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ringers.

When it comes to preventing the broadleaf
and grassy weeds that most often plague your

customers’ turfgrasses, PRE-M® preemergent

herbicide is right on target. Why pay more
for other products when, time after time, university
trials prove that PRE-M offers you better overall
performance combined with unmatched value?
Superior performance made PRE-M the
leading™ preemergent herbicide. Superior G o
value widens the gap. PRE-M is everything
you'd expect from LESCO®, the leading supplier
in the professional turf care industry.
Ask your LESCO professional or call
1-800-321-5325 to learn how you can earn
generous rebates for your PRE-M purchases.

Get behind the leading edge.
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The Leading Edge.

*Source: Kline & Company report, US Acre Treatments by Turf Management

Always read and follow label directions

©1999 PREM® and LESCO® are reg
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The tools you need
from a name you trust.

Introducing the Cat” Rental Store.

Now there’s a rental store that’s equipped with the tools and

service you can count on. Plus, something else no other rental
store has: the Caterpillar name. That means you’ll get what
you need, when you need it, along with:

* A big selection of tools and equipment
from Caterpillar and other top brands

* Quick response to your needs
* Knowledgeable and experienced people
* Tools maintained by expert mechanics
For a Cat Rental Store near you, call 1-800-RENT-CAT or

visit us at www.TheCatRentalStore.com.

Circle No. 102 on Reader Inquiry Card
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PINK SLIP

Choosing the ever-dependable Toyota Tacoma as — &P TOYOTA —

| payload of any truck in its class,* it's one worker
your fleet vehicle is one of the smartest business on the job. ‘ that’ll do just about anything you ask of it. And like
decisions you’ll ever make. With the highest standard

-every day.—— You, it plans to be around for the long haul.

www.toyota.com 4 1-800+-go-toyota Circle No. 105 on Reader Inquiry Card

@1999 Toyota Motor Sales, U.S.A., Inc. Buckle Up! Do it for those who love you. *Based on comparison of base 5-speed, regular cab models


http://www.toyota.com
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ANLA.

American Nursery &
Landscape Association

Y2K Partners: Teamed for Success

The Mid-Am Trade Show, where horticultural professionals can find their every
need, congratulates the American Nursery & Landscape Association on its

I25th anniversary. Mid-Am is proud to partner with ANLA and be the principal
benefactor of the ANLA Gala to be held Thursday, January 20, 2000. Call ANLA

at 202/789-2900 or Mid-Am at 847/526-2010 for details on how you can

participate. Circle No. 113 on Reader Inquiry Card

Navy Pier, Chicago - january 19-21, 2000



o the record

BY SUE GIBSON / EXECUTIVE EDITOR

Is Your Body Y2K Compliant?

elieve it or not, | heard this as a radio ad-
vertisement for a weight-loss program,
and it made me think how weird this
Y2K thing is getting. It seems the more
people talk about possible Y2K “events”
that might happen, the less they talk
about forces that are pretty Y2K resis-
tant: the human body, the dreams and goals that moti-
vate us to succeed and, of course, Mother Nature.

Clearly, each of our bodies has its own personal
deadline, but January 1st will come and go for most of
us, whether we’re fat or thin.

Our drive to succeed and make something of our-
selves has been established as an awesome force, despite
any temporary Y2K or other glitches. Healthy organiza-
tions with strong leadership should ride out that storm
with little disruption.

But it is Nature's big surprises that have more devas-
tating effects than the Y2K thing. As a professional
landscape manager, you should have a handle on your
normal weather cycles, but are you prepared for those
“once a century” or even “once a decade” events? Do
you think they won't happen?

As David Laskin recently noted in the Wall Street
Journal: “Thanks to a confluence of geography, ocean
currents and global atmospheric circulation patterns,
the United States is blessed and cursed with the greatest
variety of extreme weather in the world. Practically
every region of the country has its meteorological disas-
ter specialty.”

It's unusual weather events that will wreak the most
havoc on your customers, your employees and even
your business’ survival — events such as:

Mother Nature won't stop surprising us with the
new millennium, which makes it important to have
an emergency plan. I have to wonder: Why

wouldn’t you have one in place already? -SG
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P freak snow and ice storms in the deep South;

P floods that linger;

P> hurricanes hitting Southern California;

P tomnadoes in unusual places, like Salt Lake City;

P prolonged, devastating droughts like the one this
year; and

P> dangerous blizzards or strings of heavy
snowstorms.

Mother Nature won't stop surprising us with the
new millennium, which makes it important to have an
emergency plan. | have to wonder: Why wouldn’t you
have one in place already? Could you function if your
office or papers are damaged; your employees are un-
reachable; your clients or departments all need to be pri-
oritized, then called; and your phone’s ringing with new
requests for emergency services? By then, it's way too
late to make a plan.

Find out how several contractors succeeded despite
the hands Mother Nature dealt them in our cover story,
“When disaster strikes, be prepared,” starting on page
22. They managed to keep their customers loyal, per-
form incredible amounts of work in a short time, keep
employees motivated and actually build their businesses
at the same time.

Maybe it's time you review your own emergency
plan. It might guarantee the sur-
vival of your business far
into the future — when
Y2K is just a dim memory
and that weight-loss cen-
ter is an empty storefront.
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events

WHAT, WHEN & WHERE

November
[®¥)Landscape Best
Management Practices
Symposium, Part Il

Cal Poly, Pomona, CA;
916/442-7198

EX-]Eastern Regional
Nurserymen'’s Association
Expo "99 Atlantic City, NJ;
800/376-2463; www.erna.org

[¥Tree Care Industry
Expo Indianapolis, IN; National
Arborist Association, 800/733-
2622; www.natlarb.com

& International
Irrigation Expo &
Conference Orlando, FL;
Irrigation Association; 703/573-
3551; www.irrigation.org

EXT) Desert Green
Conference Il Henderson,
NV; 702/223-3130

EX¥1 Penn State Golf Turf
Conference State College,
PA; 814/863-3475;
www.paturf.org

ES¥!INew York State
Turfgrass Association
Conference & Show
Syracuse, NY; 518/783-1229;
www.nysta.org

FE] lllinois Landscape
Contractors Association’s
Landscape Equipment
Auction Powers Auction
Service, Crystal Lake, IL;
630/472-2851.

[EX T Green Industry Expo
Baltimore, MD; Sponsored by
Professional Grounds Manage-
ment Society, Associated
Landscape Contractors of
America and Professional Lawn

Care Association of America;
770/973-2019; www.plcaa.org,
www.pgms.org, www.alca.org

[T:5T] oregon Landscape
Contractors Association

Field Day 1999 Canby, OR;
503/253-9091

EL] Arizona Landscape
Contractors Association
Scholarship Golf
Tournament Phoenix, AZ;
602/258-0126

30-Dec. 2] TH 1)
Central/lllinois Turfgrass
Foundation Expo

St. Charles, IL; 312/201-0101;
www. turf.uiuc.edu

Ohio Turfgrass
Foundation Conference &
Show Columbus, OH;
614/760-5442

Missouri Valley
Turfgrass Association
Lawn & Turf Conference &
Trade Show Columbia, MO;
573/882-2301; LakeLM@mis-
souri.edu

New Jersey Turfgrass
Expo Atlantic City, NJ;
732/821-7134; www.njturf-
grass.org

January 2000

%] Minnesota Nursery &
Landscape Association
Convention & Trade Show
Lansing, MI; 651/633-4987

[ New York State
Turfgrass Association
Northeast Regional
Conference Albany, NY;
800/873-8873

MANAGEMENT

VISIT US ON THE WORLD WIDE WEB AT: www.landscapegroup.com

Proud supporter of these green industry professional organizations:

FiTOCA
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Associated Landscape Contractors of America
150 Elden Street, Suite 270

Herndon, VA 20170

703/736-9666

www.alca.org

American Nursery & Landscape Assodiation
1250 | St. NW, Suite 500,

Washington, DC 20005

202/789-2900

Independent Turf and Omamental
Distributors Association
25250 Seeley Road

Novi, Mi 48375
248/476-5457

The Association

8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513

703/573-3551

www.irrigation.org

National Arborist Association
The Meeting Place Mall,

P.0. Box 1094

Amherst, NH 03031-1094
603/673-3311
www.natlarb.com

Ohio Turfgrass Foundation
1100-H Brandywine Bivd.,
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute
341 South Patrick St.

Old Town Alexandria, Va. 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
120 Cockeysville Rd., Suite 104

Hunt Valley, MD 21031

410/584-9754

Professional Lawn Care Association of America
1000 Johnson Ferry Rd., NE, Suite C-135
Marietta, GA 30068-2112

770/977-5222

www.plcaa.org

Responsible for a Sound Environment
1156 15th St. NW, Suite 400

Washington, DC 20005

202/872-3860

www.acpa.org/rise

Sports Turf Managers Association
1375 Rolling Hills Loop

Council Bluffs, IA 51503-8552
712/366-2669; 800/323-3875
www.aip.com/stma

Turf and Omamental Communicators Assodiation
P.0. Box 156

New Prague, MN 56071

612/758-5811

|
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A TURF HERBICIDE

YOU CAN LIVE Nl

Families rely on you for lawn care expertise
because they know you'll make the right
choices. very best for the turf, and for
the people who enjoy it. One way to keep
that trust is with Dimension® turf herbicide.
Dimension gives families a lawn they
can love. It provides season-long control of
crabgrass and over 20 other tough weeds and

grasses. It doesn’t stain, so you can apply

it close to walks, fences and drives. That
means no more weed “fringes,” because you

1ce right
up to the lawn’s edge. It’s even labeled for
use on ornamentals; so you can apply it to

can use Dimension with confi

lawns and landscapes.

Dimension’s low use rates and
favorable environmental profile mean less
worry. In fact, when you apply Dimension-
on-fertilizer formulations, families can
re-enter and use the lawn as soon as the
dust settles. That could even turn a
skeptical neighbor into a future customer.

ALWAYS READ AND FOLLOW LABEL DIRECTIONS
DIMENSION® is a registered trademark of Rohm and Haas Company
©1999 Rohm and Haas  T-O-224A

Circle No. 107 on Reader Inquiry Card

Dimension offers the widest
application window— 6 weeks more than
other preemergence products. You'll save

money because season-long control means

fewer callbacks. And most important, your
customers will stay customers, year after
year after year...the kind of callback you
can live with.

Call 1-800-987-0467 or visit us at
www.dimensionpro.com to learn more.


http://www.dimensionpro.com

FOLLOW

What do they call a chain saw that delivers superior

performance day in and day out, no matter

how difficult the duty? Echo.

Echo chain saws tackle your toughest logging, felling and limbing jobs and keep
coming back for more. That's because Echo chain saws have our exclusive Pro-Fire®
electronic ignition and all-position diaphragm carburetor to ensure fast, easy start-ups
and smooth running — every hard-working day. Plus, Echo chain saws are backed by

the strongest warranty in the business. That's Echo Pro Performance!

Built by the team that knows exactly what professionals need: quality, durability
and power. For more information call 1-800-432-ECHO (3246).

LEADER

Circle No. 106 on Reader Inquiry Card







nagement Event.

* More than 500 ¢ Continuing Education ¢ More than 60
Trade Show Booths Credits Galore! Seminars/Workshops

»
' -

' December 6-9, 19‘9"’ \

Greater Columbus Convention Center

' '. Columbus, Ohio < 74

Sponsored By:

Ohio Turfgrass Foundation * The Ohio State University
Ohio Agricultural Research & Development

PO Box 3388 « Zanesville, Ohio 43702 « 888-683-3445 » Fax: 740-452-2552

Circle No. 117 on Reader Inquiry Card




|oreen side up

BY RON HALL / MANAGING EDITOR

Act now for labor in 2000

f you need more good employees, you're
going to have to seek them out and recruit
them. In fact, you may have to find these
employees in Mexico.

Don'’t wait until winter to start rebuilding
your crews for next spring. Start now, partic-
ularly if you plan to use the government'’s H-
2B program to hire Hispanic laborers (most come from
Mexico) for the 2000 season. A lot of U.S. landscape
companies use H-2B to fill out their seasonal work
force each year. The program is specifically for sea-
sonal, nonagricultural work. Landscape laborer —
mowing, pruning, construction — qualifies.

Getting legal seasonal help from Mexico isn’t an
easy task, but it’s doable despite the expense and time
involved. If all goes well, it will take about 100 days
from the start of the process until the alien workers ar-
rive at your business. Give yourself more time than
that. Start the process 120 days prior to needing work-
ers at your doorstep.

Getting workers through H-2B involves two big
steps: 1) finding and recruiting the workers and 2)
completing the paperwork to allow them to come to
the United States and work for you. You'll likely need
professional help for both, but here’s an outline of
process you'll need to follow.

Apply to the State Employment Security Agency
(SESA) in your area for a “labor certification” for the
job description that you need filled. The application
must include evidence that you tried to recruit U.S.
workers for the job, but couldn’t. You'll also be re-
quired to advertise the job to U.S. workers in your area.

The SESA will forward the application and your

Start gathering your manpower now, particularly if you
plan to use the H-2B program to hire
Mexican laborers for the 2000 season —RH

www.landscapegroup.com / OCTOBER 1999 / LAND

documentation to the regional office of the U.S. De-
partment of Labor (DOL) which will review the appli-
cation. After the DOL determines that the Mexican
workers won'’t be taking jobs away from U.S. workers,
then you may petition the U.S. Immigration and Natu-
ralization Service (INS) for admission of foreign work-
ers. There is no limit on the number of workers you re-
cruit for a occupation. You must be specific about
defining the occupation.

Then it's up to you to recruit the workers. The
workers, in turn, must apply for visas to enter the
United States at a consulate in their country. Once they
get the visas, they go to a port of entry for admission
into the United States and, finally, to your business
where they must work for the job description that you
provided the INS — and only for you.

You probably have more questions about H-2B and
how to use it to get workers. Here are some services
that help U.S. landscape employers recruit Hispanic
workers and complete the necessary paperwork:

» Angelo H. Mifio, Summit Professional Network
for Your Hispanic Workforce Needs, Olathe, KS;
913/438-3364.

P Jeff West, GTO International, Rochester, MI;
248/608-1827; fax 248/608-1829.

P Robert Wingfield, Amigos
Labor Solutions, Dallas;
214/634-0500; fax 214/634-
1001; www.amigos-inc.com.
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my way

BY LARRY IORIl / GUEST COLUMNIST

“| received two substantial checks for failure of product
performance. Also, three manufacturers have allowed
dollar-for-dollar allowances on equipment...” —LI

Work trade shows to the max

14

s you know, the PGMS, ALCA and PLCAA
annual conferences (and the Green Indus-
try Expo) are fast approaching, as are
many other conferences and shows. The

equipment or products that didn’t live up to the man-
ufacturers’ promises. I seek out the specific company’s
booth with the salesman’s name or my local contact.
Then, I address the complaint right there, in an orga-

GIE Show is aging like a fine bottle of ~  nized format along with my business credentials. I ex-
wine. It is amazing when attendees plain my years of loyalty to their company, if applica-
mention that they did not benefit ble. To date, I have received two substantial checks

from a seminar. My reaction is disbelief. Their problem
is the inability or failure to allow the time to prepare.
With that in mind, let me share my actual experience
and benefits in working a conference and trade show to
the max. Simply put, you must prepare.

