, manage the tree and shrub care 
service in such a way that it does not 
divert your attention as an owner away 
from your core lawn care business. The 

FULL PROGRAM ASSUMPTIONS 
If you believe the only way to expand is to add the traditional tree and shrub 
care service (four to eight visits per year) then there are a few time-tested 
assumptions that need to be believed: 

• A minimum of 3,000 lawn care customers 
• First year tree/shrub customer count 200-300 
• Average $300 annual revenue per customer 
• First year gross sales revenue of $60,000-$90,000 
• First year net revenue of $35,000-$60,000 
• First year expenses 

° Payroll 30%-35% 
o Truck 10% 
° Chemicals 5%-10% 
° Advertising .... 2%-10% 

• First year direct margin of about 35%-40% (Based on incremental 
revenues and existing overhead) 

• New tree/shrub sales will be about 5%-10% of your existing lawn care 
customer base 

• Close Rates (to your lawn care base); 
° 40%-50% on direct mail 
° 17%-25% on telemarketing leads 
° 12%-15% on unsolicited estimates to existing lawn care customers 

• Stops per day, predicated on density: 
o Fertilization 13-15 
° Leads run 15-25 
° Foliar sprays 15-18 

www.lawnandlandscape com MARCH 2010 1 0 7 

http://www.lawnandlandscape


TREE EfífíE i gUIDE 
larger your lawn care customer base the 
quicker your tree and shrub care service 
can reach a critical mass. 

MARKETING YOUR SERVICE. Marketing 
tree and shrub care services must be 
only to your lawn care base. But be 

careful not to market to your entire 
lawn care base, especially if it is for full 
program tree and shrub care. Density is 
the key to profitability. Also, focus on 
the areas with the highest incomes un-
less it is just a one- or two-visit option 
like fertilization. 

Consider doing your marketing 
outside your traditional lawn care win-
dows so as not to take attention away 
from your lawn care business. Surveys 
have shown that you can generate half 
of your tree and shrub care inquires 
January to June and half from July to 
November. 

Consider a summer or fall launch 
of your tree and shrub care services. 
Use your office personnel to generate 
leads when customers call in during 
the season. Be certain to have plenty 
of sandwich bags in the trucks to leave 
the "ick insects" with the customers. 
Advertise your tree and shrub offerings 
on your return envelopes. ® 

The author is president of Environmental Horticul-
tural Services in Dublin, Ohio. He can be reached 
at eschaffer@gie.net. 

RISKS AND 
RECOMMENDATIONS 

Here are some things to consider 
carefully when thinking about 
adding tree care services: 

• Set proper expectations. 
Customers often think they 
are getting a gardener. 

• Have a knowledgeable 
tree/shrub account 
representative. 

• It is a consultative service 
- you need to work in 
partnership with your 
customers. 

• Leave good reports and 
landscape tips. 

• Focus on actual replacement 
costs (average landscape 
value is $15,000 to $30,000). 

• Don't spread too thin; take 
one opportunity at a time. 

• Set realistic goals for your 
new service. 

• Measure the results and 
capture information. 

• Remain committed. 
• Most importantly, your lawn 

care business must be 
fundamentally sound before 
you start a new tree/shrub 
division. 

^FASTERIJ 

OwckSm 
Cuts 20% Faster Than Comparable Professional Saws!* 
Professionals know the importance of buying quality tools that work better, last longer and 
save money over the life of the tool. That's why Corona created the new QuickSaw line, the 
ideal choice for arborists who rely on their tools every day. 

QuickSaw's exclusive patent-pending tooth pattern delivers a 20% faster cut, helping you finish 
the job fast so you can move on to the next one. And its high-carbon, impulse-hardened teeth 
stay sharp longer. You'll need fewer replacement blades - saving you money in the long run. 
QuickSaw's dependable stroke and hooked blade keep the saw moving smoothly, helping you 
remain more stable and safe as you cut. 

So get the saw whose name says it all - QuickSaw. 

Look for a full line of QuickSaw products, now available 
from Corona distributors nationwide, or at coronaclipper.com 

•On Average 
f Umitations apply. See Statement of Warranty at coronaclipper.com for details. 

©2010 Corona Clipper Inc. 
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THE BEST DEFENSE 
IS A GOOD OFFENSE 

Mauget insecticides - Abacide 2, Imicide, Inject-A-Cide, 
Inject-A-Cide B, Abasol, and Imisol - have defended 
trees against pests like Emerald Ash Borer, leafminers and 
caterpillars for more than 50 years. Abacide 2 Hp 
and Imicide Hp are now available in 1 liter Liquid 
Loadable containers. 

Mauget's new insecticide, TreeAzin, is an OMRI-listed 
bioinsecticide formulated with azadirachtin, a natural 
neem seed extract. Like its product line, Mauget's legacy 
of proven, innovative chemistry continues to grow. 

The Right Way To Treat A Tree /\\aüßec 
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Relocation&Preservation 
A Floridian developer hires a team of arborists and landscape architects to 

take on a massive tree relocation and preservation project. By Lindsey Getz 

When developers Castle & Cooke set 
out to establish a green develop-

ment within Oakland Park, nestled be-
tween the towns of Oakland and Winter 
Garden, Fla., one of their primary goals 
was preserving the Park's natural tree 
canopy. This was no small undertaking. 
More than 50 large specimen trees were 
selected to be relocated or preserved in 
order to accomplish this goal. 

Oakland Park has been certified as a 
green community by the Florida Green 
Building Coalition (FGBC) and all of 
the homes being built there will be 
required by deed restriction to be certi-

fied "green" by the FGBC, as well. The 
10-year building project will ultimately 
result in a community of more than 750 
homes. John Rinehart, vice president of 
Castle & Cooke, says preservation of the 
canopy was a top priority because of the 
effort to create a green and sustainable 
development. 

"That included preserving natural re-
sources to the extent possible," Rinehart 
says. "As we developed plans for this 
project, we focused on avoiding what 
trees we could, and where it wasn't 
practical to avoid them, we marked 
them for relocation." 

A team of ValleyCrest arborists and 
landscape architects from Glatting Jack-
son Kercher Anglin were responsible for 
identifying the trees for preservation 
and relocation. "From a green stand-
point, I think it shows a big commit-
ment on Castle & Cooke's part to take 
the time to hire consultants and do all 
the reconnaissance work," says Donald 
G. Wishart, principal, Glatting Jackson 
Kercher Anglin. "Identifying all the 
trees and relocating them or working 
around them rather than just bulldoz-
ing definitely shows commitment to the 
sustainability cause and it's the kind of 
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The trees selected to remain 
on the property were chosen 
based on the character they 

added to the land. Wishart 
said they created an "authentic 

timelessness" for the community 
- something that couldn't be 
achieved by starting out with 

brand new plantings. 
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developer we as a company like to be 
associated with." 

The biggest task in examining the 
trees, one-by-one, was determining 
which were the best candidates for 
relocation and which would help de-
velop character by staying in place. 
That required surveying the trees in 
terms of size and condition, as well as 
their aesthetic appeal. Trees marked for 
relocation, and those chosen to remain, 
were hand-picked by the teams in-
volved, after approximately two weeks 
of site survey. 

Those chosen to remain greatly en-
hanced the landscape. "The trees help 
create an authentic timelessness for 
the community and you get that impact 
from day one rather than starting from 
scratch with all brand new trees," says 
Wishart. "They provide shade on hot 
days and give off a lot of character. That 
goes a long way in 'place making' for the 
family-oriented community that Castle 
& Cooke wanted to create." 

The Oakland Park canopy was com-

PROJECT DETAILS 

Number of trees: More than 50 specimen oaks for the preservation/relocation effort, 
predominantly Live Oaks (Quercus Virginiana) 

Species used: The Phase 1 parks and open space landscape is composed of 
predominantly native species, including more than 15 species of trees/palms and 
more than 35 species of shrubs, groundcovers, native grasses and wildflowers. 

The landscape design included species common in the native landscapes of centra 
Florida such as Live Oak, Laurel Oak, Longleaf Pine, Sabal Palm and Bald Cypress 
trees. 

The shrubs, groundcovers, native grasses and wildflowers included species such 
as Beautyberry, Dwarf Simpson Stopper, Walters Viburnum, Southern Wood Fern, 
Saw Palmetto, Muhly Grass and Cord Grass and wildflowers such as Narrow Leaf 
Sunflower, Rosinweed and Blanket Flower. 

Time needed: The relocation project, from the design and field reconnaissance work 
to the physical relocation and establishment took two years. 

Equipment used: A mechanical root pruner to detach roots on preserved trees 
that were impacted by construction, and to prune all of the trees that were relocated 
Cranes, lulls and skid steer loaders to move trees. 