1. Take notes before you go. Keep a notepad
within arms’ reach of your desk. When a product,
piece of equipment or service you have purchased fails
to live up to your expectations, make yourself a note.
Also, when horticultural questions or procedural ques-
tions arise, add them to the list. Jot down your business
questions, personnel concerns or general ideas too.

2. Plan early. Three months before I go to a show
or conference, I send in my check to take advantage of
the “early bird” discount. Then, I request the agenda
from the associations so I can manage my time. Before
the conference, I pull out the list I've been putting to-
gether and [ make sure that [ pack it.

3. Kill two birds: Get recertified there. The confer-
ence is a convenient time to receive recertification
credits for your pesticide license. Highlight the talks
that you attended in the show summary book. When
you arrive home, forward proof of registration to your
department of agriculture contact. In return, a block of
credits will be added to your record.

4. Get action on faulty products. This is a time to
recover costs or receive future purchase allowances for

from separate entities for failure of product perfor-
mance. Also, three manufacturers have allowed dollar-
for-dollar allowances on equipment. Finally, one firm
provided free prototype equipment to use in the field
to give feedback for their engineers.

5. Get instant discounts. Take advantage of ex-
hibitors who offer show discounts and/or free shipping.
During a show, I procure or set up a large percentage
of next year’s supplies or equipment. In addition, I take
advantage of a tax deduction for that calendar year.

6. Bring a trailer. Some exhibitors will offer a larger
discount than usual on equipment or tools at their
booth, if you can haul them away when the trade show
closes. If it is a local or regional show, bring your truck
and trailer and have it ready.

7. Break new ground. Exhibitors may want to break
into your territory with new, innovative or established
equipment or product lines. If you purchase their
products, heavy discounts may be available. Also, if
you act as a reference or provide a demo in the area,
you can be financially compensated for each contact.
Start the discussions at a show.

8. Meet new people. Networking is the key to a
successful conference. I pull out my prepared list from
home and scout out old contacts while making new
friends during the stay. This may sound ridiculous, but
I take a specific question and ask at least five individu-
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als. At the end of the conference, I now have a “practi-
cal, hands-on" base of information to digest. Let’s face
it — if four out of five people offer the same advice, it
is the starting point for an educated decision. For ex-
ample, last year | wondered what type of truck to buy.
Should it be a traditional style dump or a front-over
cab? Should the engine be gasoline or diesel? After sev-
eral conversations with knowledgeable users of both
types of trucks, I knew the right truck for my needs.
One year later, my purchase has worked out just fine.
9. Share experiences. Remember that conference

lrhmMAmmmmm
 Preparation is Job 1. Make a plan before you go,

1. Note products, questions, concerns in a note
book so you can refer to them at the show.
2. Get ‘early bird’ discounts and plan your show.

3. Take recertification classes there.

4. Meet with product vendors in person to address
faulty products or problems.

5. Save money on orders from exhibitors giving
show discounts or free shipping.

6. Be prepared to take purchases with you —
bring a trailer/setup to the show. You might
save significant money.

7. Talk to exhibitors about trying out their new
ptogludsorplwldlngaloaldqno.

8. Network like there’s no tomorrow. Make a
point of meeting new people.

9. Ask colleagues about their experiences with
management, products and issues covered at
ﬂndm.Mostvvillbeopmutdcar\dld.

10. Give yourself time to try the equipment.

11. Bring along associates or buy session tapes if

you can’t attend every one you want.

12. Have fun. Save time to explore the local high

spots.

attendees will readily share personal and valuable infor-
mation with you. Networking in these situations is of
no threat to their job or business because you are sepa-
rated geographically. Through the years, | have imple-
mented many new ideas from informal conversations.
Remember to exchange business cards for future fol-
low-up. The associations’ roundtable breakfast meet-
ings are the easiest and most comfortable means to net-
work and establish long-term relationships.

10. Demo the equipment. Outdoor equipment
demos allow us to actually use equipment we're con-
sidering. In one afternoon, you can feel like a kid in a
candy shop and try endless products. There are new
prototypes, modified equipment, new inventions and
established lines for your review. Don't forget to ask
questions of other viewers standing by you at exhibits.
Generally, their past experiences and present concerns
will mutually relate. This one day of active participa-
tion will save you time when you go home and you
will be steps ahead in the decision process.

11. Be in two places at once. Since there are nine
educational speakers at any given time at the GIE con-
ference, you may have time conflicts. If this occurs,
buy the taped sessions or split up attendance with an
associate and compare notes.

12. Have some fun. Pick up a local guidebook be-
fore leaving home and experience the host city. Re-
member, a little fun should be part of the mix.

I think a conference and trade show should always
pay for itself, plus provide future dividends. It will also
refresh your mind and body, and your clients, employ-
ees and family will enjoy the fruits of your efforts.
—The author owns Down to Earth Inc., a full-service land-

scape contracting firm in Wilmington, DE. He is on Land-
scape Management's Editorial Advisory Board and also
serves as a consultant to homeowners, corporate clients and
industry firms. He can be reached at 302/654-8113.
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Weed Man launches move into U.S.

MISSISSAUGA, ONTARIO — Weed Man,
Canada’s largest lawn care company, is
making a concerted effort to enter the
U.S. market as part of its five-year expan-
sion goals. Key markets include both
northern and southern turf areas, espe-
cially markets with populations of
100,000 people or less.

In an exclusive interview with LAND-
SCAPE MANAGEMENT, Des Rice, Weed
Man’s owner and founder; Roger Mon-
geon, Weed Man U.S.A.’s president;
Michael Kernaghan, Weed Man Interna-
tional’s vice president; and Terry Kurth,
Lawn Care of Wisconsin, Inc. discussed
the company's expansion plans.

The plans include adding as many as
100 new territories in the United States
as part of a five-year strategic plan.

“We're celebrating our 30th year in
business in 2000,” says Rice. “We were
holding back but now we’re psychologi-
cally ready, have the people in place and
have the systems in place to make the
push into the United States. We now
have the opportunities.”

Turf Management Systems Inc., Mis-
sissauga, Ontario, owns Weed Man.

Although there are Weed Man fran-
chises in Rochester, NY, Denver and the
Seattle area, this push is more substan-
tive. According to Mongeon, the expan-
sion will grow three ways: Weed Man
corporate stores; Weed Man U.S.A. li-
censes to submaster franchisors in key
turf zones; and Weed Man U.S.A. indi-
vidual unit franchises to third parties.
Terry Kurth will work as liaison with
Weed Man U.S.A. during the expansion
into U.S. markets.

What will this mean to the lawn care
industry? Weed Man's strong presence
in Canadian markets, customer loyalty
(75% to 85% retention rate), proprietary
business management and computer sys-

-

Weed Man'’s key management team: Roger Mongeon, President (Weed Man U.S.A.); Des
Rice, President (Weed Man International); Dennis Blair, Branch Manager; Michael Ker-
naghan, Vice President (Weed Man International)

tems and success with franchisors (1/2 of
1% turnover) will make it an interesting
alternative in the market.

“If an established lawn care company
wants to expand, this is perfect for
them,” notes Kurth. “If you're a land-
scape maintenance contractor who
wants to offer a one-stop shop to com-
pete with consolidating firms, this is
good for you.”

Look for a strong campaign to brand
Weed Man in the United States, says
Kernaghan. “Our trademark is very
strong in Canada — we're synonymous
with lawn care here.”

Weed Man currently serves around
350,000 residential homes throughout
Canada through 135 franchises from
Newfoundland to British Columbia.

—Sue Gibson

Husqgvarna, Yazoo/Kees seal deal
CHARLOTTE, NC— Ending months of speculation on a rumored acquisition,
Husqvarna Forest & Garden announced it has purchased the turf care assets of
Yazoo/Kees, Beatrice, NE. According to Dave Zerfoss, Husqvarna’s President,
“This acquisition creates a complete line of offerings, making Husqvarna a total
source for all lawn and garden and commercial needs.”

Zerfoss explained the acquisition was a logical move in today’s market: “The
green industry is in a powerful growth phase and we intend to be the leading
source for all outdoor power equipment needs. We already have a premium
line-up of commercial hand-held products in place for the year 2000.”

While Yazoo/Kees' business will begin immediate integration into Husqg-
varna’s U.S. operations, its products will be marketed as the Yazoo/Kees brand
through Husqvarna’s dealer/distributor network until at least June 30, 2000.
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N.C. landscapers regroup after Floyd destruction

RALEIGH, NC — Hurricane Floyd
pounded eastern North Carolina with
record-breaking rains this past Septem-
ber, resulting in nearly $6 billion in dam-
age, 30,000 destroyed homes and 35
deaths. Most of the damage resulted
from flooding.

Landscaping businesses also felt the
sting of the hurricane, and now deal
with the aftermath. The damage varies
from devastated properties to minor tree
damage to severe employee cutbacks
due to lost production days.

Tree damage was incredible. “The
biggest thing is the trees,” said Carol West,
Creative Gardens landscape contractor in
Winterville, NC. “We had to go through
all of the trees that had been put in since
last fall. Many of the young trees had over
a30° lift. We had to stake all of the trees
due to the wind and extra water.”

Erosion was also widespread. “Most
of the erosion occurred on areas that
were presently under construction for
landscaping, where we had soil
mounded and we hadn’t put out the sod
yet,” said West.

Another major complication was lost
production days as employees battled to
save their own properties, or where un-
able to work due to the weather.

Matthew Erwin of North State Gar-
dens in Hampstead, NC, told of lost pro-
duction days: “We've had some employ-
ees effected by the floods and they’re
just now getting back to work. Everyone
who can make it to work has been to
work since the hurricane, but some folks
are just coming back today (Sept. 28).”

Turftenders Landscape Services in
Raleigh experienced similar difficulties.
Steve Hill explained, “Some roads are
closed due to flooding ,and bridges are
out. We've had to reroute crews and go
around the damage, which has effected
us from getting people to work.”

West also admitted that “some jobs
are put on hold because we cannot get

pay people when we're not earning
money. Everyone is touched in some
way.” For more on severe weather’s ef-
fects, turn to page 22.

any topsoil right now. We're in the posi-
tion our company cannot continue to

313 ULTIMATE
WHEELBARROW

L

" \“

preading mulch and compost by hand
is a costly, labor intensive process. It
limits production and puts workers at risk for

injuries. The Express Blower will turn an

inefficient process into a profit center and
blow your competition away!

5 MEN AND A
WHEELBARROW
A typical 5-person crew
can ;pn:ud 8 cubic yards
per nour.

The Express Blower can be operated by one
person, with remote control, in any weather,
on any terrain. Spread mulch, compost, soil
mixes, playground chips or any number of
other organic materials for landscaping, lawn
restoration, erosion control and much more

With our ALL NEW Injection System, the
Express Blower can inject seed, fertilizer or
other additives WHILE BLOWING!
lawn with soil mix and seed, or blend weed
inhibitors with mulch. You can even topdress

Install a

and overseed turf with only one application

—A_

A

800-285-7227

| MAN WITH THE
EXPRESS BLOWER
One person, can blow

30 to 100 cubic yards

per hour

Get a jump on your competition. Call today
and find out how you can expand your possi-
bilities with an Express Blower!

Visit our web site at

www.expressblower.com
A division of Rexius Forest By-Products, Inc., Eugene, Oregon
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HOT TOPICS

Be the ‘lips’ of RISE

WASHINGTON — Local pesticide regula-
tion initiatives are cropping up around
the country, reported several attendees
of the annual meeting for RISE (Respon-
sible Industry for a Sound Environment).
While the organization responds rapidly
to state and federal level initiatives, it's
much harder to respond quickly at the
local level before decisions are made,
said Fred Langley, manager of state gov-
ernment relations.
Quick response program

The key to dealing effectively with
local initiatives is to respond quickly, in-
form state and national groups like RISE
of the initiatives and become involved in
your own local politics, Langley said
“Recently, 25 states have taken up the
issue of school use of pesticides in vari-
ous forms.”

Other local issues to watch include
pesticide use reporting requirements,

FFA studies green
industry careers
LOUISVILLE, KY — This month'’s
72nd National Future Farmers of
America Convention in Louisville
will have a new twist — active par-
ticipation by landscape industry sup-
pliers, contractor firms and associa-
tions with the hopes of encouraging
many of the 40,000 attendees to con-
sider the green industry for a career.
PLCAA, which has established a
scholarship fund, is also working with
FFA to develop green industry in-
structional material for FFA teachers.
So far, the FFA Foundation has raised
over $250,000 in pledges from the
industry toward this effort. Look for
convention coverage in future issues.

water quality issues, challenges to pre-
emption, separation of “urban” vs. “ag”
chemical use and continued pressure to
manage nutrient loads in the environ-
ment.

‘Eyes and ears’ alert

In response, RISE announced it has
started a two-step reporting and re-
sponse process. In the “eyes and ears”
campaign, any industry insider can re-
port on any local pesticide regulation ini-
tiative using a simple fax, telephone or
email system. Step two involves becom-
ing the “lips” of RISE as a spokesperson
within your own school district or mu-
nicipality.

RISE plans to make this easy through
the use of its “Local Issues Plan of Ac-
tion” kit, which includes:

» quick-response fax forms,

P sheets describing key issues and the
Top 10 cities for anti-pesticide activities,

P RISE's question and answer booklet

P “talking points” to use in local

~ 1:.,< - - o :—
+ i
TR S R

meetings

P an article reprint from LANDSCAPE
MANAGEMENT (“Take Action on Local Is-
sues”), explaining simple ways to orga-
nize local support for pesticide use

For more information on how to get
the LIPA kit, contact RISE at 202/872-
3860; email: lawder@acpa.org; Web site:
www.pestfacts.org.
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. PLCAA adds new

position

Green Industry Expo show manager,
the Professional Lawn Care Association
of America, has added Sims
Moore as the new sales & mar-
keting manager to actively
market the event. Eleanor Elli-
son will continue as trade
show manager, handling lo-
gistics and planning.

Woods buys m,
compomnt

In a move to expand its re-
placement parts business, Woods
Equipment Co., Oregon, IL, purchased
Tru-Part Mfg. (TISCO), a replacement
parts distributor based in St. Paul, MN.
Woods also acquired Central Fabrica-
tors, an excavator bucket maker in
Schofield, WI; as well as Alitec Corp., a
Brownsburg, IN firm making skid-steer
attachments.

Desi .
acquires an %

Two industry software firms have
merged with the acquisition of Edge
Software by Design Imaging Group,
Holtsville, NY. It will marry DIG’s de-
sign/build software programs with
Edge’s management and marketing

systems.
New Web site debuts

Looking for good, basic information on
pests and their control for your cus-
tomer newsletters? Try the new Web
site for RISE (Responsible Industry for a
Sound Environment) at: www.pest-
facts.org. The site features information
on problem pests, pesticide handling
and use, related information links,
news updates and more.

| CLIPPINGS |
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HOT TOPICS

Expo 99 happy with numbers
The Outdoor Power Equipment Institute
reported that attendance soared at Expo
‘99 in Louisville, KY, this past July. The
number of landscapers/ com-

mercial mowers increased by

20% from 1998, equipment

rental dealers grew by 11%

and dealers/retailers by 3%.