Micro- or macro-injection treatments: Applied a yucca mixture with micro 
elements to help increase and maintain moisture levels at the root zone and promote 
root development. 

This majestic live oak tree is 
estimated to be nearly 300 
years old, but it wasn't the 
biggest one relocated. That 
one was 60 feet tall and 
weighed more than 50 tons. 
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To learn more about our comprehensive portfolio of plant protection products, 
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posed exclusively of oak trees. Wishart 
says this is a more "bullet-proof tree," 
so they were fairly well-suited for sur-
viving relocation. And they have other 
benefits, as well. 

"In Florida, live oak trees have a 
really long life," Wishart continues. 
"And they have a beautiful, umbrella-
like canopy. From a park setting, they 
are the perfect tree because the broad 
spreading canopy allows for play areas 
and outdoor dining and picnic areas 
under the shade." 

There were some particularly special 
trees in the bunch. One tree Castle & 
Cooke is very proud of, which they kept 
on site, was a majestic live oak tree 
estimated to be nearly 300 years old. 
Also notable, of the trees that were relo-
cated, was the largest tree in the group. 
It was 60 feet tall, two feet in diameter, 
and weighed more than 50 tons. This 
tree required a 300-ton crane to lift and 

move it to its new home, a quarter-mile 
from where it sprouted. 

In combination with moving and 
preserving the trees, from a landscape 
design and installation standpoint, 
Castle & Cooke also focused on native 
and/or drought-tolerant plants. "The 
landscape is not what you might typi-
cally see in a community because we 
were interested in doing more than just 
ornamental plantings," Rinehart says. 
"We also restored some of the nearby 
shoreline, stabilizing the ground. Once 
we had it under control we planted 
literally thousands of native plants that 
are doing remarkably well today." 

In 2008, the tree relocation and pres-
ervation project was awarded Florida's 
"Best Project" at the annual Trees 
Florida conference. The conference, co-
sponsored by the Florida Chapter of the 
International Society of Arboriculture, 
the Florida Urban Forestry Council, 

the Florida Division of Forestry and 
the University of Florida Extension 
Service, is an opportunity for arborists, 
landscape architects and tree suppliers 
to hear about the latest trends and trade 
current research. 

At press time only one tree from the 
project had been lost, and the teams 
involved in the relocation are confident 
about the future of the rest. ValleyCrest 
monitors the trees weekly and will 
continue to do so until the survival of 
the trees is assured. Though it's been a 
multi-year undertaking, Rinehart says 
that Castle & Cooke has no doubt that 
their time and effort spent on these 
trees has been worth it. "The value of 
some of our trees at Oakland Park is 
priceless," he says. "There is simply no 
amount of money you could spend to 
acquire trees like these." ® 

The author is a freelance writer based in 
Royersford, Pa. 
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BR 600 STIHL Magnum": The name says it all. 
When jobs call for power that goes above and beyond, 
you need the professional backpack blower with Magnum 
force. You need the BR 600 STIHL Magnum™. Tough, 
efficient and powerful are no mere buzzwords for this 
brute that offers the same proven fuel efficiency - 28% 
greater compared to competitive models tested - and an 
impressive power-to-weight ratio. Additional enhance-
ments include an improved engine that increases 

durability and extends engine life, a new nozzle with 
extended wear area and a new nylon harness with high 
wear-resistance. This is also one of the cleanest backpack 
blowers in its class, with emissions 69% cleaner than 
current EPA requirements. For heavy-duty cleanup, put 
a STIHL Magnum™ in your arsenal. 

To learn more visit www.stihlusa.com/BR600 
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Common tree care questions 
Be a resource for your customers with these tree care tips. 

BY CHUCK BOWEN 
Schaffer 

Landscapers don't have to necessarily 
offer tree and shrub care to answer 

homeowners' questions about what's 
happening with their ornamentals. 

"As long as you can communicate 
with your customer... you're going to 
have client retention," says Elliott Schaf-
fer, certified arborist and founder of 
Environmental Horticultural Services in 
Dublin, Ohio. "As long as you can help 
solve their problems... You want to be 
preemptive and notice these things and 
tell the customer." 

Plants encounter two problems: bi-
otic - caused by living organisms such as 
fungus, nematodes, insects, bacteria or 
mites; and abiotic - caused by physical 
or chemical damage, temperature and 
moisture extremes and planting. 

For example, a client with eaten 
hosta, a browse line on evergreens and 
bark damage from rubbing means you 
have deer, which is a biotic problem. 

On the other hand, abiotic problems 
are sometimes harder to diagnose and 
remedy. Schaffer gave the following 
examples and possible solutions. 

SOIL COMPACTION. Contractors need to 
recognize the visual cues that are being 
presented to them. For example, every-
thing a home builder can't - or doesn't 
want to - haul away, he'll bury. So, if 
you find a 4-foot-wide by 7-foot-long 
rectangular spot of dead turf, it's most 

likely not a disease. It's probably just 
a burried door. 

But problems with trees 
or shrubs from buried cast-
offs are harder to pinpoint 
because the damage doesn't 
show up for a year or two 

after planting. By that time, 
homeowners aren't thinking about 

when the house was built. 
Similarly, roots growing close to the 

surface are an indication of soil compac-
tion. When they see roots above grade 
it means the soil is too compacted for 
the roots to grow underground. Instead, 
the roots grow up to get the oxygen they 
need. "Roots, whether it's turf or orna-
mentals, need oxygen," Schaffer says 
Contractors can trim up to one-third of 
the roots off a healthy tree. But if you 
can't cut the roots, consider mulching 
the base of the tree. 

POOR DRAINAGE. One symptom of wet 
mulch is vomitora fungus - so named 
because it resembles throw-up. It's al-
ways present in hardwood mulch, but 
you'll see it flower when the mulch is 
too moist. "It doesn't hurt humans, but 
it is an indicator that this mulch is too 
wet. Either thin the mulch or change 
the irrigation," Schaffer says. 

He recommends contractors carry a 
soil probe to assess the moisture content 
underneath plants. 

HEAT DAMAGE OR SCORCH. This is seen 
most often on the margins of leaves and 
needles, where water has to travel the 
farthest, and on plants with immature 
root systems. Plants can sustain heat 
damage from the hot hoods, motor 
vehicle exhaust or even asphalt applied 
in the summer. 

If the tips of conifer needles are 
green, then the plant is getting enough 
water. And if the internal needles are 
brown, then the tree is just dropping 
some leaves that it doesn't need any-
more, Schaffer says. 

FREEZING DAMAGE. Evergreen trees and 
shrubs express winter freeze damage 

around the same time as a homeowner's 
first or second lawn care application. 
The leaves on deciduous plants will turn 
black or tree bark will burst. 

Schaffer recommends technicians 
keep their eyes open while driving to 
each account. 

"On your way to the property, look 
around," he says. "Is it just your client 
or the whole neighborhood?" 

Communicate to homeowners who 
have relocated from a vastly different 
hardiness zones that they can't expect 
the same results from the same plants. 
"Make sure the plants you have are right 
for the market," Schaffer says. "The 
plants you grew in Buffalo don't grow 
here in Tuscaloosa." 

HERBICIDE DAMAGE. As chemicals be-
come more advanced, Schaffer is seeing 
less tree and ornamental damage from 
herbicides applied to turf. 

However, if a homeowner believes 
your latest application killed his burning 
bush, look around for weeds. It's easier 
to kill weeds than it is to kill established 
shrubs and trees. If there are still weeds 
around a damaged plant, then the prob-
lem wasn't the chemical you applied last 
week. Be aware that aphids, thrips and 
freezing temperatures can cause damage 
with similar looking symptoms. 

To learn more about specific tree 
care problems, lists of deer-resistant 
plants and to find materials suitable 
for use as customer handouts, check 
out the extension offices at land grant 
universities. 

Also, you can find a clearinghouse for 
extension sites at http://extension.unh. 
edu/cesites.htm. (£) 

The author is managing editor of Lawn & Land-
scape. E-mail him at cbowen@gie.net. 
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Iclearly remember listening to a lec-
ture by Alex Shigo in 1977 and being 

captivated with the "new" concepts and 
terminology such as CODIT, branch col-
lar and branch bark ridge. 

Our thinking about tree pruning, 
wound treatment and other arboricul-
ture practices took on a paradigm shift. 
Shigo and his associates developed some 
beautiful illustrations to summarize these 
concepts. 

I have been asked to give many talks 
about tree pruning to a variety of audi-
ences. Over time, I have tried to develop 
simple analogies to help audiences grasp 
the concept of the importance of the 
location of the pruning cut on a limb in 
relation to systems associated with the 
branch and the trunk. 