OPEI said that 22,982 people

(not including exhibitors) at-

tended the 1999 Expo, a 9% in-
crease over attendance in 1998.

Toro & Maruyama

extend pact

A new agreement by Toro Co., Bloom-
ington, MN, and Maruyama Mfg. Co.,
of Tokyo, Japan, extends a 1996 pact
for Toro to distribute Maruyama hand-
held power equipment in the United
States and Canada through 2003.

| SONIAdIT) |

EPA questions Dursban’s safety

WASHINGTON — Despite years of use in
the landscape industry, the insecticide

Dursban (active ingredient: chlorpyrifos)
has received low grades from the United

States Environmental Protection Agency.

The product’s reassessment, part of
EPA’s first round of product reviews in
its implementation of the Food Quality
Protection Act, makes its reregistration
vulnerable unless user groups speak up,
warns Tim Maniscalo, government rela-
tions manager for Down AgroSciences,
based in Indianapolis.

The 60-day public comment period
for the risks and benefits of chlorpyrifos
began in late September, and it is during
this period that Dow Agro is encourag-
ing grounds managers, lawn care opera-
tors and landscape contractors to speak
out on the product’s benefits.

A seat at the table

According to Maniscalo, the EPA’s re-
assessment of Dursban “categorized the
risks but didn’t have input on the bene-
fits” of the product. “That’s why satisfied
users need to tell the agency about the
benefits for the record.”

He explained “stakeholder groups”
must identify themselves early in each
product’s reassessment process to have a
place at the negotiating table when EPA
moves through the process.

Maniscalo noted that chlorpyrifos has
not been “singled out,” but that its class
— organophosphates — are perceived as
“risky.” “When users speak out for the
benefits, they're saying, “We're impor-
tant and need to be considered too,” he
added, saying that users can get informa-
tion from their Dow representatives.

Youte Oper Tir
Business on the Web

Web Marketing

by Jor Teocy

eb Marketing

Applied, Web
Marketing Strategies for the
New Millennium, is the must- @
have book for Webmasters, Web “7

involved in the marketing or promotion of a
Website. Every chapter is filled with powerful
ideas to help you drive traffic to your site.

APPLIED

marketers, Web developers...or anyone Move?

Simple Math

Excellent for any industry, business or profession.

www.landscapegroup.com

24-hour access to the Green Industry’s
most comprehensive information
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Independent Seeds wholesale unit Corrections:

- - - | We must be seeing the word “lawn” a
bUI't Wlth 1 3 CompaNIeS few too many times, because we incor-
Independent Seeds is a consolidation ~ Idaho, Wilber’s, Willamette, W-L Re- | rectly identified August’s cover loca-

of 13 regional seed companies—the search and Zajac Performance. “We tion. The correct name is the
new turf, forage and international plan to provide customers with easy, National Law Enforcement Of-
wholesale business unit of AgriBioTech,  one-call ordering and the capability to ficers' Memorial in Washing-
Inc. (ABT). The 13 companies are: Al-  fulfill their orders from the most conve- ton, DC. Our apologies.

lied Seed, Burlingham, Clark, Olsen- nient of several distribution locations,”
Fennell, Oseco Inc., Peterson, Seed Re-  said John Zajac, director of ABT’s Also, we inadvertently forgot
source, Van Dyke, W-D Growers wholesale turf business unit. to credit James P. Clever from

the Bamboo Gardener for the
photograph used on page 32
of our August issue, for which

| CLIPPINGS |

Resource One springs from Terra

Ly werd
MEMPHIS, TN — Dr. Tom Perkins, vice president professional products, is leading we apologize. For more information on
Resource One, based here. Resource One is the name of a new marketing division of bamboo in the landscape, contact him
Cenex/Land O’Lakes Agronomy Co., which combines Terra Professional Products at 206/782-3490 or bambuguru@earth-
with Land O’Lakes East Turf & Omamental Products. Perkins joins the company link.net.

after stints at American Cyanamid, DowElanco and Troy Biosciences Inc. Resource
One will supply fertilizer, plant protection products, seed and services to the turf, or-
namental, pest control, vegetation management, aquatic and forestry markets.

Horticulture

Help Keep Centnal Pank Beautiful!

IWATHRIN GAKONIN L AT
QUIT BREATH’NG STRAW DUST! After 2 years & a $4.6 million renovation, the North Meadow of

Central park is about to be re-opened. The Central Park
Conservancy, a prestigious not-for-profit organization, is seeking
several Horticulture professionals to maintain this area of the
park, which will include 12 ball fields and 5 soccer fields.
Candidates for all positions must have a valid driver’s license, the
ability to operate power equipment and perform manual labor
outdoors. The Conservancy is an equal opportunity employer that
offers competitive salaries and a generous benefits package.
SECTION SUPERVISOR: Will lead a 7-person crew in the
horticultural and operational maintenance of this area. 3-5 years
of related park or horticultural supervisory experience; sound
organizational skills and a NYS pesticide license are required.
CODE: NMSS

CREW FORMAN: The successful candidate will be the lead
member of the team, assisting the Section Supervisor. Must have
related field experience including turf maintenance & a NYS
pesticide license. CODE: NMCF

ZONE GARDENERS: For this position, you will perform all

WRBO TURF HYDRO SEED'NG SYSTEMS horticultural and operational duties in this area. Horticultural

experience or education is required. CODE: NMZG
Why put up with messy dusty straw, and high labor We are also seeking a SECTION SUPERVISOR for the Woodlands
costs. m mon ymen H area. In addition to a wide variety of horticultural and operational
A A 00 m’.ypa tcan pUtyou into activities, responsibilities include attending Woodland Advisory
a h'gh Pefforma"ce: h’gh P"Oﬁf, Turbo Turf H.VdI'O meetings. At least 2 years of experience in park management,
Seeding System. Cut your seeding costs in half. horticulture or a related field including supcr\'istv)lzy‘rcsponsilnluy are
e =0 e Ty e S ioad$795.00 required, as is a NYS pesticide license. CODE: WSS
100(5;“: 1300 sq/ft/load 51995:()0 750 Galt 1/4 Acrefload  $7995.00 If any of lhcsp positions seem to match your talents _am._l have
150 Gal, 2000 sq/ftload  $2795.00 1000 Gal, 1/3 Acrefload  $9995.00 captured your interest, please forward your resume to us, indicating

300 Gal, 4000 sq/ftload  $3995.00 1500 Gal, 1/2 Acrefload $19995.00 the position code to: HR Dept., Central Park Conservancy, 14 E. 60th
. - 5 St.,, NYC 10022 or e-mail to: hrdept@centralparknyc.org.
For a FREE hydro seeding info pack & video, call:

FAX: (212) 310-6633. EOE
TURBO TECHNOLOGIES, INC

1500 First Ave., Beaver Falls, PA 15010 &I)}[{gl(;}l{‘d'll(n\*

1-724-846-0670 1-800-822-3437 Fax 1-724-846-3470

www.turboturf.com E-Mail sales@turboturf.com

ircle 109 Circle 110
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When
disaster
strikes,

be prepal

By ROBERT E. REAVES

hen Mother Nature unleashes
her fury on America’s landscapes,
the result can be catastrophic,
unbelievable and tragic. Just ask
the victims of any hurricane,
flood, blizzard, tornado, hail or
ice storm. Recent extreme weather along the Atlantic
seaboard brought this message home strongly.

Although you can't harness these forces, you can
prepare your organization to anticipate the worst and
be ready to perform to the max.

The most destructive storm

Of all the severe weather events, hurricanes rank at
the top for property destruction. When Hurricane
Fran hit North Carolina three years ago, the damage
was devastating. The Federal Emergency Management
Agency declared 34 North Carolina counties disaster
areas, with damage in the Raleigh-Durham area alone
estimated at $930 million.

Michael Currin, president of Greenscape Inc.,
Raleigh, NC, will never forget Hurricane Fran. “We
were without power at our office for close to 10 days
and we spent one full week clearing access at our cus-
tomer's properties,” he recalls.

Maintain customer focus during storm cleanup,
says Currin. “We called all our customers to let them
know our first objective would be to clear access to
their property. After that was accomplished, the sec-
ond phase was brush removal,” he says.

“Natural disasters are not something on which you

Equipment manufac-

turers often assist
local cleanup efforts
by bringing in extra
equipment. These
units were used to
clean up after Hurri-

cane Opal. Photo

above and right cour-

tesy Vermeer Mfg.

Landscape experts reveal how
they prepare and focus their
organizations for weather’s
worst damage, and still manage

to build customer loyalty

should build your business. Stay focused on your cus-
tomer and don't get sidetracked by short-term finan-
cial gains after a storm,” he warns. “We sent a letter to
all our customers after the hurricane, letting them
know we would be charging standard labor rates for
the cleanup. We have could have easily charged our
customers more, but they would have remembered.”
Line up your subcontractors

Dan Standley, owner of Dan’s Landscaping &
Lawn Care in Terrytown, LA, has firsthand experience
with hurricanes. Two years ago, a major hurricane hit
the New Orleans area, damaging the landscapes at

continued on page 24
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continued from page 23

many of his commercial accounts. “Fortunately, we
had advance agreements with subcontractors that op-
erate Bobcats and hauling equipment to remove all the
sand and mulch from parking lots,” he says.

Standley stresses it is important to build relation-
ships with subcontractors and recommends giving
them at least $300 to $500 of incremental business
during the year.

“When a storm hits, you'll be at the top of their list
to help you out,” he says. “It’s also good to have
arrangements with at least two tree companies, along
with dump sites where you can take the debris.”

Savvy contractors also suggest helping customers
prepare before a big storm front or hurricane hits, if
they can. “Call your clients and ask them if they need
any help to prepare for a hurricane,” Standley suggests.
“Many people are not prepared for major storms. Dur-
ing the last hurricane, we helped clients with storm
shutters and sand bags to reduce their storm damage.”

Written and visual documentation of equipment is
another critical component of storm preparation. “We
videotape all our equipment once a year and put it in a
safety deposit box, along with a written estimate of
value,” he says. “Also, we update our insurance once a

Employees of Dan's
Landscaping & Lawn
Care clear away

storm debris.

Dan Standley keeps

on good terms with

subcontractors.

year, making the decision to lower or raise coverage as
needed.”
Freak snowstorms? They're ready

While no hurricane is likely to hit Denver, snow-
storms do. Late spring and early fall snowstorms aren’t
uncommon. Just ask Tom Tolkacz, president of
Swingle Tree & Landscape Care in Denver. “On Sept.
21, 1995, we received 25 in. of snow in less than 24
hours. The leaves were still on the trees,” he recalls.

To prepare itself for snowstorms, Swingle Tree has
its own storm plan.

“Our storm plan is a written document, about 10
pages long. It's dynamic, to make adjustments as
needed,” Tolkacz explains. “We review our storm plan
during March and early September.”

He says the first thing that happens during a major
storm is the huge volume of calls from customers.
“We tell our customers our first priority is to clear
major hazards — something that causes damage to
life, limb or property,” he says.

Questions about insurance coverage always arise
where there is storm damage. “We find most insurance
companies will cover a certain percentage of damage if
a tree hits a home, building or vehicle,” Tolkacz says.

When a snow or ice storm damages a tree, Tolkacz
says the extent of damage usually can’t be determined
from the ground: “You've actually got to get up in the
tree and get a close look at the damage. Many times
you end up removing limbs and leaders from trees that
customers may not have thought were damaged. It's
important to explain this to the customer.”

Swingle Tree has a special storm supply cabinet —
an inventory of tools never touched unless there is a
storm. “This is a wise investment for a company,” ad-
vises Tolkacz. “We have an advantage in our case,
since we are a distributor of chain saws and other
equipment. But it never hurts to order an extra chain
saws. We also work with our communication vendors
to acquire additional cell phones in case of a storm.”
Bad blizzard blues

When it comes to blizzards, weatherwise manage-
ment goes into high gear. Ed LaFlamme, branch man-
ager of TruGreen LandCare in New Haven, CT, won't
forget the blizzard that hit New England in 1978.

“Conditions were so bad that Connecticut closed
the roads for three days. Every year, I plan for another
blizzard like 1978 and work backwards,” he says.

“To supplement our heavy equipment needs, we
have arrangements with independent contractors and
tow companies in every city we operate. If we have a
problem, we simply call them on their cell phone and
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get them out to help us,” adds LaFlamme.

During a blizzard or major snowstorm, LaFlamme
assigns routes. “Don’t stretch your crews too thin.
And for larger accounts, assign specific trucks to serve
only that account,” LaFlamme says.

He believes cellular phones are an essential man-
agement tool during storms: “With cell phones, it is so
much easier to talk. We have the capability to talk to
everyone at the same time. It is a combination cellular
phone and two-way radio.”

Manage your customers’ expectations

For the Northeast, “ground zero” for snowfall is
very likely Syracuse, NY. Rick Kier, president of Pro
Scapes Inc., Syracuse, prepares for the worst and
hopes for the best. Pro Scapes begins its transforma-
tion to winter equipment in autumn. “Between Sep-
tember and November, we spend several days training
our drivers, including returning ones. One of the things
we discuss is how to deal with deep snow,” he explains.

Ed LaFlamme assigns
specific crews (below)

to large accounts.

10 steps to weatherwise

management

1. Call your customers. Let them know you're coming,
but will help those in most need first.

2. Don’t gouge customers. Charge regular customers
your regular rates in an emergency.

3. Build subcontractor relationships ahead of time.
Make agreements that they will be available in emergen-
cies. That includes finding debris dumping sites ahead of
time.

4. Videotape and record all vehicles, riding and hand-held equipment, then

put these in a safe place.

5. Update your insurance annually. Understand wide scale insurance cover-
age changes so you can advise your customers in an emergency.

6. Make a written customer service storm plan noting equipment to be
used, crew details, schedules/routes, customer priority lists, subcontractors, sup-
plier sources, communication plan, etc. Update this annually.

7. Devise an internal storm plan anticipating damage to your office(s). This
isyour “Plan B,” where you create a system for intrastaff communication, stor-
age/protection of key documentsivaluables, insurance updates and claims, first

aid, physical safety and more.

8. Anticipate special conditions in customers’ contracts. Include services that
will require extra time or fees so customers know beforehand what to expect.

9. Hold an emergency training event for staff and subcontractors. Talk out
scenarios, check out equipment and order supplies before they're needed.

10. Stock adequate replacement parts, supplies, protective gear, safety
products, nonperishable food & drink for drivers, etc. to weather long-term

emergencies.

Snow removal contracts are vital to Kier's business.
“In our contracts, we note there are special events that
are not covered — deep snow over 10 inches, ice
storms, quickly accumulating snow, wet heavy snow
and any winter event that requires us to use special
equipment, techniques or time to move the snow.”

Should one of those circumstances occur, Kier's
contract offers customers two choices: Pro Scapes can
perform any extra work as soon as possible and charge
as it deems fair and reasonable; or Pro Scapes will not
perform any services unless the customer advises it
how to proceed. “This enables us know in advance
how each customer wants us to handle the account
during special weather events,” explains Kier.