The goal was to easily convey to the 
audience how the location of the prun-
ing cut could impact tissue/systems 
associated with the trunk and branch. 
Pruning cuts made too close to the trunk 
- flush cuts - make wound closure more 
difficult. 

Simple techniques 
can save trees. 
BY JAMES ROBBINS 

Pruning cuts made too close to the 
trunk - flush cuts - make wound 
closure more difficult and can 
impact trees' tissue and systems. 

118 MARCH 2010 www.tawnandlandscape.com 

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


A perennial favorite, now available 
with 1.9& financing! 

Get a fantastic deal plus super low financing 
on any new model! 

Mitsubishi Fuso's popularity with lawn and landscaping professionals just keeps on growing. 

And right now, you can get a tremendous deal on any 2008-10 model in stock. Plus, super low 

1.9% APR* financing that could save you thousands more! 

There's a great selection of trucks to choose from. All with exceptional maneuverability and 

driver comfort plus legendary Mitsubishi Fuso dependability. All backed by the best 

powertrain warranties** in the industry: 5-Year/175,000-mile protection on FEs, Crew 

Cabs and 4-wheel-drive FG models; 5-Year/250,000-mile protection on FK and FM 

models. Help keep your business growing strong. See your local Mitsubishi 

Fuso dealer today! A 
www.mitfuso.com 

FUSO 
Thicks and people that go the distance. 

http://www.mitfuso.com


TREE ERRE { QUIDE 

Fig. 1: Plan a proper pruning cut to minimize impact 

With the bark This overlay This overlay This overlay shows This dashed red line 
removed, underlying illustrates "utility illustrates "utility combined "utility pipes" outside of the branch 

wood (xylem) pipes" associated pipes" associated and an area in the collar (the shaded 
patterns somewhat with only trunk tissue with only the branch branch collar region region) indicates the 

show areas for (the main building). tissue (a new wing of where interaction might position for a proper 
branch, branch collar building). occur. "Valves" can pruning cut that will 

and trunk tissues. be used to represent minimize impact on 
compartmentalization. trunk tissues. 
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I developed a series of slides to visually 
capture the concepts of making a proper 
tree pruning cut, but I still saw sleepy 
eyes in the audience. 

My next iteration was to ask the audi-
ence to visualize water-tight doors in a 
naval ship. It seemed like most folks had 
watched a movie with a boat being hit 
by a torpedo and sailors rushing to close 
doors to save the sinking ship. I mention 
that rushing to close the water-tight 
doors is analogous to a tree walling off, or 
compartmentalizing, wounded areas in 
a plant. Audiences seemed comfortable 
with that analogy. 

IT'S ALL ABOUT THE «BUILDING.' In telling 
the story about proper tree pruning cuts, 
I recently developed the storyline that 
asks the audience to imagine the building 
they are in and the utility services (e.g., 
electrical, plumbing or heating and air). 
Its easy for people to visualize that if you 
add a wing to a building, that the wing 
will have its own utility services, but 
at some critical, overlapping point, the 
utility services from the main building 
(trunk) and the new wing (branch) will 
make connections or interact. 

It is then easy to ask the audience 
to imagine how cutting utilities in the 
wing should have minimal impact on the 
main building; however, if we cut utility 
systems in the overlapping area (branch 
collar) we can impact systems associated 
with the main building. 

From that storyline, I started to de-
velop visual aids to support the story. I 
was fortunate years ago to find a piece 
of wood in my woodpile that almost 
showed the concept without any graph-
ics magic. 

From that base piece of wood, graphic 
artist Chris Meux developed graphics 
overlays to accompany the building utili-
ties story (see Figure 1 on page 120). 

The story and images may not clearly 
tell a person exactly where to make the 
proper pruning cut on their trees, but 
they at least make them pause to con-
sider how the location of their cut may 
impact the tree overall. £) 

J a m e s R o b b i n s is professor of horticulture at the 
University of Arkansas. 

1 2 2 MARCH 2010 www.lawnandlandscape.com 

Organize your business better with J 
W . It's specially designed for the lawncare 

and landscaping industry, easy to use and affordable... 

Time & Materials Contracts 
Estimating Routing 
Scheduling Billing 
Optional credit card processing 
Income & Expense Reporting 

SAVE THOUSANDS OVER 
SIMILAR PROGRAMS 

ADKAD TECHNOLOGIES / 1.800.586.4683 / WWW.ADKAD.COM/FREEDEMO.HTM 

http://www.earthway.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape
http://WWW.ADKAD.COM/FREEDEMO.HTM


MANAGE your BUSINESS 
the SMART WAY 

5 8 f t 
s-
CUP Softwa 
• Schedules customer's jobs 
• Routes crews in best order* 
• Tracks employees 
• Finds your profitable customersf 
• Can bill from QuickBooks® a 

* Requires Microsoft MapPoint. 

www.clip.com • 800-635-8485 
www.lawnandlandscape.com/readerservice - #99 

Add-on Profits 
Easy-to-use tree care system 

Stop Emerald Ash 
Borers and many other 
destructive pests 
Proven effective. Thousands 
of ash trees saved since 
2001, preventively and 
curatively. 

Treat almost any tree 
in 5 minutes or less. 

* Get ready for spring. 

< Order today! 

'¿fbotSystems. 
The No-Drill Injection Solution 
ArborSystems.com 

800-698-4641 
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for your machine — guaranteed!" 
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Revolutionary! 

NO bulky power machines 
NO messy, ineffective patch materials 

NO wheel-barreling heavy topsoil 
NO need to remove dead lawn 

NO hauling heavy sod 

Quick, easy and effective 
lawn repairs every time 
V 
V 
V 
V 
V 

Creates perforations perfect for seed growth 
Recycles dead grass to protect seed 
Requires minimal effort 
Plants at correct depth in any soil 
Saves you up to 80% - all you need is seed 

Turf Seats 
Quality & Selection = 

Comfortable Ride 

+ Huge Selection 

+ Choose from OEM's such as 
Grammer, Sears, Seats Inc., 

Milsco and more 

+ Low-profile air and mechanical suspensions 

+ Seat 
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for 100s 

of models 
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Focus on tree care 
5 SYMPTOMS you should not ignore BY SALLY MURDOCK 

You know there are health symptoms people should not overlook. Well, 
it's the same for trees. Trees often display key symptoms indicating 

that serious problems exist or could develop if ignored. 
Here are five symptoms to look for on your clients' properties: 

YELLOWING AND PREMATURE 
LOSS OF LEAVES IN SUMMER 
Yellowing and loss of leaves on the interior 
portions of the crown may simply be indica-
tions of water stress (too little or too much) 
soil moisture. These symptoms commonly 
occur on birch, maple, tulip tree and other 
shallow rooted plants. In some cases, these 
symptoms may be an early indication of a root 
or soil disorder that is inhibiting water uptake. 

'BLEEDING' ON STEMS AND BRANCHES 
Wet spots on branches and stems indicate 
sap flow from wounds that could have 
been created by insect borers, disease 
pathogens or environmental disorders. The 
sap may be colonized by bacteria and other 
microorganisms resulting in a discolored 
flux that may have a sour odor. 

OBSCURED ROOT COLLARS 
Most trees, even young ones, 
exhibit a distinct, visible flare 
where the stem (trunk) joins 
the root system. If this flare is 
covered by soil or mulch, then 
disease, girdling roots and insect 
infestations are more likely 
to occur. If this condition is 
allowed to continue untreated 
and disorders develop, the 
interruption of water flow from 
the roots to the branches will 
lead to the crown's decline. 
Once the crown is affected, 
remedial treatments may be 
unsuccessful in arresting the 
failure. So, inspecting this 
critical region for disorders is 
important. Excavation of the 
buried root collar is a priority. 

O 

DELAYED BUDBREAK 
Trees initiate new growth in spring de-
pending on species, weather conditions 
and the health status of the individual 
plant. If a plant seemed later than usual 
breaking bud and if the resulting new 
growth appears sparser than normal, 
this could indicate a root or vascular 
disorder. However, keep in mind that 
delayed bud-break and a sparse crown 
are expected on newly planted trees. 

PREMATURE AUTUMN COLOR AND LEAF DROP 
Trees under stress will frequently develop autumn coloration early and cast 
their leaves prematurely. This condition is most commonly associated with 
serious root and soil disorders but also can be caused by vascular diseases and 
certain boring insects. 

Trees are an essential element to the beauty of your clients' landscapes. Help 
ensure their health by identifying these symptoms early and consulting a certified 
arborist should treatment be needed. ® 

T h e author is a m a r k e t i n g a s s o c i a t e for Bartlett Tree Exper ts . 
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Green Industry Software 
without all the overcomplicated, 
clunky, frustratingly difficult features and 
Irritating workaroundm that Btlll don't accompllmh what 
you nood, wasting your time, leaving you bogging for a real solution. 