He says it is important to set the customer’s expec-
tations properly. “We had a 43-in. snowstorm once
and we had some customers thinking we would plow
at the same price as a normal snowfall. You must set
their expectations properly in writing. That allows you
the freedom to do what you need to do.”

Kier also gives his customers priority codes based on
their value to the business. “A priority-one customer
might be a condo
complex with a com-
plete landscape man-
agement agreement.
A priority-two ac-
count could be one
where we mow, fertil-
ize and plow; a prior-
ity-three might just be
plowing,"” he notes.

Pro Scapes also has a blizzard plan. “Our plan con-
tains a list of people who are willing to subcontract, as
well as the type of equipment available. We have a list
of names, plus available cell phone and pager num-
bers,” he adds.

"I started plowing in 1978 and have learned the
hard way through experience, advice from other con-
tractors and as a member of the Snow and Ice Man-
agement Association (SIMA),” he says. Kier recom-
mends a written agreement with subcontractors.
“SIMA provides such a contract model for companies
that hire subcontractors,” he adds.

Keep equipment rolling

Last year, Mark Neidich, fleet manager at Ground-
masters in Cincinnati, OH, never thought it would
quit snowing. “After enjoying an Indian Summer that
lasted through Dec. 28, we had a continuous string of
snow storms that did not quit until March. Last year,

continued on page 29
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Preventive or curative? Why not both?

MACH 2% is the only turf insecticide that gives you
the power to prevent or cure grub infestation. Apply
mid-May to prevent grubs all season long. Or apply
immediately after egg hatch and grubs up to the
second instar stop feeding within hours after
ingestion, and die shortly after.

Plus, the innovative new chemistry behind MACH 2
Turf Insecticide requires no immediate irrigation, is
virtually odorless and offers a favorable
environmental profile.

So, when it comes to MACH 27, the best of both
worlds is clearly an understatement.

For more information, call 1-888-764-6432

ext. R2551, or visit our website at www.mach-2.com

> :
MAGH 2

IT’S ALL YOU NEED
TO PREVENT OR CURE.
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http://www.mach-2.com

TurfGrass Trends delivers . . .

. . . practical turfgrass management information you
can use today, from the #1 research digest for turf man-
agers. Begin your subscription right here, and see what
you've been missing! Each issue is written by field
experts, and includes leading-edge research and timely
information for practical, proven answers to the your
turfgrass challenges.
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In Turfgras Breeding
By Dong Bonde 14 o

e disease management e nutrients

e insect management e genetic improvement

e irrigation e weed management e so much more in
every issue!

(O Yes! Begin my subscription to TURFGRMS TREND

US.&CANADA..............c........ O 6 Months $96........... O 1Year $180  » ADVANSTAR rumicancs
ALL OTHER COUNTRIES. ...........cccooceeeimmrecrcnnrcsernncscsnnsans O $210 (1 Year)
Payable in U.S. funds drawn on a U.S. bank.
Back issues available at $15 each, prepaid.
O My payment enclosed. (Make checks payable to TURFGRASS TRENDS.)
O Please Bill Me
(O Charge my subscriptionto: (O VISA (O MasterCard (O American Express

Signature Date
Account # Exp. Date
Billing Address

City State Zip/Postal Code

Fax completed form with credit card information to 218-723-9417 or 9437, or mail coupon with your payment to
TurrGRAss TRENDS, 131 West First Street, Duluth, MN 55802-2065.

Charges will appear on your credit card statement as Advanstar Communications Inc.,
which publishes and distributes this magazine.

Name (please print)

Title

Business

Address

City State Zip/Postal Code

Country

Internet/E-Mail Address




° continued from page 25
orgmlze your crews for a we did $1.5 million in snow removal in Cincinnati
alone,” he notes.

mow emergency Groundmasters starts preparing for winter in Au-

> Make your plowers take a break after 10 to 12 hours of plowing. This gust. “We examine our trucks and salt spreaders, mak-
keeps them refreshed and alert. Sometimes they need a break more than sleep. ing sure everything is in good working condition. This
P Encourage plowers to take refreshments and snacks with them. is a major undertaking, considering the amount of
P Plowers should have additional clothing with them in case of break- equipment we have,” Neidich says. “We hook up all
downs. Most plowers work in a “shirtsleeves” and are not often dressed for our winter equipment the first week of November to
working outside the truck. Gloves, scarves, jackets and socks should be carried. ensure everything is working properly. At last count,
P Plowers should have some form of communications equipment, such as we had 46 snow plows and 19 salt spreaders.
cellular phones, two-way radio, Nextel system or a CB radio. “We are a full-service shop and capable of doing
P Carry spare parts that might break (lift chains, quick disconnects, plow everything except front-end alignment. We keep a full
pins, etc.). Don‘t forget to carry jumper cables. stock of parts. A company with repair capability
P Carry a snatch strap or tow chain to pull out other plowers that are stuck. should stock the most commonly damaged items —
P> Put a bag of rock salt in the bed of the truck to handle ice patches. bolts, pins, hoses, plow pump motors, clips and alter-
P Don't let the gas tank get too low. Condensation in the tank can cause nators,” Neidich suggests.
fuel line freeze-up. Use dry gas when temperature fluctuations are wide. Regardless of your weather, a preparedness plan is
P Have a pad and pencils to keep track of work that is done. After several essential. Take the time to tailor a program for your
visits to a site, a plower can forget all he or she did during a snow event. By company before the next disaster or storm strikes.
writing down the information, customers will be accurately invoiced. —Robert E. Reaves is with Irricom, a public relations and
—John Allin, board president of the Snow & Ice Management Association Inc. communications firm in Austin, Texas. E-mail:
(SIMA). call 814/456-9550; Web site: www.SIMA.org irricom2@ix.netcom.com

WE DON'T JUST PUSH SNOW.
WE PUSH LIMITS.

THE BOSS SNOWPLOW.
FEATURING SMARTHITCH."

At BOSS, we're out to change the way you plow.
We want to make it faster. And easier. Thats
why we've developed innovations like our

revolutionary SmartHitch—to let you hook up

your BOSS Snowplow in just 30 seconds. And
our innovative and best-selling Power-V Plow

with versatile blade configurations so you can

work more efficiently under any conditions.
BOSS offers a full lineup of Straight-Blade
and Power-V Snowplows, Pickup V-Box
Spreaders, plus versatile Skid Steer and
Construction-Grade Power-V Plows
for year-round use. Whatever the job,
handle it with a BOSS

Carifft.

T3 Asout T

800-286-4155
www.bossplow.com
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Longer-lasting
Barricade® keeps
your current
customers satisfied
and helps you to
add new ones.

To keep your current customers and build your business,
you need a herbicide that performs year after year.
Only Barricade provides the longest lasting, most
consistent control of Crabgrass, Spurge, Knotweed,
Purslane and 25 other weeds, virtually eliminating
breakthroughs. Even in tough weather years. This
longer-lasting residual also allows you to apply
Barricade earlier in the Spring with complete confi-

dence that your weed control will last all season long.

With its low solubility, Barricade will stay put in the
weed germination zone and won't move, even on
slopes and hillsides. Plus, Barricade eliminates the
staining problems encountered with some other
preemergence herbicides. Which makes it easy to
keep the Joneses and add the Roberts, Mclvers and
all the new customers you can handle.

For more information on Barricade and the rest of the
Novartis line of lawn products, call 1-800-395-TURF
for the name of your Novartis Sales Representative.

Or you can visit our website at www.cp.us.novartis.com

(') NOVARTIS

Alamo”®

Avid®

Award®

Banner® MAXX"™

Primo®
Subdue® MAXX"™
Circle No. 114 on Reader Inquiry Card

Barricade is the cornerstone of the
Novartis Lawn & Landscape Partners Program, the system of
leading-edge products designed to help you grow your business
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avvy startup strategies

Whether you're reinventing your
business or adding on, getting
the money you need isn’t easy.
You have to be resourceful,
smart and persistent

By GEORGE WITTERSCHEIN

" fyou're building a fledgling landscape ser-
vice, or adding a new one, you probably have
more than your share of problems finding fi-
nancing. Entry-level lawn maintenance con-
tractors often represent the “new” people

* who see a business they can get into quickly,
if only they can finance the equipment, say the experts.

“In fact,” says Brian Burley, vice president of
Shefhield Financial Corp. in Clemmons, NC, “a typical
scenario might be this: A man gets laid off from his
job. His landscape contractor friend says, ‘I've got a lot
of work on my plate right now. You're welcome to
take some of the mowing — and keep it if you want.”

This is a ideal scenario — a successful market econ-
omy providing opportunity for those who need it —
except for that financing issue.

“Entry-level contractors are often people who may
lack business experience and credit histories,” says Bur-
ley. “The ones who are established in business can go
to a local bank and get a loan. But otherwise, many
find it difficult to borrow money for that $10,000 rid-
ing mower. The work is out there for them. If only
they can get that mower, they'd have a good cash flow
and pay the loan back while staying in business.”
Finding the money

Where can the start-up owner turn for money?

1. Equipment companies. Today's marketplace is so
competitive that equipment makers and dealers have
become like auto dealers. They compete with each
other to offer low-interest, extended-payment financ-
ing. They may also take a chance on someone without
a lot of business experience or credit history, especially
if that person is a long-term resident of the area and is
otherwise stable.

2. Credit cards. It's a scary prospect to start a business
with your personal credit card. It’s also the classic Amer-
ican way — countless people have done it. Burley says a
credit card may work for you. “It’s definitely an option, if
you can find a credit card with a fixed low rate.”

The low-rate introductory APRs can balloon into
high-rate nightmares after an introductory period. Be
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Counting on credit: Should you use your card?
Using your personal credit card to finance your business — it sounds like a very, very bad idea. Yet many people in
the green industry do it, and some seem to get away with it. It's dicey, but our sources indicate there are some cir-

u when it might be OK.

Rod Bailey of Evergreen Services Corp. in Bellevue, WA, says: “It's very common, but it's very high-interest-rate fi-
nancing. On the other hand, | know some people who will do a lot of their financing off their credit cards because
[Mamsomanygiveawaysﬂ\esedays.Oneguymmeveryﬁ\inghebuysthroughhiscreditcard—andit’salways
the latest one with the low APR, free miles and vacation stuff. | would not recommend this — but | have to admit,
‘when a business is small and you don’t have any established credit, it can be a way to develop credit. You start
climbing up the ladder, establishing a good payment record with your credit card debt. But because that is high-in-
terest debt, as soon as you start to have some credit reputability, go talk with a bank!”

- Sheffield Financial’s Brian Burley is leery: “Some people use a succession of those 8.9% credit card offers in the
‘mail to finance their business. | see a lot of loan applicants with $10,000 and $15,000 credit card limits — a tip-off
that they're heavy into their cards. If you can’t get credit otherwise, the credit card is definitely an option — provided
you can find one with a fixed low rate. But be careful of introductory teaser offers. The rates may good for the short
~ term, but they pop back up to bite you at some point. Some of the teasers require you to maintain a certain balance
 fora certain time — and if you don't, they charge you hefty fees.” —George Witterschein

Financing basics
made easy

Frank H. Ross of Ross-Payne Associates, Inc. in Bar-

wants. Everybody in America wants the biggest and
best equipment, which is great — but if you're buying
with someone else’s money, stick to what you really

and truly need. And if you ask for a loan to purchase
rington, IL, is a well known industry consultant and the
author of Financing Your Business, a book that may one with business savvy. In fact, it may mean that you

just be the ideal starting-off point on your journey to are someone with business savvy!”
financial knowledgability. “Second, stay in one place. Stability counts for a
Financing Your Business aims directly at the green lot when a lender is looking at someone without a
industry — the publisher is the American Nursery and
Landscape Association, 1250 | Street NW, Suite 500,

Washington DC 20005; 202/789-2900; www.anla.org.

Its 90 pages explain such issues as:

credit history. They think, ‘At least I know where to
find him!"”" L™

u

I : ) P How to understand a balance sheet;
careful of the fine print! If you go the credit card route, B Determining your borrowing power;
remember that as you pay back your debt, you're build- B What are the sources of capital — from public of-
ing a credit rating. At some point, you'll be able to go to ferings to banks to venture capitalists to the Small Busi-

cost-effective equipment, it makes you look like some-

— The author is a contributing editor based in
Mendham, NJ.

a bank or lending company and get a better interest rate.

3. Family and friends. When you're talking relatively
small amounts of money, you may be able to raise it
from these sources. For more money, they might be
willing to cosign a bank loan. Burley notes, “Young peo-
ple especially need a co-applicant. This can be a good
thing for a young businessperson. It helps him or her
establish credit. And they're going to more than mow-
ing equipment — like a thermos and a radio!”

Burley's advice to those seeking credit without
much business experience or credit history: “Assess

what you really need. Narrow that down to needs, not

www.landscapegroup.com / OCTOBER 1999 / LANDSCAPE MANAGEMENT

ness Administration;

P How to deal with banks (and why they're so con-
servative);

P How to formulate a business plan;

P How to negotiate for the best terms;

» What to do if your loan application gets rejected.

P There is even a brief section on “sharks” — loan
sharks, that is!

At $49 for ANLA members and $89 for nonmembers,

Financing Your Business may look expensive. But if you

lack financial expertise, you may find it a bargain.

33


http://www.anla.org

When someone suggests you spend more money on a less
effective preemergent, it's time to hold on to your wallet.

directions.
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Just because plant names ave similar doesn’t uliet asked Romeo, “What's in a name? That
/ B ] bsti . E ] which we call a rose by any other word would
mean they can be substitutes for each other. sinell o0 sypent™ That cessitei & s Gl

But sometimes, the specified plant isn’t applies to plants. We understand names based
; . on what the object is and conversely, what it
available and you have to find an alternative. isft. By giviog soneiiing « iisme, 1t hecsdil
real and unique. Juliet couldn't marry Romeo because
By DANIEL WEISS she was a Capulet and Romeo was a Montague. What
power names have!

Names of plants go even further, for they are self de-
scriptive. Amelanchier canadensis indicates the plant
originates in the Canadian shield area. ‘Alba’ is white
and ‘alternifolia’ means alternate leafed foliage. More
about names later.

Smart substitutions

To protect your contracting and landscape installa-
tion operation, write a plant substitution policy. This
would come into effect in several important instances:

» when the plant is unavailable and not likely to be

so during the installation;




P if available plants do not look their
best; or

P later, after the project is completed
and a plant dies. (If that happens, you
should already have a warranty policy that
covers you.)

It's important to explain your substitu-
tion policy to the customer for several rea-
sons. One plant might be recommended at
the installation stage over the originally de-
signed plant because you want the best
material to be installed — the healthiest
looking plants that fulfill the design intent.
Customers will be much more appreciative
that you want to install an Erica x darylen-
sis rather that a Calluna vulgaris because
one was better looking than the other.

And the plant must be available. Many
plants have a short, single digging season
that extinguishes nursery stock, so when
the job is finally sold, the 10- to 12-ft. mul-
tistem Comus florida or Trilum grandiflora
can only be seen in a magazine or catalog
(perhaps the same one your client showed
you originally).