QXpress Online's fully customizable interface means you 
get your own custom business system, without all the 
bulk. Keep the features you need. Remove the features 
you don't need. Create the features that make your 
company unique. 

Create your own fields, data entry screens, 
customer portals, reports and forms. 

Scheduling, Job Costing, CRM, 
Routing and Batch Invoicing. 

Real-time synchronization with 
QuickBooks. u 
Web based access to your scheduling, 

f feg l routing and QuickBooks data. 

Sign up today! Visit www.qxpressonline.com 
or call 888-QXpress ext. 1 
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If you're happiest when 
you're out in front-
pioneering new 
methods and 
technologies-then 
SavaLawn is the place 
for you. Our green 
services, innovative 
approach and latest 
equipment set us apart 
from the competition. 
And-with our advance-
ment program-there's 
no telling where your 
journey will lead. 

Are you ready to 
move forward? 

THE RESPONSIBLE C H O I C E 

Offices in CT, DC, MA, MD, NJ, NY, PA & VA 
Please fax or email your resume to 

914-242-3934 / careers@savatree.com 
www.savatree.com 
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Add-on Profits 
Easy-to-use tree care system 

GreenTree Pro < 2 B > 
One application of GreenTree Pro 
Nutriboosters® 0-15-10 helps trees 
quickly green up and leaf out. 
Boosts recovery from heat, 
drought, and stress. 

Treat almost any tree 
in 5 minutes or less. 
Get ready for spring. 
Order today! 
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HORTICOPIA® 
Version V 

Enhance your designs wi th gorgeous presentation 

sheets you easily create wi th the Pr>ofttssio*at software. 

Request information at 1-800-560-6186 
www.horticopia.com 
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Save trees by 
stopping tree topping 
The practice can be a short-sighted strategy. 

Large, mature trees may require prun-
ing if they interfere with utility lines, 

block important views, grow too close 
to buildings or encroach on neighbor-
ing trees. 

Topping, also referred to as heading, 
stubbing, rounding or dehorning, is the 
drastic removal or cutting back of large 
branches in mature trees, with little 
regard for location of the pruning cut. 
This practice was formerly thought to 
be a good way to reduce the height of 
trees considered too large for a particu-
lar site. 

In addition, stimulation of new, vig-
orous growth associated with topping 
was viewed as beneficial to the tree. 
However, professional arborists and 
tree-care practitioners now realize that 
topping can create a host of problems 
for trees and for people coexisting with 
them. Proper early training, selective 
branch thinning or entire tree removal 
should be favored over the detrimental 
practice of topping. 

TOPPING IS HARMFUL Topping injures 
trees in many ways. By removing a 
major portion of the canopy, the deli-
cate balance between foliage and the 
remainder of the tree is upset. Through 
the process of photosynthesis, leaves 
manufacture chemical energy required 
by the tree for growth and maintenance 
of branches, trunk and roots. With large 
portions of leaf surface area removed, a 
tree's energy-producing potential is se-
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verely reduced. Large reserves of stored 
energy in many stems and branches 
also are lost when trees are topped. 
These imbalances can lead directly to 
decline and death or can make the trees 
susceptible to invasion by canker and 
root-rot diseases. 

Bark suddenly exposed to the sun 
after topping often is damaged by sun-
scald, and may become diseased, further 
weakening the tree. 

Large branch stubs that result from 
topping are open invitations to insects 
and wood-rotting pathogens. In par-
ticular, opportunistic pathogens find the 
living, but virtually defenseless, stub an 
inviting and plentiful source of food. 

Unable to receive substantial amounts 
of energy from other parts of the tree, 
stubs lack the capacity to wall-off or 
compartmentalize the wound, allowing 
decay-causing organisms easy access. 

Once decay has entered the branch 
stub, it may progress into the main 
trunk, eventually killing the tree and 
creating a hazardous situation for 
people. Coating large branch stubs 
with a wound dressing is ineffective 
in stopping the entry of decay-causing 
organisms. 

Topped trees frequently produce 
vigorous regrowth, called water sprouts, 
just below the pruning wound. These 
rapidly growing shoots can have very 
weak attachment to the remaining stub, 
making topped trees highly vulnerable 
to wind and ice damage. 
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Topping, also referred to as heading, stubbing, 
rounding or dehorning, is the drastic removal or 
cutting back of large branches in mature trees, with 
little regard for location of the pruning cut. 

Regrowth resulting from topping 
also is very succulent and is generally 
more susceptible to attack from insects 
and certain disease-causing pathogens, 
particularly those responsible for fire 
blight. Certain species of beech, maple 
and oak fail to produce any vigorous 
regrowth after topping. Without ad-
equate foliage regrowth, these trees 
rapidly die. 

Utility companies frequently practice 
topping to alleviate tree interference 
with overhead power and communica-
tion lines. However, a topped tree often 
will regrow to its original height faster 
and with greater density than a tree that 
has received proper pruning. 

Because the results often are short-
lived, topping actually is a more costly 
solution to the problem of interfering 
trees than crown reduction by thinning. 
Topping also disfigures the tree and ru-
ins its aesthetic value in the landscape. 
Topping replaces a tree's natural beauty 
and form with unsightly branch stubs, 
conspicuous pruning wounds and a 
witch's broom form of branch regrowth. 
Trees planted to provide lifetimes of 
pleasure and beauty are transformed 
into landscape liabilities. 

ALTERNATIVES TO TOPPING. Of course, 
many problems can be avoided if large-
growing tree species are not planted 
where they will interfere with power 
lines, street lights or buildings in the 
first place. Pruning properly sited trees 

then becomes a matter of simply main-
taining tree structure, form, health and 
appearance. There are many excellent 
smaller trees that work well in urban 
sites or anywhere potential obstruc-
tions exist. 

When the size of a tree's crown must 
be reduced, thin out selected branches 
by removing them back to their point 
of origin, or prune to a side branch of 
sufficient size to assume dominance. 
Crown reduction is preferred over 
topping because it results in a more 
natural appearance and increases the 
time before pruning is needed again 
by reducing growth of weakly attached 
water sprouts. 

Crown reduction, however, still re-
sults in large pruning wounds that may 
lead to decay in major branches. There-
fore, the best solution is to remove the 
interfering tree and replace it with one 
that will fit within the given space. 

The proper time to begin training a 
tree is when it is young. If, due to poor 
tree placement, improper species selec-
tion or improper early training, a large 
tree must be topped to reduce its size, 
removal would be the more practical 
solution.® j 

Jeff lies is extension horticulturist and Mark Glea-
son is extension plant pathologist, Iowa State 
University. 

This article was adapted from an Iowa State University 
Extension publication ("Topping — Tree Care or Tree 
Abuse?", SUL 7); www.extension.iastate.edu/store/ 
Listltems.aspx?Keyword=sul%207. 
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STRATEGIES III Tactics for managing da! •to-day operations 

It's been a while since a product had the 
potential to be a real game changer for 

the snow and ice removal industry. 
In December, derivatives exchange 

CME Group introduced new snowfall 
contracts that will allow contractors to 
manage their financial risk related to 
unpredictable U.S. snowfall totals. 

So what does this mean for the average 
snow contractor? Well, CME snowfall 
contracts will enable snow fighters to 
offset the financial loss of an under-
whelming, or an excessive, winter. 

"In a nutshell, CME snowfall con-
tracts are a tool - just like a v-plow or a 
box spreader - that will allow contrac-
tors to do their jobs better and stabilize 
their profit margins," says Jeff Hodgson, 
president of the Chicago Weather Bro-
kerage, a firm that specializes in solu-
tions for enabling companies to manage 
their exposure to unpredictable weather 
and who is actively brokering these new 
CME snowfall contracts to contractors 
in the snow and ice removal market. 

Hodgson sat down with Mike Zawacki, 
editor of Snow Magazine, Lawn & Land-
scape's sister publication, to answer 
some of the common questions he's 
been encountering from the professional 
snow removal market. 

So how would CME snowfall contracts work 
for the average snow removal contractor? 
Conceptually, the idea is pretty simple. 
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Pay-per-push and/or hourly business 
runs the risk of too little snow. If it 
doesn't snow, you don't service your 
accounts and thus your billing/revenue 
suffers. Therefore, you would want to 
purchase CME snowfall contracts that 
pay out in the event monthly and/or 
seasonal snowfall totals are below a pre-
determined level. 

Conversely, all-inclusive business has 
an unlimited risk to the upside in the 
event your area is hit with a tremen-
dous amount of snow. CME snowfall 
contracts can then be purchased on the 
upside to achieve a payout if it snows 
above a predetermined level. 

Very interesting. For snow contractors is 
there a minimum spend level? Presently, 
there is not a minimum dollar value, but 
rather a minimum number of contracts 
one must buy/sell. 

Transactions must be equal to or 
greater than 20 contracts. Therefore, 
if each contract costs $1,000, the total 
transaction size is $20 ,000. If the con-
tract costs $6 ,000, the transaction size 
would be $120,000. 

CWB is working dili-
gently on designing a 
solution to trade this 
market on a smaller 
scale. We hope to have 
this rolled out for win-
ter 2010-11. 

This sounds an awful lot like insurance. And 
hasn't this been tried before in the industry? 
The concept is similar in nature to insur-
ance in that it offers companies protec-
tion from adverse conditions, weather 
in this case. Frankly, I have always 
thought of insurance as protection from 
something you did not want to happen. 
In this sense, CME snowfall contracts 
are very similar to insurance. 

Pay-per-push business has a risk of 
too little snow and seasonal accounts 
have the risk from too much snow. This 
product offers a cost-effective solution 
to protect your business from what you 
don't want to happen. CME exchange 
traded snowfall contracts - binary op-
tions - are an entirely new concept. By 
having a product trade on the world's 
leading and most diverse financial 
exchange you avoid counter-party risk 
and have a competitive bidding process 
for the best price. Additionally, unlike 
insurance this offers professional snow 
contractors much greater flexibility to 
trade in and out of positions. 

This product has only recently debuted in the 
industry. How has it been received so far? I 
have been amazed at how quickly snow 
contractors not only see the value in the 
risk management opportunities within 
the contracts, but also in how it becomes 
an advantage to their business. 

I think we all can relate to how the Hodgson 
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Make an impression. 
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IT'S NOT JUST YOUR ORDINARY WEB SITE. 

It is the most COMPREHENSIVE INTERACTIVE INFORMATION source 
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THE SEE THRU SLIDE ON SHIELD 
FERTILIZER SPREADER COVER 

• Durable Hard Cover That Keeps Your Fertilizer Dry 
• Stays On The Spreader When You Fill It 
• Guaranteed Your Fertilizer Will Not Get Wet 
• Easy Wipe Dry 
• All One Piece 
• Lasts Longer Than The Shower Cap Cover 
• Also Available For Ride-On Spreaders 
• Made Out Of Lexan, An Excellent Product 

No Other Plastic Can Match Lexan's 
Combination Of Clarity And The Ability 
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JUMP START LAWNCARE, INC. 
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STRATEGIES III Tactics for managing da! •to-day operations 

business world has become commod-
itized whereby companies seem to 
compete merely on price. This product 
enables a company to grow its business 
in a risk-managed environment all the 
while offering its clients a competitive 
price. Because of this, I believe we will 
see exponential growth in this product 
for next winter as many companies in-

corporate CME snowfall contracts into 
their bidding efforts. 

These contracts deal with snowfall accumu-
lation. Ice is a big part of many contractors' 
winter business. Do the contracts also take 
ice into consideration? Yes, snow and ice 
are components of the measurement 
stations. Many contractors have asked if 

Prec ise, w a r m w h i t e light 
& fas ter instal lat ions. 

Get more bids, close more jobs... 
15 year warranty on LED components 

For more information go to www.landscapelighting.com/lalm 
or contact landscape@kichler.com 

K I C H L E R 
LIGHTING m 

there is an ice factor built into the mea-
surement process, such as a half-inch of 
ice equates to 12 inches of snow, but that 
is not the case. 

Snow and ice measurements are 
factored in on a gross basis. Those pay-
per-push and/or hourly businesses that 
purchase downside protection from 
low levels of snow can benefit due to 
an increase in ice over snow. They will 
be servicing their accounts for deicing 
needs yet profiting on their snowfall 
contracts. However, this would not be 
beneficial to all-inclusive accounts that 
have purchased upside protection from 
too much snow. 

When you talk with snow contractors about 
CME snowfall contracts, what are their 
top questions? The obvious question is 
how much the contracts will cost and 
how many they should purchase. Many 
companies have not quantified their 
weather-related exposure. What does 
1 inch of snow mean to your company 
- is that $10,000 of profit or $100,000 
of profit? 

Educating the marketplace on the 
tradable snowfall market is a two-way 
effort. Contractors enlighten me on 
their business and I am showing them 
how the deployment of CME snowfall 
contracts can be incorporated into their 
business. 

It's all about transferring risk to nor-
malize your revenue stream and predict-
ability of earnings. 
Any recommendations for contractors? 
It's important to know your numbers -
risk, revenue, margins, fixed costs and 
variable costs. Only when you have a 
handle on your numbers will you know 
whether CME snowfall contracts make 
sense for your business. © 

The author is editor of Snow Magazine. Send him 
an e-mail at mzawacki@gie.net. 

WINTER WONDERS 
CME snowfall contracts will enable snow 
fighters to offset the financial loss of an 
under whelming, or an excessive, winter. 

Watch a Webinar on the CME's new 
snowfall contracts and learn how you 
can use them this winter to help stabilize 
your snow revenue. Just go to www. 
Iawnandlandscape.com and search for 
"CME." 
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natural concrete 

GO FOR A JOYRIDE. 
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• The Industry's Largest Print Audience. 
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and on www.lawnandlandscape.com. 

Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net. 

DEALERSHIPS AVAILABLE 
Z-Dump, the revolutionary dump bin insert 
that fits into any standard pickup truck bed 
with out changing the truck's appearance 
is currently looking for dealers throughout 
the United States. Z-Dump offers dealers a 

highly profitable product along with 
excellent floor planning options and an 

outstanding freight program. 

For more information please contact Sam 
Proud, National Sales Manager, at 
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e-mail samproud@z-dump.com. 
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"Marketing * Selling * Pricing 

Plus, you'll sharpen all your business skills 
www.Profits-PositivePrimers.com 

email: info@greenpropublishing.com 

M O R E P R O F I T S 
Positive 
Profit 

Primers 
Step-by-Step 

Builds Your Business Profitability 
First Primer is FREE 

www.Profits-PositivePrimers.com 
email: info@greenpropublishing.com 

BUSINESS WANTED 

W A N T E D T O P U R C H A S E 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. Contact Green Venture Group: 
greenventurepar tners@yahoo.com 

BUSINESS FOR SALE 

GREAT OPPORTUNITY 
KUBOTA DEALERSHIP 

FOR SALE 
FIRST CLASS GOING BUSINESS 

SERIOUS INQUIRIES 
PLEASE E-MAIL 

SELLKUBOTA@GMAIL.COM 

L A N D S C A P E C O M P A N Y F O R S A L E 
North Atlanta 

Landscape, Maintenance, Installations 
Equipment & Trucks available 

Revenue: $500,000.00+ 

Contact Rand Hollon at Preferred Business Brokers 
800-633-5153 

L A W N M A I N T E N A N C E C O M P A N I E S 
F O R SALE 

SW FL full landscape over $2M in sales 
Palm Tree Farm $850K 

Palm Beach County $5M Sold 
New York Pest Control $2.9M 

Call John Brogan Acquisition Experts, LLC 
772-220-4455 or john@acquisitionexperts.net 

T E X A S P A N H A N D L E 
L A N D S C A P E BUSINESS FOR SALE 

Maintenance, Sprinkler 
and Landscape Install 

$ 1,000,000.00 Gross Yearly Income 
includes all equipment, land and 

10,000 sq. ft. shop and offices. 
$2,250,000.00 Call Al @ 806-220-3310 

FOR SALE 
Maryland Based Irrigation & Landscape 

Lighting Company 
Client Base 80% Commercial and 

20% Residential 
Turn Key Opportunity 

Large Inventory 
Motivated Seller 
Owner Retiring 

Call For Details 443-871-2668 

FOR S A L E IN S O U T H C A R O L I N A 

Landscape/Maintenance Company 
located in upstate South Carolina. 

15 Year old business, 60% landscaping, 
40% maintenance. 

Turn key operation on 5 plus acres with 
2400 sq ft. recently remodeled 

century old farm house adjoined by 
2 rental houses with $975.00 rental 

income per month. 8000 sq. ft. nursery 
with irrigation, 2 shops, 1 heated 

and complete w/ bath, shower and 
office combined. 

$125,000.00 plus in late model 
well kept equipment. 

Too many other extras to mention. 
1.3 million. 

Serious inquires only to 
atilliosgrandma1@aol.com 

ASSOCIATION 

BOOKS 

Want to take your "best shot" 
at the bid table? 