In the same way, the time of year when
you finally start the job may alter your feel-
ings about using certain plants. Through
experience of knowing what is normally
available in nursery stock, planting in your
particular microzone, local winter hardi-
ness factors and other elements, you may
opt not to plant a Quercus palustris or
Tsuga canadensis in late September.
Answer your customer’s questions

More than likely, we can always find a
new plant, but the problem occurs with
the clients. Will they go for it? Do they feel
comfortable with the change?

One way to reduce the problem from
the start is to present your substitution pol-
icy and come to a mutual understanding
with the customer. But first, you need to
define “a different plant” in clear terms the

<« All these are spreading junipers. There is
a ‘Broadmoor,” ‘Buffalo’ and a ‘Blue Rug.’
Are they the same plants or different ones?

Both viburnums are of the fragrant variety,
but the V. judii (right) has a different habit
than the V. burkwood (top). Both are beau-
tiful in spring and fall, but the V. judii is
rounded and the burkwood grows upright.
Same or different?

customer can understand.

There is a difference between a Junipe-
rus horizontalis “Wiltonii’ and J. horizontalis
‘Bar Harbor,’ but what is the real differ-
ence between them? They both are spread-
ing junipers, and in some cases, that may
be all that is required to satisfy a landscape
materials list. An example like this allows
greater flexibility for plant availability at in-
stallation.

Is there a need to specify azalea ‘Hot
Shot’ or ‘Stewartsonian’ or simply, “red
azalea?” What [ am suggesting is that in
some cases, this generality may be accept-
able. Certainly, if the design calls for Cary-
opteris x clandonensis, the difference be-
tween Kew Blue and Blue Mist may be
negligible. It may be (in general and real
terms) the same plant. Is this really a sub-
stitution?

Look at the plant’s role

In the range of plant types from transi-
tion to screen to accent plant, certain types
of plants are easier to change with other

plants and your customers may not mind it

at all, as long as the function, quantity, size
and cost remain equal. Often, there are
many plants that would work instead of
the originally designed one. The customers
may not notice in some cases or they may
say they don't care, as long as certain re-
quirements are met. Other customers care
very much.

Take a closer look at the differences in
an evergreen shrub. The difference be-
tween a Taxus x media “Vermeulen’ may
be inconsequential to a Taxus x media
‘Hicksii." Both are evergreen, have a similar
habit and site needs, share the same genus
and species designation and fulfill (for the
most part) the same role. A customer with
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this knowledge during the de-
sign phase and negotiations
will feel comfortable and be-
lieve they are getting good
value. The name is not only
similar, but their presence in
space is almost equal. In this
case, the names of two items
are as similar as they are. That
job may have called only for
an upright yew.

Or the client walks the
property and asks why a
‘Hicksii’ is on her property
and not a ‘Vermeulen.’ It is an
easy enough question and you
had the best of intentions, but

type of Spiraea. Is that a
huge change? Not really, for
both occupy that filler or
transition aspect of the land-
scape. The substitution mat-
ters much more in the effect
that each plant makes within
the landscape.

Value and quantity are
easy to justify, but design
function must be reconciled.
For example, a spreading ju-
niper may create a fine (re-
ceding from view) textured
line, moving the eye from
one section of plantings to
another, and allowing the

now they noticed they have a ; ‘ (MY centrally planted Prunus ser-
different plant. If you havea  The horizontal juniper at left has the same monetary value as rulata to be the focal point of
negotiated substitution policy, Little Princess spirea at right. Do they both fit in each other's spotinthe 5t section of planting.

it will eliminate difficulties garden? A Spiraea x bumalda

like this completely. With that
in mind, the pressure is back upon you as
the installing contractor.
Respecting the design

My second point returns to plant names
and the design principles. The central ele-
ment of the installation, the intent of the
design and the function of the plant within
the design must remain intact. Size, habit,
color, site adaptability, physiological needs
and texture must all come back into focus.

These elements were taken into consid-
eration in the design, so they should be
dealt with and understood at installation.
The Taxus substitutions were simple, but
try to change two Viburnum types, a V.
carlesii for a V. burkwoodii. The V. carlesii
will have spring flowers, scarlet fall color,
maybe even a black berry, but with a
round shape. The V. burkwoodii is similar,
except it is upright; has less fragrance;
grows smaller, glossier and serrated leaves;
and perhaps is not as dense.

Although they have similar names and
look on an inventory, these plants have
more differences under tougher scrutiny.

Does it matter to the design and the plants
around it that the texture changes from a
broad, simple, entire leaf margin plant to
one with a deep, glossy leaf? What about
bloom time? Does it disrupt the flow of
blooms relative to the other parts of the
property? A V. carlesii for a V. opulus or
lantana? How far will you go?

Don’t go too far

What | am proposing is that there is a
range of plants that can be used as substi-
tutes, including:

P those that are similar in name and
presence;

P those that are similar in name and
not in presence; and

P those that are obviously not the same
plant at all or whose substitution will dra-
matically alter its function and relative po-
sition in the landscape.

Juniper for spiraea?

As an example of how substitutions af-
fect the design idea, the plant function we
have before us is to fill the space, where a
spreading Juniper would work or also a
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‘Goldflame’ might fulfill cost
and quantity requirements, but the
mounded plant (which becomes raggy over
time) fills up our view and takes away
focus from our Prunus. This example may
be an extreme, but we could probably fill
pages of similar substitutions that may or
may not be acceptable to the plant func-
tion within the landscape.

What is the relationship between a
plant and its name? The plant and the
name of the plant can be arbitrary. Ifa
“dense” yew is trimmed like an upright
yew, does it become an upright yew? A
name solidifies certain images and focuses
on what something is, and this concept ap-
plies in plants whose names tell exactly
what they are (or rather, what we desig-
nate they should be).

The subtle difference in a name may
not explain a whole history of production,
origin and functional use in the landscape.
Nor does it explain the policies the green
industry needs to make distinctions easier
when theory is the farthest thing from our
minds. LM
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WE DON'T BUILD THEM TO HAUL pnnm

The Chevy" C3500 HD Chassis Cabiisn't for backyard flower gardens. But it is for guys who appreciate 900 bucks.
Because it comes with up to a %900 cash allowance: on upfits. Combine its dump body" with its 15,000-b.

GVWR" and you've got the power to change the face of the earth. That's what you'd expect from a

dependable, long-lasting Chevy Triick. 1-800-950-2438 or visit www.chevrolet.com.

COMMERCIAL
SPECIALTY VEHICLES
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Award-winning landscape management

Property at a
glance:

Location: Chicago

Staff: Outside contractor —

Chicago Christian Industrial
League Landscape Services

Category: Public works sites
Total budget: $3.5 million
Year site built: 1985

Acres of turf: 1,200

Acres of woody
ornamentals: 115

Acres of display beds: 8 acres

Total paved area: 800 acres,
more than 20 miles of planting
egress

Total man-hours/week: 5,000

Maintenance
challenges

» Flower care
P Care of perennial beds
P Care of specialty trees/shrubs

Project checklist

(Completed in last two years):

» 1998 spring planting of 8,295, ':

6-inch pots
» 1,773 flats of annuals
» 20,000 fall bulbs in medians

On the job

» 22 full-time staff, 75 seasonal

employees, 15 licensed pesticide |

operators

City of Chicago

he 1998 Honor Award winner of the Professional Grounds Management Society in
the public works sites is the city of Chicago, in partnership with Chicago Christian In-
dustrial League Landscape Services and ServiceMaster Corp.

This program keeps the landscapes of Chicago in top condition while providing
employment for the city's less fortunate. The city purchases needed landscape services

and receives quality service at a competitive price. The Chicago Christian Industrial League pro-

vides a social services network, life skills training and work experiences for their clients. Service-

Master offers job skill train-
ing, business management
expertise and professional
work supervision. It gives
everyone an opportunity to
get the results they want.
CCIL Landscape Ser-
vices work/training program
presently operates 21 crews
and employs 75 formerly
homeless or unemployed
people to produce revenue
of approximately $3.5 mil-
lion. The program has
trained 350 people over the
last five years, and maintains
65 health clinics and small

parks; 11 major roadway medians; the Chicago River Walk; 200 Chicago public schools; 10

Chicago community colleges; and also provides nighttime power washing for two miles of side-

walks on State St.

Editors’ note: Landscape Management is the exclusive
sponsor of the Green Star Professional Achievement
Awards for outstanding management of residential,
commercial and institutional landscapes. The 1999
winners will be named at the annual meeting of the
Professional Grounds Management Society in November.
For more information on the 2000 Awards, contact PGMS
at 120 Cockeysville Road, Suite 104, Hunt Valley, MD;
410/584-9754. Web-site: www.pgms.org
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A CCIL crew installs a bed.

p (large photo) On the
Chicago River Walk, planter
boxes are installed and
planted by CCIL crews.
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Las Vegas projects

Need to fund landscape
projects? This UNLV
grounds manager found
his funding through
creative partnerships on
and off-campus

By DON DALE

he University of Nevada
at Las Veegas is a beautiful
campus in a rich, boom-
ing city. But because of
landscaping budget re-
straints, it has had to find innovative means
of funding new landscape projects. Partner-
ing with other departments on campus,as
well as businesses and individuals off cam-
pus, has provided that means, and Dennis
Swartzell has used it to its fullest.
Swartzell is the director of landscape,
grounds and arboretum at UNLV, a 330-
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acre campus with 21,000 students. He says
the partnering program came about be-
cause of necessity and has evolved into a
way of life.

“We've gotten some things done that
we wouldn't have been able to do finan-

* Swartzell says.

UNLYV is a young school — only 40 years
old — and puts most of its money into
capital programs such as a new law school.
It started with xeric

The partnering program started almost

inadvertently when there was a movement




« The UNLV xeric garden, which was the
university’s first big partnering project.

on campus to start a xeric garden, where
desert plants could be displayed. It was a
tough sell financially for the university ad-
ministration. “They agreed, on the stipula-
tion that it wouldn't cost the university any

came a formal program in 1990 when the
university’s new Landscape Architecture
Department came into being. The faculty
asked the administration for permission to
redesign the entire campus landscaping,

money,” he recalls. with the focus on reducing turf for conser-

Swartzell, who has worked at the uni- vation purposes.
versity for 16 years after com- That initiative resulted in a
ing from Georgia, says a local master plan calling for the elim-
architect, Jack Zunino, do- ination of 18 acres of turf (of
nated his design services. The 80 acres of landscaping on cam-
on-campus Museum of Nat- pus, 59 were turf). But what
ural History agreed to pay uni- was to become the “Turf Re-
versity landscape workers to duction Program” was esti-
do the labor. mated to cost $3.2 million,

“We went to many busi- which the university simply did
nesses and asked for assis- not have. “We went into our
tance,” Swartzell says. It paid next mode of partnering,”
off. Nurseries donated plants, " Swartzell says.
for example, and a landscape ShcHe Sumrtah, A UNLYV student group
supply company donated UNLVs divmctor of called Students Conscious of
boulders. UNLV paid for SRcaps, grounds Protecting the Environment
lighting and the attractive SO WU (SCOPE) was interested in the

pavingin the garden, 15,000
sq. ft. of which was laid down by inmates
from a local prison.

“I can't tell you how many sleepless
nights | had over this,” Swartzell says, re-
calling the logistical nightmare of coordi-
nating so many individual efforts. The pro-
ject was worrisome because it had so many
new and unpredictable elements. But it
turned out to be successful, and a cama-
raderie among the volunteers was estab-
lished that would last for years.

“We planted 700 shrubs in one day with
volunteers,” he says. Now the university
not only had a beautiful 1.5-acre xeric gar-
den, it also had a base of donors and volun-
teers to call on for future projects.

Later, a project within a project devel-
oped when another donor paid for a bird
viewing area — $7,000 worth — as a fam-
ily memorial. It included vegetation, a ma-
sonry wall and a water feature.

Piece-by-piece campus redesign
Swartzell says partnering actually be-

conservation of water and
formed the Stomp the Grass program,
working with the university to reduce turf
on campus. Students in SCOPE raised
money, located business partners and do-
nated their own labor to help Swartzell’s
Facilities Department enact the master
plan. They produced a video to be used in
promoting volunteerism and located an ar-
chitect willing to draw up the landscape
plans for free. Since then, turf reduction
has proceeded by “little pieces” until the
18-acre goal has nearly been met.

“We're completing our last unit that’s on
paper,” Swartzell notes, and SCOPE is still
working with them, though not as active as
it once was because of student graduations.
Community partnerships

But even within that partnership, other
partnerships have developed. Five years
ago, for example, Clark County ap-
proached the university about widening
Tropicana Avenue on one border of the
campus. Swartzell's group convinced the

county to pay $120,000 to relandscape the
roadside in exchange for permission to
widen the street.

As a result, two acres of turf came out
and were converted to water-conserving
plants. That came at little cost to the uni-
versity and helped further its long-term
landscape goals.

Another project, a reduction in the two
acres of turf around the Bigelow Health
Sciences Building, was completed in a part-
nership with the Aid For AIDS Nevada
chapter. The group wanted to create an
AIDS memorial on campus, and Swartzell
and his associates came up with the idea of
combining goals.

“It was a little too aggressive for us to
do,” he says of converting the Bigelow
acreage to xeric landscaping. But the AIDS
group donated $9,000, mostly for plants
and rocks, and a memorial was set up that
had the end effect of relandscaping the area.

“We did a lot of the work with volun-
teers and in-house resources,” Swartzell ex-
plains.

Master gardeners get involved

One of the most productive partner-
ships has been with the Cooperative Ex-
tension Master Gardener Program in Las
Vegas. That organization was looking for a
place where master gardeners could get
certification and experience, and it just so
happened that the university was looking
for volunteer landscaping assistance.

“We jumped on this one, big-time,”
Swartzell says.

The partnership started as a training
program. Swartzell provided the master
gardeners 20 hours annually. But the gar-
deners kept coming back and have estab-
lished a twice-monthly workday when
they come on campus to work on a land-
scape project with him. It is often in the
form of providing expertise in exacting
skills such as tree pruning or planting.

“We've had three annual plant sales,
and they do all the labor,” Swartzell adds.
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UNLV’'s
Partnerships
at a Glance

»- 330-acre campus.
» 21,000 students
» Xeric garden parts
architect, on-campus
History, local businesses &
local prison, UNLV
» Campus redesign: Students’ .
(SCOPE), landscape architecture depar
ment, local businesses, UNLV

» Alumni projects: UNLV Al
Association, UNLV Facilities Deg
local nurseries. g

The campus is designated as an arboretum,
and the master gardeners conduct the sales,
as well as tours, to promote it. “We have
some master gardeners with thousands of
hours on campus,” Swartzell adds.
Campus tree inventory

Obviously, that is like adding more staff
to the Facilities Department. A recent
spin-off partnership evolved from the mas-
ter gardeners — a tree inventory of the
campus.

That project came from the Clark
County Conservation District, which was
assisting the county health department do
a tree inventory of Las Vegas. The univer-
sity was selected as the prototype site for
the survey, which will eventually encom-
pass the whole city. But for now, the
county is giving UNLV a free inventory.