From the Green Industry's Estimating Leader! 
Jim Huston's new book can help 

A Critical Analysis of the 
MORS Estimating System 
All major estimating methods 

thoroughly explained 
For a free audio book (+S&H) go to www.jrhuston.biz 
Email Jim with questions at: jhuston@jrhuston.biz 

Or call to order: 1 -800-451-5588 

In this "Down" Economy 
You need to know your costs 

more than ever! 
Jim Huston's book can help 

How to Price Landscape & Irrigation Projects 
Proven with thousands of pro contractors 

Used by over 60 colleges 
Learn more at www.jrhuston.biz 

Email Jim with questions at: jhuston@jrhuston.biz 
Or call to order: 1-800-451-5588 

DIRECTORY 

List your Green Industry Company 
for FREE on our national web directory. 

Visit www.landscapeandlawns.net 
for details. 

A complimentary service from Rittenhouse 

ESTIMATING 

Simplify Your Entire Bidding Process 
Easy New Software from Jim Huston 

Proven with hundreds of pro contractors 

Fully Integrates Estimating, Job Costing & More 
Links with QuickBooks 

Learn more at www.jrhuston.biz 
Free on-line demo e-mail: jhuston@jrhuston.biz 

GPS VEHICLE TRACKING 
No m o n t h l y fees 

Call 407-888-9663 
w w w . v e h i c l e w a t c h . c o m 

GPS V E H I C L E & 
E Q U I P M E N T T R A C K I N G 

No m o n t h l y fees 
Call 321-377-8670 

w w w . T r a c k e r L o c a t e . c o m 

It's FREE! 
Join ALMA Now! 

(hurry, before we change our mind!) 
www.almanow.com 

Maximize your LawncrLandscape 
advertising dollars. 
Place a Classified today! 

Please contact Bonnie Velikonya 
at 800/456-0707 x5322 

or bvelikonya@gie.net 
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CLASSIFIEDS 
FOR SALE 

"The Dual Spreader Carr ier" 
For All Lawn Care Companies 

Call 5 0 8 - 8 5 2 - 5 5 0 1 
For more information & pricing go to 
www.paramountglobalsolutions.com 

FRESH B A L E D PINE S T R A W 
From South Georgia and North Florida 

@ Wholesale Prices 
Semi Loads Delivered 

UNITED PINE STRAW INC. 
850-528-0086 

brian.a.reese@embarqmail.com 

L A W N M A I N T E N A N C E A N D 
L A N D S C A P I N G F O R M S 

Order online and save. Invoices, Proposals, Work 
Orders, Door Hangers, Promotional Products and 

more. ShortysPrinting.com. 1-800-746-7897. 

PROTECT 
YOUR PLANTS. 

Cost -ef fect ive, ea r th - f r i end l y 
Insect and An imal Repel lent . 

Zero-Hour re-entry. Ready-to-Use or Concentrate. 

HOTL 
PEPPERK 

800-627-6840 % A / A W ~ 
hotpepperwax.com f f 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more 1/8'scale, 
Stamp sizes from 1/4* to 1 3/4 
PRICE S127 + S/H*tax in CA Price sub|»ct to Chang« without not«» 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 • 687-7102 Local Calls 
www american«tampco coir Tue Wed,Thür 8-4 30 Pacific Tim« 
CALL NOW TO ORDER or for YOUR FREE BROCHURE. 

LANDSCAPER ACCESSORIES 

Spreader-Mate 
This self-contained "drop-in" sprayer converts 

your commercial broadcast spreader to 
a fully functional sprayer in minutes. 

c 
GREGS0NCLARK 

Toll free - 800.706.9530 
Phone - 585 538.9570 

Fax - 585.538.9577 
Sales @ GregsonClark. com 

www.GregsonClark.com 

MOW MORE 
LANDSCAPE SUPPLIES, INC. 

Mow More Supplies 
1-800-866-9667 

M o w e r b l a d e s , a i r & o i l f i l ters, 
t r i m m e r l ine , bel ts , p l u g s a n d 

tons o f b l a d e s in s tock. 

www.mowmore.com 

LANDSCAPE EQUIPMENT 

TREE STAKES 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Web site: www.jasper-inc.com 

w 
W c 

Mesh Debris Bags * Leg & Arm Chapps 
Equipment Covers ^ S u n Neck Protection 

Chemical Protection a n d much m o u ! 
CHECK OUT ALL OUR PROOUCTS ON THE WEB AT: 

www.wechapps.com 
8 0 0 - 8 1 6 - 2 4 2 7 ^ ® 

MERGERS & ACQUISITIONS 

ATTENTION CONTRACTORS 
Thinking of buying or selling 

Commercial Real Estate and/or Business? 
Specialize in: 
• Vacant Land 

• Farmland 
• Nurseries 

• Industrial Buildings 
• Mergers & Acquisitions 

Call 
Eddy Dingman 

COLDWELL BANKER 
COMMERCIAL NRT LLC 

(847)313-4633 
WE HANDLE TRANSACTIONS NATIONWIDE 

P L A N T S & TREES 

PERENNIALS & G R O U N D C O V E R S 
Over 270 varieties - No order too small 

FREE Color catalog 
Shipping UPS & LTL freight daily 

1 - 8 0 0 - 5 2 1 - 7 2 6 7 
www.evergreennurseryinc.net 
EVERGREEN NURSERY, INC. 

1501 Dials Mill Rd. Statham, GA 30666 

TREES & SHRUBS 
4'-10' Grafted Blue Spruce 

3'-8' upr igh t Jap. Maple 
24" -42"wpg Jap. Maple 

1 -1 /2"-4" cal. Shade Trees 
4'-7' Emerald Green Arbs 

3'-5' Schip Laurel 
18" -36"Ot to Luyken 

18"-36" Boxwoods & more 
S i l v e r t o n , O R 503-873-3501 

View c lassi f ieds a t 
www. lawnand landscape .com 
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WETLAND/NATIVES & 
CONSERVATION 

Large selection of Plugs, Perennials, 

Grasses, Natives & Conservat ion. 

C H I E F M O U N T A I N F A R M S 
Ph 443-350-3894 

fax 410-658-7333 

Toll Free 866-530-8902 

www.ch ie fmounta in fa rms.com 

HELP WANTED 

BRICKMAN 
Enhancing the American ¡Aindactipe Since 19.19 

Brickman is looking for leaders 
who are interested in growing their 
careers with a growing company. 

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
brickmangronp.com 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall green 
industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

1 T U I TURF-LOGIC 
Turf- Logic is a fast growing, high quality lawn, tree 
and shrub care company. We have been proudly 
servicing residential and commercial customers 
throughout MA and NH for over two decades. At 
Turf-Logic, responsibility equals reward. We are 
seeking motivated and hardworking individuals 
looking to succeed by excelling in a positive and 
supportive environment. Join Our Team! 

Professional Positions: 
Operations Manager • Lawn Care Technicians Tree/ 

Shrub Specialist • Marketing/Sales Manager 
Apply Online Today! www.Turf-Logic.com 

or call 866-600-TURF 

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 

Come join one of the largest Vegetation 
Management Companies in North America 

DeAngelo Brothers Inc., is experiencing tre-
mendous growth throughout the United 
States and Canada creating openings com-
pany wide. 

We are seeking field supervisors and middle 
managers responsible for managing the 
day to day operations of vegetation man-
agement operations. Experience in veg-
etation management preferred. Qualified 
applicants must have proven leadership 
abilities, strong customer relations and 
interpersonal skills. We offer excellent sal-
ary, incentive programs, bonus and benefits 
packages, including 401K and company 
paid medical coverage. 

For career opportunity and confidential 
consideration, send or fax resume, including 
geographic preferences and willingness 
to relocate to: DeAngelo Brothers Inc., 
Attention: Carl Faust, 100 North Conahan Dr., 
Hazleton, PA 18201. Phone: 800-360-9333. 
Fax: 570-459-5363. cfaust@dbiservices.com 

EOE/AAP M-F-D-DV 

Come Grow 
With Us! 

Leaders in Vegetation Management Since 1978 
Specializing in Railroad, Roadside, Industrial 

and Aquatic Vegetation Management, 
our clients include many of the 

largest corporations in North America. 

DBi is a market leader with a clear vision 
of the future, investing heavily in 
our people, our core values and 

a friendly work environment. 

WE ARE LOOKING FOR 
HARD-WORKING TALENTED 

INDIVIDUALS WITH EXPERIENCE 
TO MANAGE T H E DAY-TO-DAY 

OPERATIONS OF OUR BRANCHES 
AND DIVISIONS THROUGHOUT 

T H E UNITED STATES AND CANADA. 
Qualified applicants must have a 
minimum of 2 years of experience 

in the green industry, 
have proven leadership abilities 
and strong customer relations 

and interpersonal skills. 
*WE ARE ALSO ALWAYS LOOKING FOR TALENTED 

FIELD PERSONNEL - SUPERVISORS, FOREMEN, 
TECHNICIANS AND LABORERS... COMFGROW WITH US! 

We offer an excellent salary, bonus and 
benefits package including 401(k) and 

company-paid medical and vacation benefits. 
For career opportunity and confidential consideration, 

send resume including geographic preference 
and willingness to relocate to: 

DeAngelo Brothers, Inc | Attn: Human Resources Department 
100 North Conahan Drive | Hazleton, PA 18201 

Phone 800.360.9333 | Fax 570.459.5363 
Email cfaust@dbiservices.com 

EOE/AAP MF-D-DV 
www.dbiservices.com 

K E Y E M P L O Y E E S E A R C H E S 
F lorasearch, Inc. in our third decade of 
performing confidential key employee 

searches for the landscape industry and 
allied trades worldwide. 

Retained basis only. 
Candidate contact welcome, confidential 

and always free. 
Florasearch Inc., 1740 Lake Markham 

Road, Sanford, Fla. 32771. 
Phone 407-320-8177, 

Fax 407-320-8083. 
E-mail: search@florasearch.com 
Web site: www.florasearch.com 

SOFTWARE 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1-800-933-1955 for info or 
visit arborgold.com for Free Demo 

BilL L MA$T£R 
S f j S ^ Software ® 

F R E E C O M P U T E R W I T H P U R C H A S E 
O F B I L L M A S T E R S O F T W A R E ! 

Billmaster is the best software in the 
lawn and landscape design industry. 

Billmaster is designed for creating 
and tracking estimates, scheduling, 
routing, and calculates sales tax and 

financial reports. We import data 
from existing systems. Unlimited 
training and support tailored to 

meet your business needs. 
Easy payment plan available. We 

accept checks, VISA, MC and AMEX. 
GET YOUR BILLS DONE FASTER 

WITH BILLMASTER! 

201 -620 - 8566 www.billmaster.info 

TREE CARE 

ROPES, ROPES, ROPES 
All types and brands of professional arborist 
climbing, lowering and rope accessories at 

warehouse prices. Call for current price list. Visa, 
MC, AX. Small Ad - Big Savings, since 1958. 

1-800-873-3203 

LAWN & LANDSCAPE IS A L S O ON: 
www. twi t te r .com/ lawnlandscape 
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CLASSIFIEDS 
INSURANCE 

M.F.P. Insurance Agency, Inc. 
Insuring the Green Industry since 1986 

Applicators Hydroseeding Snow Removal 
Industrial Weed Control Holiday Lighting Tree & Shrub Maint. 

Right of Way Mowing & Maint Landscaping 

Complete Range of Pollution Coverages 

New Comm' l Au to Program for Landscapers 
and Mowing & Maint. Services wi th VERY LOW RATES! 

Contact one of our Green Industry Specialists 

matt@mfpinsure.com jleonard@mfpinsure.com rick@mfpinsure.com 

Toll Free: 800-886-2398 Fax: 740-549-6778 

www.mfpinsure.com 

LIGHTING TREE SUPPORTS 

j r e e S u p p o r t s c cm 
Supports that Nurseries, Landscapers and 

Garden Centers can depend on! 
— N e w Volume Discounts-Now Even 

More Affordable— 
(877)854-5497 W 

WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering 

and Printing Services for Landscapers. 
Your single source for marketing your 

landscape business. 
Samples online: 

www.landscapermarketing.com 
or call 888-28-DSIGN. 

Let us help you 
get the word out. 

L&L's reprint service provides a cost-
effective, high-impact way to promote 
your company's products and services. 

Our professionally designed article 
reprints can be used as direct mail 

pieces, sales literature, training aids 
or trade show handouts. For even 
more targeted marketing, add your 

customized advertising message, logo, 
mission statement or other valuable 

company information. 

The Lawn & Landscape 
Media Group's Reprint Service. 

E-mail reprints@gie.net to learn more. 

WHAT KEEPS 
YOU UP AT NCHT7 

/ 

! M • 

www.lawnandlandscape.com 

Explore the l ight ' 
way to new revenue 
and profits from two 

proven business 
systems. 

Í N I T E T I M E 
^ ^ D E C O R 
Architectural « landscape Lighting 

www.NiteTimeDecor.com 

www.ChristmasDecor.net 

Contact us today for 
additional information! 
1.889.887.9551 
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AD INDEX 
Advertiser Website • E F 3 3 RS# 
Adkad Technologies www.adkad .com 122 97 

Agrium Advanced 
Technologies 

www.agriumat.com 61 48 

All Pro Putting 
Greens 

www.allprogreens.com 49 39 

Alocet www.alocet.com 125 103 

American Honda www.honda.com 47 38 

ArborSystems www.arborsystems.com 123,125 100,104 

BASF www.betterturf.basf.com 51 40 

Bayer ES www.backedbybayer.com 82-83* 

Belgard www.belgard.biz 41 35 

Bobcat Co. www.bobcat .com 55 44 

Carson by Oldcastle 
Precast Enclosure 

{Solutions 

www.oldcastleprecast.com/ 
enclosure-solutions 114 88 

Chicago Weather 
Brokerage 

www.cwbrokerage.com 117* 93* 

Clip Software www.clip.com 123 99 

Collier Metal 
Specialties www.col met .com 86,131 74,113 

Converted Organics www.convertedorganics.com 33 32 

Corona Clipper www.coronaclipper.com 108 85 

Danuser www.danuser.com 66 54 

DIG Corporation www.digcorp.com 43 37 

Dixie Chopper/Magic 
Circle 

www.dixiechopper.com 23 25 

DuPont Professional 
Products 

www.proproducts.dupont.com 103* 83* 

Earthway Products www.earthway.com 122 98 

Echo www.echo-usa.com 64 51 

Ensystex www.ensystex.com 79 70 

Exaktime www.jobclock.com 45 59 

Exmark www.exmark.com 65 53 

Ferris Industries www.ferrisindustries.com 37,39 33, 34 

First Products www.lstproducts.com 74 66 

Forestry Suppliers www.forestry-suppliers.com 27 27 

GMC Truck www.gmc.com 7 

Go iLawn www.goilawn.com 8 13 

Grass Stitcher www.grassstitcher.com 123 101 

Grasshopper www.grasshoppermower.com 97 79 

Green Applicator 
Auctions 

www.greenapplicatormall.com 131 112 

Gregson-Clark www.gregsonclark.com 60 47 

Ground Logic www.groundlogicinc.com 131 111 

Horticopia www.horticopia.com 125 106 

Husqvarna www.usa.husqvarna.com 111 87 

Hustler Turf 
Equipment www.hustlerturf.com 101 81 

Intuit www.intuit.com 91 76 

D Mauget www.mauget.com 109 86 

John Deere www.johndeere.com 20-21 24 

John Deere 
Construction www.johndeere.com 53 42 

Jumpstart Lawncare www.jumpstartlawncare.com 129 108 

K&M Manufacturing www.tractorseats.com 123 102 

Kawasaki Motors www.kawpower.com 85 72 

Kichler Lamp and 
Lighting www.kichler.com 130 109 

L T Rich Products www.z-spray.com 32 30 

* Denotes regional advertising 

I Advertiser Website • L Ü Ü J RS#| 
Lebanon Turf 
Products 

www.lebanonturf.com 67 ,69 56, 58 

Mercedes-Benz www.mbsprinterusa.com 82-83* 71* 

Liberty Tire Recycling www.libertytire.com 9 14 

Little Wonder www.littlewonder.com 5,18 12, 22 

Middle Georgia 
Freightliner 

www.gatrucks.com 104 84 

MistAway Systems www.mistaway.com 42 36 

Mitsubishi Fuso www.mitfuso.com 119 94 

Monsanto www.monsanto.com 3 11 
MTD PRO www.cubcadetcommercial .com 13 16 

Natural Concrete 
Products 

www.randomstoneblocks.com 131 110 

New Holland 
Construction www.newholland.com 89 75 

Northern Turf 
Equipment www.northernturfequipment.com 57 45 

Nufarm www.nufarm.com 30, 31 28, 29 

Oregon Fine Fescue 
Commission 

www.oregonfinefescue.org 11 15 

PBI/Gordon Corp. www.pbigordon.com 16, 95 19, 78 

Pine Hall Brick www.pinehallbrick.com 63 50 

Pivo Trim www.oregonchain.com 75 68 

Plant Health Care www.planthealthcare.com 64 52 

Primera Turf www.primeraturf.coop 121 96 

PRO Landscape/ 
Drafix 

www.drafix.com 2 10 

Quali-Pro www.quali-pro.com 113 89 

Rain Bird www.rainbird.com 15,17, 
19,140 

18, 20, 
23,115 

Real Green Systems www. realgreen .com 62 49 

Red Max (Zenoah 
America) 