“We pulled the master gardeners in to
do the tree identification,” Swartzell points
out. “It was a win/win/win situation.”
Getting alums enlisted

The latest partnership project was with

the UNLV Alumni Association, which
wanted to provide gifts to the campus.
Swartzell, a floriculture graduate of the
University of Georgia, says that the UNLV
Alumni Amphitheater, an open-air the-
ater, was a direct result of that initiative.

The alumni gave $100,000 for con-
struction of the amphitheater, which con-
sists of turf seating on a terraced swell. It
provides a nice outdoor space for students
to speak or simply study in the sun.

“The alumni worked with local contrac-
tors — also some alumni worked at re-
duced cost,” Swartzell says. In addition to
the amphitheater, the alumni donated 40
trees to commemorate the university's
40th anniversary.

Those trees were used in two themes:
half went to line the Alumni Walk and half
to the Alumni Grove. One area is oak
trees; the other has mixed species. With
the trees came three information kiosks, all
free to the university.

Something that also benefits the univer-
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A The UNLV Alumni Association partnership
with the university resulted in this Alumni
Grove and other projects that cost the uni-
versity very little.

sity, Swartzell says, is the Facilities Depart-
ment’s enthusiasm to evaluate plants on
campus to determine their appropriateness
for the Las Vegas climate and soil. He con-
siders this a form of partnership, since the
nurseries that avail themselves of the ser-
vice gain knowledge and sales contacts,
while UNLYV gets free trees and discounts
on future sales and service.

As a result of all this partnering, UNLV
and the arboretum have been able to en-
hance their motto: The Emerald in the
Desert. LM

—The author is a freelance writer based

in Hollywood, CA



Target Specialty Products

Business Management Conference

Attend this Business Management Conference to learn important strategies that will keep
you current on key issues affecting today's managers. Topics include: economic outlook,
risk management, employee relations, and marketing strategies.

Bradley International Hall
s " UCLA campus

Wednesday & Thursday, November 17th & 18th

Co-sponsored by

,,““'1"'\'("’“"”

2\ LT : P
&' Targel bﬁ;wcmlt’v Products' Business Management Conference

Circle No. 118 on Reader Inquiry Card



Now the most comprehensive
Green Industry information is at
your fingertips 24 hours a day.

(How's that for a powerful creation?)

ADVANSTAR'S LANDSCAPE GROUP PRESENTS

Ar of

Turtlirave Tronds v Athiotic Tw?
WHTR Raw BEAgIog 10 you 801ine The Same
Comoretensive intarmation tor the green
IBUBLIy Lhat Y ve known g Lrusted fer the

Think about it, now in-depth industry profiles, case
studies and expert reporting are just a click of the
mouse away. Whether you're at the office or at home on
your desktop, you now have instant access o even more
of the leading-edge information you get in every issue
of Landscape Management, Golfdom, Athletic Turf
and Turfgrass Trends.
So log on, plug in and don't forget to bookmark

www.landscapegroup.com.

S ADVANSTAR LANDSCAPE GROUP

7500 Old Oak Boulevard e Cleveland, OH 44130


http://www.landscapegroup.com

LM REPORTS

SEWS THAT
CUT DOWN
TOUGH JOBS

By CURT HARLER/Contributing Editor
Like any other piece of mechanical equipment, performance and
safe operation are among the key buying factors for chain saws.
When a professional like Keith Carracher is in the market for a
saw, he is looking for one thing: a durable machine that will hold
up for the tough workouts a professional gives the saw daily.

Carracher is operations manager for Complete Property
Maintenance (CPM), Coconut Creek, FL.. CPM offers a full line
of property maintenance services to customers along southeast
Florida. They do everything from fertilization and pesticide
application, to irrigation and tree work. This may include stan-
dard trimming or the removal of mature trees.

CPM employs 150, and there are about 15 chain saws in reg-
ular use by CPM's workers. “We've tried every brand,” he says,

adding that Stihl is his favorite. Carracher is convinced that

Stihl’s oiling system is superior to other brands. He's impressed
that the company puts oilers both at the
pump and in the bar itself.

“When we look for a saw, it depends
on the type of trimming we expect to
do,” Carracher continues. “You want to
have various saws for various jobs.” A
Class I or Class II trimming job requires a
saw with a shorter bar and lighter
weight, something more nimble for the
operator to use and one which can safely
be maneuvered.

For take-downs, he looks for a larger
saw with a longer bar — something in
the 30-in. range.

If you're in the market for one or
more saws, check out the latest offer-
ings presented here. You're bound to
find an appropriate workhorse that can
handle jobs from simple pruning to
complete tree removal.

a 12- or 14-in. setup also. This model features the Slope Advance Ignition System.

continued on page 48
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JOHN DEERE
800/537-8233
www.deere.com

Both the 200CS and 230CS
chain saws from John Deere, Re-
search Triangle Park, NC, are ideal
for delimbing, pruning or cutting
firewood. The 200 is powered by a
33 cc and the 230 by a 38 cc Pow-
erstroke engine with vertical cylinder
designed for durability and effi-
ciency. Either of these 10-Ib. units
can be equipped with 14-, 16-or
18-in. guide bars. Electronic ignition
gives quick, dependable starts and
the Safe-T Tip anti-kickback device
prevents saw kickback for better op-
erator control.

Circle No. 250

800/432-ECHO

The CS-3450 features a standard
16-in. bar and chain with 12 or 14in.
available. Lightweight and powerful,
it uses the Slope Advance Ignition
System. It develops a maximum

12,000 no-load RPMs. Also check
out the new PPSR-2122 and PPSR-
2433 Power Pruners from Echo, Lake
Zurich, IL. Telescoping and extended
shafts keep operators away from the
saw and falling branches. The 2122
has a 21.2-cc engine, a 10-in. bar
and weighs 9.5 |bs. The 2433 has a
23.6-cc engine, 12- or 14-in. bar and
weighs 9.9 |bs. Both are covered by a
one-year commercial warranty. Also
available is a hedge dipper and circu-
lar saw accessory.

Circle No. 251

The H6200B chainsaw from
Greenlee-Fairmont-Textron, Rock-
ford, IL, has an 18-in. bar that can
cut up to 15in. in a single pass.
Ideal for large trimming

kickback bar and chain. The Super
Spool selector control, rugged gear
motor and automatic chain oiler
make this saw reliable and operator-

user can reach limbs up to 13 ft.
without using a ladder. It is inter-
changeable with the 300 Series line
of pole hedge trimmers, and is pow-

friendly. ered by a 24.5-cc, 1.2-hp engine.
Circle No. 252 Circle No. 253

HUSQVARNA MAKTA

800/HUSKY62 714/522-8088

New this summer is the 346XP
chain saw from Husqvarna, Char-
lotte, NC. Designed for users who
need speed, it operates at 14,700
no-load rpm, weighs 10.6 Ibs. and
features air injection, LowVib and
CoolFlo clutch. It has a 2.5-hp, 45-
cc engine and has a capacity of
just over a pint of fuel. Also avail-
able is the new 325P4 pole chain
saw. With
its rear
handle, a

Leading a group of brand new
saws from Makita USA, La Mirada,
CA, is the DCS34 general purpose
chain saw. The 34 has a 14-in. bar,
weighs 10 Ibs.
and is powered

DCS34 workhorse.

by a 12,200 rpm 33-cc engine. The
DCS540 features an 18-in. bar,

applications, it features a ( [T

weighs 10.4 Ibs. and its 54-cc

two-step trigger, wide
trigger guard, knuckle guard,
full-cover sprocket guard and anti-

engine generates 12,500 rpm.
The DCS60001-21 is a 21-in.
unit, weighing 13.2 Ibs. and its 60-

The 346XP
weighs 10.6 lbs.
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cc engine develops 13,000 rpm. All
use a 3/8-in. pitch, .05 gauge chain.
Check the increased distance be-
tween front and rear handles for
more natural arm positioning and
improved sight lines.

Circle No. 254

800/291-8251
sales@redmax.com

The RedMax Pro Series saws,
made by Komatsu Zenoah America
in Norcross, GA, come in four mod-
els. The G310TS has a 14-in. bar and
30.1-cc engine; the G455AVS has a
16-in. bar and 45.1-cc engine; the
GS61AVS has 16-, 18- or 20-in. bars
and a 53.2-cc engine; and the
G621AVS is available with 16-, 18-,
20- or 24-in. bar and has a big 62-cc
engine. All are equipped with Ore-
gon type chains and feature solid
state ignition and an automatic, gear
type oil pump. They come with a 90-
day commercial warranty.

Circle No. 255

SOLO
800/765-6462
www.solo-germany.com

The Solo 651Sp comes with a
15-, 18- or 20-in. bar and chain.
Made in Germany and distributed
by Solo in Newport News, VA, it is
powered by the 51-cc Solo two-
cycle engine. The unit weighs under
11 Ib. but offers an antivibration sys-
tem, adjustable oiler, two piston
rings, primer and half-throttle auto-
matic. Quiet and powerful, it is er-
gonomically designed for easy han-
dling and operation, making it ideal
for debranching or thinning
medium-size trees.

Circle No. 256
SHINDAIWA
800/521-7733
www.shindaiwa.com

The Model 488 from Shindaiwa,
Tualatin, OR, has a full antivibration
damping system to reduce operator
fatigue. An adjustable automatic oil
pump runs off the clutch to regulate
oil consumption. It can be fitted

with 16- to 20-in. bars and has a

47 .9-cc, 3.5-hp engine. Dry weight

is 10.1 Ibs. The saw comes with a

boot-mounted carburetor for pro-

tection against vapor lock. Chain

catcher is standard equipment.
Circle No. 257

The Pro 036QS from Stihl, Vir-
ginia Beach, VA, is the first chain
saw with a triple activated chain
brake. Either inertia, front hand
guard or rear handle will activate the
chain brake. The 036 has a 61.5-cc
engine, weighs 13.2 Ibs. and comes

Stihl 036 is the first saw with a
triple activated chain brake.

with a 16-, 18- or 20-in. Rollomatic
bar. Or check out the 026 with an
exclusive side-access chain tensioner
and an easy access air filter, which
makes maintenance simple. Both
come with 90-day warranty.

Circle No. 258

243/395-3900
www.tanakapowerequip-
ment.com

The Tanaka TCS-3401 limbing
saw from Tanaka Power, Kent, WA,
features excellent power-to-weight
ratio. Powered by a 34-cc, 1.8-hp
engine, it weighs under 8 Ibs. The
saw can be fitted with a 14- or 16-
in. Oregon bar and chain. It
has a heavy duty antivibration
system, AirForce air filtration,
cold weather switch, climbing
ring, Walbro carburetor and
priming pump. It is covered
by a full year warranty for
professional use, five years on
the electric ignition module.
Circle No. 259

* Unbeatable maneuverability.

* Wings fold back to transport easily.

» Six sizes ranging from 12 to 24 feet.

* Turns your skid steer or wheel loader
into an unstoppable machine.

Putting The Fun Back Into Snowplowing.
Call Toll-free 1-800-386-2932 = Fax 847-426-1171

Circle 119
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» |deal for small jobs and tight spaces.

* Complements your front-mounted plow.

* Hook up is fast and easy.

» Sizes to fit light trucks, sport utility
vehicles, 3/4 ton and 1 ton trucks.

2
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ANNNERSARY
1949-1999

REFLECTING YESTERDAY, IMAGINING TOMORROW
INTERNATIONAL IRRIGATION SHOW
Novemser 7-9, 1999, Ortanpo, FLORIDA

Circle No. 120 on Reader Inquiry Card

For more information on our 20th NAME
Annual International Irrigation Show,
please visit our home page at COMPANY

http://www.irrigation.org
or return this form to the IA.

THE IRRIGATION ASSOCIATION

8260 Willow Oaks Cerporate Drive Ciry STATE Zip
Suite 120, Fairfax, Virginia 22031 USA
(703) 573-3551 » FAX (703) 573-1913 COUNTRY PHONE Fax

ADDRESS
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|ask the expert

BY BALAKRISHNA RAO

Easing drought stress
We have been experiencing a severe
drought in New Jersey this year. What
can we do to lessen stress to mature
trees?

- NEW JERSEY

rought-stressed trees can weaken and

decline or die if corrective measures
are not provided at the proper time. Gen-
erally, the following plants are subject to
drought stress:

¢ young, newly transplanted plants
with limited root systems or plants whose
absorbing roots have been cut off during
transplanting operation;

® shallow-rooted plants; a large num-
ber of plants growing in a limited soil
area; and

* mature trees with limited water sup-
ply or resources.

Drought can dehydrate plant tissue
and can cause scorching, wilting, defolia-
tion, dieback and/or death in some situ-
ations.

Consider providing the following for
management:

* Apply mulch (no more than 3 to 4
in.) to prevent moisture loss.

* Provide water as needed — deeply
but infrequently. Generally 2 in. of water
per week is enough on clay soil. This may
vary, depending upon the soil type.

For example, 2 in. twice a week may
be needed on sandy soils. Monitor the
soil moisture using moisture meters such
as tensiometers or other portable digital
meters.

There are some water absorbing poly-

mers in the market. Their practical use in

SEND YOUR QUESTIONS TO: “Ask the Expert” Landscape Management; 7500 Old Oak Blvd.; Cleveland, OH
44130, or email: sgibson@advanstar.com. Please allow two to three months for an answer to appear.

landscapes needs further research. Simi-
larly, the benefit of a number of water dis-
pensing tools placed around the trunks of
trees, antidesiccants, biostimulants and
mycorrhizae products also need further
study. Reports suggest that properly fertil-
ized trees and plants having mycorrhizae
have been helped by drought effect. Con-
sider fertilizing using slow-release, organic
fertilizer as needed — preferably before
the drought.

* Reduce biotic stress such as early fo-
liage diseases and leaf feeding destructive
insects and mites, which can deplete the
nutrient reserve of the plant. Once the
plant is stressed, opportune agents (pests)
like borers and/or canker diseases can es-
tablish on weakened plants. If so, provide
for their management as needed.

 Reduce the stress from abiotic fac-
tors such as construction, soil disturbance,
compaction and root loss from digging, fill
damage and deicing salt application, to
name a few.

*Reduce compaction by providing ver-
tical and/or radial trenching to aerate the
soil.

This is a guideline to help manage the
drought problem and should not be con-
sidered a recommendation to deal with a
specific drought situation. Each situation
should be studied/diagnosed, and proper
treatments should be provided as needed.

Managing juniper scale

We are finding severe infestations of
juniper scale on upright junipers. They
are planted as hedge plants along a
property line. What is the best way to

www.landscapegroup.com / OCTOBER 1999 / LANDSCAPE
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manage this problem? Some of the
plants have branch dieback. Will these
branches come back?

- PENNSYLVANIA

uniper scale can become a serious pest.

They can build up in numbers each year
on an infested plant. The needles, particu-
larly on the pfitzer juniper, turn yellow due
to scale insect feeding. These sucking in-
sects can weaken
plants. At first, they
are whitish in color,
but turn gray to
black as they age.
Scale overwinters as
adult females.

Treat with hor-
ticultural oil (dor-

mant oil) in early

Juniper scale

spring. Also, use in-
secticides such as Malathion, Talstar or
Dursban from mid-May to late-June
when the crawlers (young nymphs)
emerge. Two or three thorough treat-
ments may be needed at 10-day intervals
to clean up heavy infestations.

Ideal timing would be when the sec-
ond instar nymphs (crawlers) begin to set-
tle down and before they develop a hard
cover. This would be mid-June to the end
of June. After that, con-
sider using 2% oil to

manage it from June
through September.
Fertilize and water
as needed to im-
prove plant health.
Read and follow
label specifications.
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PRODUCT REVIEW

Loader backhoe for commercial use

New Holland Construction’s Model LB75 entry-level loader
backhoe compares in size to the stronger Model 555E, with a
few modifications. The LB75 features a New Holland/Iveco, 75-

. Y s R

hp engine, compared to the 80-hp 555E engine. The LB75 is
only available with 24-in. tires, instead of the 28-in. 555E tires.

For more information, contact New Holland at 800/825-
4891, www.newholland.com/na or

Circle No. 260

Fabric protects young trees

Reemay’s new Typar tree protector fabric can be wrapped
arcund young trees to protect them from mowers,
weedeaters, deer, insects and bark splitting. Typar comes in 4-
in.-by-25-ft. rolls and can be left in place for several years.

For more information, contact Reemay at 800/321-6271,
www.reemay.com or

Circle No. 261

Insecticide expands uses

Merit insecticide, manufactured by Bayer Garden & Profes-
sional Care, can now be used to control royal palm bugs, black
vine weevil larvae, psyllids, flathead borers, eucalyptus long-
horned borers and Japanese beetle adults. In addition, the
Merit granular and wettable powder can now suppress hairy
chinch bug nymphs when applied preventively to turfgrass.

For more information, call 800/842-8020 or

Circle No. 262

Real stone that doesn’t crack

Vengeance Creek Stone’s real stone products, which
are harvested from metamorphic quartzite deposits in
North Carolina, feature deep, rich colors without the
cracking, chipping and flaking problems found in slate
and man-made stone products. The 450 million-year-
old stone resists stains and is hand-cut, washed, pre-
sorted and sized before packaging. Vengeance's four
product lines — accent, stepping, stacking and designer
stones — are designed to match project specifications.

For more information, contact Vengeance Creek
Stone at 800/295-6023, www.vestone.com or

Circle No. 263

Rain Bird sales rotors

Rain Bird sales’ 5000 Series rotor is a midrange,
gear-drive design, available in a 4-in. model, with
6- and 12-in. models scheduled for introduction
soon. Rotors feature full- or part-circle opera-
tion and an arc adjustment from 40° to 360°.
In addition, the 5000 series rotors come with
a tree of low-angle, Radius+ and standard
angle Rain Curtain nozzles with a capability
of 50 feet.

For more information, call 626/812-
3400 or

Circle No. 264

Trimmer meets standards

RedMax’'s new BCZ 25006 string trimmer meets California
CARB Il and EPA standards for 2000. Using the Strato
charged air head engine, the trimmer is said to be 30% more
fuel efficient than previous engines. The BCZ 2500S features
a two-cycle engine that powers a straight, solid-steel drive

shaft with splined
: ends, connected
‘f@ to a 4-in. cutting
head.

For more in-
formation, call
800/291-8251 or

Circle No. 265
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Woods’ midmount can cut at 9 mph

Woods Equipment’s M-Series Mow'n Machines are midmount zero-turn mow-
ers with a 9-gallon fuel capacity, top speed of 9 mph, lift-up engine hoods, hydraulic
deck controls and a two-
year parts and labor
warranty. The M2250
uses a 22-hp engine and
50-in. deck, while the
M2560 includes a 25-
hp engine and 60-in.
deck.

For more informa-
tion, contact Woods at
800/385-9798,
www.woodsonline.com or

Circle No. 266

Seeding maneuverability

Due to the seeder’s compact size, the Brillion
Turfmaker Junior seeder, available in 4- and 6-ft.
seeding width models, offers increased landscap-
ing maneuverability. The 4-ft. model has a 7-

bushel hopper capacity and 11 seed metering cups
to evenly distribute grass seed, while the 6-ft.
model can hold 11 bushels with 17 seeding cups.
For more information, contact Brillion at
800/409-9749, www .brillionfarmeq.com or

Circle No. 267

Deere E-Gator utility vehicle is whisper quiet

The John Deere E-Gator Utility Vehicle can be seen and not heard because it's pow-
ered by a whisper-quiet electric motor. Designed for customers concerned with opera-
tional sound levels and exhaust emissions, the electric utility vehicle is a clean, quiet and
efficient option. The electric utility vehicle
provides the same advantages of the gas
and diesel models — low ground pressure to
help prevent ground compaction, smooth
operation that's easy to learn safety protec-
tions, durability for long life and easy access
to service points for easy maintenance. For
more information call 919/877-0877 or

Circle No. 268

Soil Profile Sampler

The new Mascaro Profile Sampler
from Turf-Tec International simplifies soil
sampling. The soil sample is extracted,
and then the cutter blade is opened with
the aid of a specially designed hinge.

There are no
bolts or screws to
fumble with
when opening the
sampler. The
sample can be
viewed instantly
— and completely
intact— so you can examine a true,
undisturbed soil profile. This instrument
will take an undisturbed soil sample 6-in.
deep, 3-in. wide and1/2-in. thick. For
more information, call 800/258-7477 or

Circle No. 269

Penn State’s reputation

for excellence in Turfgrass

Management is now

= you get

exible

scheduling with no need to

travel to class.

Sign up now for Fall '99. Visit the Web
Jor course schedule and application
information, or call 1-800-252-3592

(in the United States) or 1-814-865-5403
(international calls).

www.worldcampus.psu.edu

= World Campus
Pean State is © d 10 affi action, equal opyp
and the diversity of its workforce. U Ed. OCEY - 2004eab/ch

Circle 121
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Flowtronex, a Dallas pump-
ing systems manufacturer, has
acquired Mikotech, a Califor-
nia-based company that will
service Flowtronex customers
in the Los Angeles, Orange
County, Palm Springs and Las
Vegas areas.

pointed Jeffery Hallgren as di-
rector of sales and marketing.

Garick named Ralf Engel-
brecht as national sales man-
ager for product lines such as
Paygro, Garick, Forest Floor
and Best Sand.

nounced it will continue the
Double the Dollars Rebate Pro-

Info cen

- Industries’ “Professional Turf Manager's C o 1
Practices and Equipment,” a free, four-color bookl
agers, landscape installers, contractors,
fiers. For a free copy of the booklet, call 800

SALT DAMAGE IN THE LANDSCAPE... can o«
tion of salt in the soil and from aerial spray lif
fic. The Minnesota Nursery & Landscaping
is offering information on ways to counteract
free copy of MNLA's “Planting and Care
MNLA Members,” call 651/633-4987 or

THE 1999/2000 SNOWPLOW REPLACEMENT

Central Parts Warehouse. This year the com
replacement parts, low-profile salt spreader
access and same day shipping on stockpam
800/761-1700 or www.centralparts.com.

PREPARING FOR ITS JANUARY SHOW,... |
updated and augmented its Web page, wh
mer months. The new Web page contains
the midwinter conference and other core
attractions and the Career Center. Visit th

gram, an offer designed to re-
ward professional turfgrass
managers for early purchases
of Cyanamid'’s Pendulum herbi-
cide and other pendimethalin-
based products from Lesco and
The Scotts Company. Profes-
sional customers must purchase
and take delivery of the prod-
ucts by Dec. 15.

Michael
Mulder

SUPPLIERS CORNER

Gwyneth John Carson
Mansue

president/general manager;
Robert Macfarlane territory
manager; Gwyneth Mansue
marketing support representa-
tive; and John Carson sales
and marketing manager for
the turf market.

Canadian independent distrib-
utor, has been named the ex-
clusive distributor for Encore
Power Equipment in Canada.

Epic of Wisconsin is construct-
ing a new office facility in
West Bend, WI, measuring
8,640 sq.ft.

Gehl’s board of directors ap-
proved a 41,000-sq.-ft. expan-
sion project at the company’s
Madison, SD, skid loader man-
ufacturing facility. This project
will be coupled with a remod-
eling project of 20,000 sq.ft. in
the existing plant.

John Deere will expand its
manufacturing facilities in Au-
gusta, GA. The project includes
construction of 206,000-sq.-ft.
in facilities and a $23 million
investment.

Mark Phipps
joined Preci-
sion Labora-
tories as the
district man-
ager for the
company’s turf,
ornamental
and aquatics team.

R.M. Wade purchased
Nibco’s micro-irrigation busi-
ness, located in Fresno, CA.
Nibco will retain ownership of
several products not classified
under micro-irrigation.
Irritrol Systems appointed
Eric Schneider district sales
manager for CO, UT, MT and

L. William Templeton joined
Woods Equipment as vice

president and general man-
ager, parts business.
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“f earn 78% more with
a FINN HydroSeeder-”

Brian Kerber, The Lawn Firm, Excelsior, MN

INTRODUCING THE ALL NEw PV-II
THE SWEEPERS ALTERNATIVE

“I bought my first hydromulching  HydroSeeder for as little as $149 A A- I ACH
’ i INC

machine for price. But it's a toy a month. You'll soon know why
compared to my new FINN the most successful contractors = 8 .
HydroSeeder. I've easily doubled  aoree, “Nothing makes money like m
my production.” a FINN HydroSeeder.” Call today , . . X ‘ :
: I'he PV-I1 is the #1 selling slide-in sweeper in America.
No “fh}‘f ““kh{“k' compares to a More sweeping professionals prefer the PV-II than any
a FINN HydroSeeder for high FlNN other slide-in model on the market. But don’t take
production “f“l long trouble-free e our word for it. Ask our competitors.
service life. You'll get faster

loading, better coverage, longer Innovative Equipment Enhancing ¢ Slide In Design S 1 3 900 00
’ -

the World's Landscape
spray distance, and more reliable * Polyethylene Construction

performance. You can get a real 1-800-543-7166 » Rust Free Hopper + TAX/DELIVERY

9281 LeSaint Drive, Fairfield, OH 45014

1-888-922-8224
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g 60661, Contact: Linda Woll, Craig Waslin, BHF - Bank Agents " )
105, Toyota Motors) .« . % il c.ansbiensniedn = Asttangesebchaft 500 Madison Ave. New York. NY 10022, Contact. 1= Tokal = 52,995 51,344
Tony Heyman (30th FI), Linda Pace (29th F); Stanfield Capital Partners Percent Paid and/or
LLC., Aeries Finance Ltd., Ceres Finance Ltd., 175 Water St 22nd Fl, . Mm::m 79.0% 82.0%
ie i : ¢ : o ] > New York, NY 10038, Contact: Stephen M Alfier, Susan McKofke; 17. Name ditor, Publisher, Business
'I'::un:r:‘d:: I;llpl,:‘;,\“\d?:'? ‘: "(l:rh:':?lml(::\ o TIRES ERIRON R0 Eaton Vance Senior Debt Portfolio, c/o Boston Management and lhnzw or Owner: Robert A. Dahl, Circulation Director
1 i e i Research, 24 Federal St, 6th Fl, Boston, MA 02110, Contact: Scott H Date: 91/99
Page; Van Kampen American Capital, One Parkview Terrace, Oakbrook | certify that the statements made by me above
Terrace, IL 60181, Contact: Jeffrey Malllet; Indosuez Capital Funding are correct and complete.
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CLASSIFIED SHOWCASE

i
"MANAGEMENT

\ mmmmmw
Classified Showcase offers an up-to-date
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- and more! Check it out every month.

For all ads under $250, payment must be

Landscape Management, LM Box#,
131 W. First St., Duluth, MN 55802

FOR ADVERTISING INFORMATION
AND AD PLACEMENT, CONTACT:

LESLIE ZOLA, 440-891-2670, 1-800-225-4569,
(ext. 2670), Fax: 440-826-2865
Email: lzola@advanstar.com

| Business For Sale

LANDSCAPE MATERIAL AND EQUIPMENT SUPPLY
COMPANY. Well established nine -year company in the
Brunswick Ohio area. $700 - $850,000 volume annually.
Profits have been in the six digit figures. Break down:
40% contractors, 60% residential. Well run organization,
well -maintained fleet. Turnkey operation. Mail
responses to: Earth Plus Inc., 2105 Pearl Road,
Brunswick, Ohio 44212. 11/99

LANDSCAPE CONSTRUCTION & MAINTENANCE
COMPANY - Well -established 15 -year company in the
Boston, MA Area. $2.5M to 2.9M volume annually,
past 3 years profits have been in the six digit figures.
Company breakdown: 70% construction, 20% mainte-
nance & 10% snow operations. Well run organization
and well -maintained fleet. The 1999 backlog exceeds
$2M to date. Mail responses of interest with name and
financial background to: Corporate Ventures, 271
Canton St., Stoughton, MA 02072. 10/99

Land / Mainten /| Snow Removal
Business for sale in Telluride, Colorado: the 6th
weanruestcommunﬂymmenanm(WOMMag May, 99).
Company is closing in on seven figures, in a booming
economy, in a spectacular alpine setting. The company
is the most established in region with a bellwether
reputation. Tum key operation with large Hotel contract
commitments for seasons ahead. Please Fax inquiry
970-728-9603, or Email sherrygp@rmi.net 10/99

. WANT TO BUY OR
f F Jiy SELL A BUSINESS?

Professional Business
Consultants can obtain purchase
l‘”(‘f\ from numerous qlLlllhK'\i Pl\ll’”“.ll !‘\lv\'l'r\ W l(hl‘\”
disclosing your identity. There is no cost for this as
Consultant’s fee is paid by the buyer. This is a FREE
APPRAISAL of your business.

If you are looking to grow or diversify through acquisition,
[ have companies available in Lawn Care, Grounds
Maintenance, Pest Control, Landscape Installation and
Interior Plant Care all over the U.S. and Canada.

P.B.C. 19 W. 555 Central Ave, Downers Grove, IL 60516

|708-744-6715 * Fax 630-910-8100

Business Opportunities (Cont’d) 8 Educational Opportunities

The OﬁlSeason

Solution

Holiday and Event Decorating

* Keep More Good People Year 'Round *
» Offset Fixed Costs *
» Utilize Existing Vehicles & Equipment
* Cross-sell & Expand Customer Base *
* High Margin, Repeat Service *
« 26th Fastest Growing Franchise Worldwide *

OVER 200 LOCA

l 8()() ()8" ‘)5%]

www.christmasdecor.net

MARKETING OPPORTUNITY Energetic persons
needed to network market Conklin products
nationwide. A very lucrative part-time, home based
business. $799 investment for the product and training.
Call 1-800-832-9635 for free catalog. 2/00

Imagine... Profits are great and you
Know why. Your plan is working.

Imagine... You're enjoying the process of improving
your company's performance. At the same time
employee loyalty and enthusiasm have never been
better.

Imagine... You're more involved than ever and still have
more time for other things.