www.redmax.com 93 77 

RND Signs www.rndsigns.com 52 41 

SavaLawn www. savalawn .com 125 105 

Sidewalk Sleever www.sidewalksleever.com 68 61 

SourceOne (Plugr) www.sourceonex.com 14 17 

Stihl www.stihlusa.com 115 90 

Tafco Equipment Co. www.tafcoequip.com 18 21 

Toro www.toro.com 139 114 

Tree Tech www.treetech.net 120 95 

Turfco Manufacturing www.turfco.com 54 43 

U.S. Lawns www.uslawns.com 102 82 

Univar USA www.univarpps.com 117* 91&92* 

US Fleet Tracking www.usfleettracking.com 99 80 

Valent www.valentpro.com 25 26 

Vista Professional 
Outdoor Lighting 

www.vistapro.com 70 57 

Vistaprint www.vistaprint.com 129 107 

Visual Impact 
Imaging 

www.visualimpactimaging.com 66 55 

Walker www.walkermowers.com 77 69 

Weed Man USA www.weedmanusa.com 74 67 

Weisburger Insurance 
Brokerage 

www.programbrokerage.com 68 60 

Western Nursery 
& Landscape 
Association 

www.wnla.org 86 73 

Westheffer Co. www.westheffer.com 32 31 

Wright Mfg. www.wrightmfg.com 59 46 
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http://www.libertytire.com
http://www.littlewonder.com
http://www.gatrucks.com
http://www.mistaway.com
http://www.mitfuso.com
http://www.monsanto.com
http://www.cubcadetcommercial
http://www.randomstoneblocks.com
http://www.newholland.com
http://www.northernturfequipment.com
http://www.nufarm.com
http://www.oregonfinefescue.org
http://www.pbigordon.com
http://www.pinehallbrick.com
http://www.oregonchain.com
http://www.planthealthcare.com
http://www.primeraturf.coop
http://www.drafix.com
http://www.quali-pro.com
http://www.rainbird.com
http://www.redmax.com
http://www.rndsigns.com
http://www.sidewalksleever.com
http://www.sourceonex.com
http://www.stihlusa.com
http://www.tafcoequip.com
http://www.toro.com
http://www.treetech.net
http://www.turfco.com
http://www.uslawns.com
http://www.univarpps.com
http://www.usfleettracking.com
http://www.valentpro.com
http://www.vistapro.com
http://www.vistaprint.com
http://www.visualimpactimaging.com
http://www.walkermowers.com
http://www.weedmanusa.com
http://www.programbrokerage.com
http://www.wnla.org
http://www.westheffer.com
http://www.wrightmfg.com
http://www.lawnandlandscape.com


THIS WAY OUT III A fresh take on business 

The 2010 Winter Olympics in Vancouver wrapped up 
at the end of February, and close observers - at least 

those with an eye for plants - would have spotted the green 
bouquets handed to the medal winners at the podium. 

The Vancouver Olympic Com-
mittee ordered 1,800 of the bou-
quets, which contain, according 
to Canadian Florist magazine: 
green hypericum berries, green 
spider mums and broad leaf 
greens. The foliage consists of 
leatherleaf fern, loops of monkey 
grass and aspidistra leaves. 

Here's a list of facts about the 
bouquets: 

• The inspiration behind the 
Vancouver 2010 athlete floral 
bouquets is to showcase flowers 
and greenery grown in British 
Columbia and Canada. 

• For the 2010 Winter Games, 
1,800 bouquets in total will be made with 1,707 awarded to 
athletes (1,055 Olympic and 652 Paralympic). 

• The bouquets are presented to the top three athletes 
by members of the international sport federations shortly af-
ter they compete. The bouquets are designed to showcase 
British Columbia and Canada and be taken home by the 
athletes as a cherished keepsake, or tossed to spectators 

who are cheering them on. 
• The athlete bouquets are a required element for Victory 

Ceremonies by the IOC at all Winter Games. At Summer 
Games, medal-winning athletes receive a bouquet as well 

as an olive wreath. Under IOC 
technical and protocol rules, 
the bouquets must be 20 to 30 
centimeters long and about 25 
centimeters in diameter. 

• Organizing Committees 
are encouraged to design and 
use plants that represent the 
region where the games are 
being held. 

• Flowers and greenery with 
little fragrance and pollen count 
are generally preferred since 
they lessen the chance of aller-
gic reactions. VANOC wanted 
to wrap the bouquets in dried 
cedar but learned some people 

can have severe reactions to the oil found in the bark, so 
the idea was nixed. 

• Long stems of grey and white pussy willows, known for 
their furry catkins, that grow wild across the country were 
also considered but dropped because of safety issues -
when a bouquet is tossed into the crowd it could cause 
injury if it contains pointy materials. 

OLYMPIC FLOWERS 

improvements in directed-attentfon abilities. Nature, 
which is filled with intriguing stimuli, modestly grabs 
attention In a bottom-up fashion, allowing top-down 
directed-atfention abilities a chance to replenish. 

Unlike natural environments, urban environments 
are filled with stimulation that captures attention 
dramatically and additionally requires directed 
attention (e.g., to avoid being hit by a-car), making 
them less restorative. 
v"We present two experiments that show that 

t a l k i n g in nature or viewing pictures of nature can 
improve directed-attention abilities as measured 
with a backwards digit-span task and the Attention 
Network Task, thus validating Attention Restoration 
Theory." 

The study Hi'The Cognitive B e n e f i t ^ f Interfering 
with Nature" - will be published in a forthcorrthig 
edition of Psychological Science • \ 

Anew study shows that being outside and 
around the natural world improves our ability 

to think. The basic premise is that nature - filled 
with things like trees, flowers and birds - captures 
our involuntary attention; you don t have to stop 
and think about everything you see. This atl6ws 
our attention to refresh itself in a way and gives 
your prefrontal cortex a break. 

Walking through a crowded city - or, one could 
argue, working in your office - you're required 
to constantly think about everything: avoiding 
obstacles (traffip),ignoring the irrelevant (the radio) 
and trying not to get lost {where'd I put that GPS?). 

Here's the abstract of a new paper in 
Psychological Science, by Marc Berman, John 
Jonides and Stephan Kaplan: 

"Attention Restoration Theory (ART) provides an 
analysis of the ktftas of environments that lead to 
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MOW AND Ci 
only Toro can provide. Contractors tell us 

nothing performs as fast or as well as the 

TURBO FORCE* deck. Find it on our expanded 

lineup of 36", 40", 48", 52" and 60" Grandstand 

mowers. Check out these models, learn 

about tremendous fleet savings and 

schedule a jobsite i 

demo during the 

TURBO FORCE Challenge coming to a 

Toro Commercial Dealer near you. For an 

event schedule, product information and 

special retail financing offers, visit 

TORO.COM/CHALLENGE 

T U R B O F O R C E j 
J W m m m C M A L L E N G E 

TORO Count on it. 

Z Master" 
Mowers 

Do more today and every day with the new 

2010 Toro Grandstandw and Z Master* 

mowers. These high-performance models 

power through tough 

mowing conditions, 

delivering an outstanding 

quality of cut in less 

time. Add in 

unmatched maneuverability, 

operator comfort, traction and 

stability, and your crews 

will experience the 

kind of Full Throttle* 

performance boost 

The Official Energy 
Drink of Toro Landscape 

Contractor Equipment 

Grandstand 
Mowers 
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See how much you'll save at 
www.ra inbi rd .com/savings 

A job well done 
and savings 
well deserved. 

That's intelligent. 

Now save up to 25% on the proven performance 
and durabil i ty of Rain Bird nozzles. The right nozzles 
make all the difference. Known for industry-leading reliability, 
our MPR, VAN and U-Series Nozzles aren't just right for the 
job—with new, even lower list prices—they're right for your 
budget. Paying even less on the nozzles more contractors 
trust. That's The Intelligent Use of Water.™ 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

New 2010 List Pricing 

Rain Bird® 
MPR Nozzles 

Rain Bird® 
VAN Nozzles 

Rain Bird® 
U-Series Nozzles 

$*|47 $-|47 $-|65 

RA/n^B/rd 
www.lawnandlandscape.com/readerservice - #115 

http://www.rainbird.com/savings
http://www.lawnandlandscape.com/readerservice