We provide assistance to accomplish the improvements
that are needed today to insure your success tomorrow.,

Imagine...
HORTICULTURAL | Short term
BUSINESS | assistance for
MANAGEMENT | long term
CONSULTING | success

Tracy Morland
P.O. Box 352 New Glarus, WI 53574
(608) 527-5411
morland @ madison.tds.net

Show Your

Fax: 440-826-2865 o E-mail: Mmanstarmm

C LOS

NOW...Leam professional Landscaping and Gardening
at home. Accredited program provides thorough training
in all phases of commercial and residential landscaping.
Diploma awarded. Free brochure describes program
and opportunities in detail. Call 1-800-326-9221 or
write Lifetime Career Schools, Dept: LF01Y2,
101 Harrison Street, Archbald, PA 18403. 12/99

Become a landscape designer. Approved home study.
Create plans for lawns, estates, courtyards, walkways,
gardens, shrubbery. P.C.D.1., Atlanta, Georgia. Free
career literature. 800-362-7070 Dept. GTL694.  10/99

SWISS PRECISION ENTERPRISES, dedicated to help
you succeed! Training and Motivational seminars
tailored to the need of your Company or Organization.
Seminars given by Kurt Eidam who has 22 years
experience in the Green Industry. See us at:
www.ida.net/biz/sda/ch OR contact us via e-mail:
swiss @ida.net Phone 208-652-7831. 11/99

Two year AAS degree program in Golf Course
Maintenance Operations, Landscape Contracting, and
one year Golf and Grounds Certificate. Fully accredited,
VA approved, expanded learning facilities, new
equipment. Graduate placement assistance available.
Contact Golf Course Operations/Landscape

Technology Dept., Western Texas College, Snydef
TX 79549, 915-573-8511 ext. 305.

FOR CUSTOMER SERVICE,
CALL 1-888-527-7008

TURBO TECHNOLOGIES, INC.
1500 FIRST AVE, BEAVER FALLS, PA 15010
1.800.822.3437

www. furhoturf. com

0% OFF

SUPER TOUGH
HEAVY I-BEAM
BUILDINGS
Perfect for use as
a landscaping
business location.|

® 20 year roof & wall warranty
- Plentloi room for storage &
a workshop

| 40 x 65 (3 LEFT)
40 x 85 (1 LEFT)
Some Other | 30 X 110 (2LEFT)
LT TR G Sizes Availabie | 60 x 150 (1LEFT)

1-800-291-6777 exT 402
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CLASSIFIED SHOWCASE

For Sale (Cont’d) Help Wanted (Cont’d)

PlanetAir
Aerator

...with its patented planetary motion and unique coring
tine design, relieves the hard pan effect. A soil-reliving
tine is also available that truly aerates with no cleanup.
The 12 tines penetrate the earth to a depth of 4 inches
with a span of 48 inches wide. The tractor’s forward speed
determines hole spacing, making the Planet Air highly
productive with low PTO horsepower requirement. Clean

up is minimal due to its pulverizing capability.
Call for a Dealer Near You!

PlanetAir Aerator
2305 9* Ave. S.W., Austin, MN 55912

1-800-475-5846, ext. 04
Email: planetar@smig.net

Dealer Inquiries Invited

l__ 40x60x 12
Build oumll AMSI 10,000 Sizes, All Bolt-Together All Steel
Bulldings. Call Today For A Price Quote And A Brochure.

HERITAGE BUILDING SYSTEMS
800-643-5555

www. . metalbldg.com

CHRISTMAS TREES: LIVE AND CUT. Fir, Pine and
Spruce available in all grades. Fraser and Boxwood
wreaths and White Pine roping also offered. Serving the
Mid-Atlantic and Mid-Western states. AMERICAN

CHRISTMAS TREES: 800-578-6040. 10/99
Owner Retiring- Professional Landscaping
Equipment For Sale. 3,500-gallon hydro-mulcher,

500-gallon hydro-mulcher, big straw bale blower,
trenching machine, tree planters, landscaping irrigation
pipe and much more! Contact: Joe Crisafulli.
Days: 406-377-3652 Evenings: 406-377-2474. 10/99

HYDRO-MULCHERS® Hydro-Seeding Machines,
Straw Blowers. Most Brands & Sizes - New
& Used. James Lincoin Corp. 800-551-2304.
www.jameslincoln.com. 12/99

Tremendous growth potential due to rapidly expand-
ing population and a pristine quality of life in the Vail
Valley of Colorado. A great opportunity for a local
company to expand with well-maintained equipment,
established accounts, optional employee housing unit,
office/warehouse lease. TRACY BOSSOW, BROKERS
888-966-6400 2/00

GET FAST ACTION WITH
CLASSIFIED ADVERTISING

Call Leslie Zola: 1-800-225-4569 ext. 2670
Fax: 440-826-2865
E-mail: Izola@advanstar.com

Help Wanted

LANDSCAPE/GROUNDS MGMT.
DUBROW'’S NURSERIES
LIVINGSTON,NJ

SUPERVISORS. Looking for self-

motivated, communicative individual to
oversee large accounts. Our corporate
client base requires experienced personnel
with the following credentials. A BA degree
in horticulture, 5 years supervisory
experience and a current NJ pesticide
license. You must be able to coordinate the
administration of owner's contract job
specifications

FOREPERSONS. Experienced
forepersons needed to instruct and super-
vise daily work activities of maintenance
landscape crews. Must have minimum of 3
years supervisory experience. Bilingual a
plus

Highly competitive salaries and benefits.

Fax resumes to Bob Greene
973-992-6050 EOE M/F.

251 W. Northfield Rd.
Livingston, NJ 07039

e 973-992-0598

uBROW'S

JOIN OUR AWARD WINNING TEAM!!

Nationally recognized, ranked 17th, full service Landscape, Imgation & Maintenance Contractor
in rapidly growing South/Central New Jersey is searching for career minded, skilled and highly
motivated professionals for key positions to fit into our expansion plans in the following areas:

Excellent salary and benefit package with advancement opportunities.

* Landscape Construction Supervisors & Foreman
* Landscape Designers/Architects/Salesman

* |rrigation Foreman/Service Technicians

* Landscape Maintenance Supervisors & Foreman
© Lawn & Pesticide Applicators
© Tree Division Manager/Salesman

® |rrigation Service Dispatcher

Fax or email resume with salary history to:
Robert A. Lipinski, President, Lipinski Landscape & Irrigation Contractors
PO Box 605, Mt. Laurel, NJ 08054
Fax: 856-234-9348 * Email: pharan@lipinskiland.com

y WESTERN STATES
! RECLAMATION, INC.

W oo

wA
N
N

WESTERN STATES

Reclamation, Inc

Career Opportunities

Come join our team in the beautiful S.W. We're
searching for qualified candidates in project management
crew leadership, landscape design and sales management
OQutstanding benefits, profit sharing, relocation allowance
Heads Up Landscape Contractors, Inc.

7525 Second St., Albuquerque, NM 87107
Fax 505-898-2105 » www.headsuplandscape.com  EEQ/Drug Free

LANDSCAPEJOBS.COM
888.729.LAND

NATIONWIDE
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CLASSIFIED SHOWCASE

Need Workers Next Year? Seasonal H-2B workers
from Mexico for up to 10 months who can only work for
you. Process takes a minimum of 120 days. So start
NOW for next season and solve your labor
problems. Call: Bob Wingfield, 214-634-0500.
www.amigos-inc.com. 10/99

CHEMICAL SALES REPRESENTATIVE- Come join
one of the largest Vegetation Management
Companies in the United States. DeAngelo

Inc. has immediate openings for Chemical Sales Repre-
sentatives throughout the U.S. Responsibilities include
direct marketing of DBI's full product line of chemicals
and related equipment throughout a regional territory.
Horticulture or related degree desired, with a working
knowledge of Vegetation Management Chemicals
(minimum two years experience). Qualified applicants
must have strong interpersonal communications skills.
The candidate chosen will work out of a DBI Regional
Office and must enjoy travel. We offer an excellent
salary and benefits package, including 401(k) and
company paid medical coverage. For confidential
consideration, please forward resume, including salary
history and geographic preference in cover letter. Send
or fax resume to: DeAngelo Bros., Inc. Attn: Charlie
Sizer, 100 N. Conahan Drive, Hazelton, PA 18201.
Fax: 570-459-5500. EOE/AAP/M-F 11/99

FLORAPERSONNEL, INC. In our second decade of
performing confidential key employee searches for the
landscape/horticulture industry and allied trades world-
wide. Retained basis only. Candidate contact
welcome, confidential, and always free. 1740 Lake
Markham Road, Sanford, FL 32771. PH 407-320-8177.
FAX 407-320-8083. Email: Hortsearch@aol.com.
Website: http://www.florapersonnel.com. 12/99

JOIN OUR GROWING TEAM! GREENSCAPES
LANDSCAPE ARCHITECTS AND CONTRACTORS, a
progressive full service design/build landscape company
Is seeking motivated i to fill key manage-
ment positions: NURSERY MANAGER needed to
manage nursery, order plant material, care for field and
container stock, pull and oversee loading of trucks,
supervise staff. Good attitude and plant knowledge
required. Must have experience in nursery field
jon or container management. MAINTENANCE
OPERATIONS MANAGER needed to coordinate the
day-to-day operations of commercial and residential
maintenance services. Must be very familiar with pest
management, daily operations management (scheduling,
supervising crews, quality control, etc.) and staff
developrnent (evaluating, disciplining, training, etc.).
Previous landscape maintenance experience required.

Salary commensurate with experience. Great benefits
including 401(k), pension and profit sharing plans. See
our website at www.landscapingcolumbus.com, then
send resume to: GreenScapes Landscape Architects
and Contractors, Attn: Maureen Gootee, 4220
Winchester Pike, Columbus, Ohio 43232-5612.
Email: grnscp@aol.com. Phone: 614-837-1869
Fax: 614-837-2393. 10/99

PUT CLASSIFIEDS TO WORK FOR YOU.

LANDSCAPE MAINTENANCE DIVISION MANAGER
position available. Candidate would possess related
degree, broad experience in commercial landscape
maintenance with emphasis on turf and ornamental
pest. Interested candidates should submit resume and
cover letter with salary expectations to: Growing Image
Inc., P.O. Box 34231, Indianapolis, IN 46264.
Fax: 317-229-6946. Email: growing_image@
compuserve.com. 10/99

Premier, full-service residential landscape firm in
Atlanta, Georgia seeks an OPERATIONS MANAGER
for our rapidly growing Maintenance Department. We're
looking for an energetic, highly motivated individual
whose focus is on quality and excellence. Qualified
candidate will have extensive experience with high-end
residential customer service. Responsibilities include
field operations management, personnel management
and development and financial accountability. Strong
technical and horticulture knowledge also required.
Excellent compensation and benefits package. If you
are interested in working for a distinctive company with
an excellent reputation, please mail or fax resume to:
HABERSHAM GARDENS, 1134 Dalon Road, Atlanta,
Georgia 30306. Fax: 404-873-6581. 11/99

SALES OPPORTUNITY- Seeking a highly motivated
individual to join a highly successful NJ based
landscape firm. Must have extensive background in
sales for commercial grounds, maintenance and
landscape clientele. Experience should include client
prospecting, contract negotiations, estimating, excellent
job management skills and a general working
knowledge of all aspects of the landscape grounds-
maintenance industry. Base salary with commission, full
benefits, 401(k). Please submit resume with salary
history to: ARCORP Properties, Pershing Road,
Weehawken, NJ 07087. 10/99

CAREER OPPORTUNITIES: Well -established,
full -service design /build firm in Northeast New Jersey
seeks energetic, highly motivated and well-organized
people to join our company. Candidates should have
minimum 3-5 years experience in landscape industry
with strong emphasis on sales and customer service for
both residential and commercial accounts. Dept. Mgr. -
Irrigation should have superior technical knowledge to
coordinate underground sprinkler installations and
service, systems operations and analysis of system
deficiencies. Dept. Mgr. -Maintenance & Lawn/Tree
Care needs thorough knowledge of insect /disease
identification and control. State Certification 3A/3B desir-
able. Strong Commercial and Residential Maintenance
experience. Dept. Mgr. -Design /Construction should
have extensive landscape sales

experience. A degree in Horticulture or Landscape
Design desired. All candidates should have excellent
communication skills plus strong supervisory and
organizational ability. Responsibilities include estimating;
sales; scheduling and supervising crews; purchasing
and inventory; and budget and profit control. Competi-
tive salary and benefits. Growth potential. Mail or fax
resume to: Personnel Dept., Jacobsen Landscape
Design and Construction, 413 Godwin Avenue,
Midland Park, NJ 07432. Fax: 201-444-4334.  11/99

p Wanted (Cont’d)

LANDSCAPE DESIGN/INSTALL MANAGER-
Memphis firm with reputation for exceptional quality
working with high profile clients is seeking experienced
career manager for design/installation division. Must
have strong design talent, experience in commercial
and residential landscaping, organization and communi-
cation skills. Bottom line responsibility for entire design
process from generation of proposal through comple-
tion of installation. A salaried career opportunity with
production bonuses, health/life insurance, profit sharing
(401k). Contact: Margie Hill at 901-382-9000 or fax
resume: 901-382-7797. 10/99

CONSTRUCTION/MAINTENANCE: San Diego firm
seeking outgoing and knowledgeable Superintendents
andForemen CLTM and QAC a must for Maintenance
Superintendent position. Competitive pay/company
vehicle and medical. Send resume to: 1265 Felicita
Lane, Escondido, CA 92029 or Fax to: 760-745-1982.

10/99

SUNRISE OF NASHVILLE, 20 years experience. We are
one of Nashville's best rigationvMaintenance
companies, interested in quality individuals looking to
relocate to the Middle Tennessee area. We are currently
searching for the following: Maintenance Foremen
Irrigation Technician * Landscape Foremen.
Also: Operations Manager to oversee employees and
facilities. We offer good pay, health/dental benefits,
retirement program and the opportunity to share
responsibility and grow with a quality company. Please
contact us via Email:

Phone: 800-793-1652. Mail: Sunrise of Nashville,
2707 Larmon Drive, Nashville, TN 37204 10/99

OPERATIONS/SALES REPRESENTATIVE Well
established full service company in Dallas, Texas,
seeks energetic, highly motivated, and well-organized
person to join our company. We are seeking an individual
with a horticulture degree or equivalent experience in
landscape (and/or horticulture), with a strong emphasis on
sales and customer service. Excellent compensauon
and benefits, reasonable hours, professional

Please mail or fax resume to Turtlecreek

Services, 2607 Manor Way, Dallas, Texas 75235;
fax 214-351-2530. 9/99

Put the Power of
Direct Marketing

to Work for You!

L @TT B OIT Y The Landscape

rapid response card deck is a cost efficent
direct marketing tool. Use this deck to
introduce new products, test products and
markets, and direct prospects to your website
For Card Deck details contact:

Matt Simoni
440-891-2665

MANAGEMEN'!

ne Management
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Grab Bag

Beautiful in Flowers power poor taste
Memphis i s

Some think they’re molded candy or drawer pulls
We know “fluff” copy when we see it, but this news release took the cake. Introducing

The Memphis Beautiful City

Commission honored One-

“Forever Flowers,” it claims these molded, sun-resistant polyester flowers will “last forev-
Source Landscape & Golf Ser- o B $ ke i . patys w % TOrEy

vices, Memphis District, with er.” In fact, it says, “there is no need to plant new flowers

three Memphis Beautiful / \ every year.” According to the release, the flowers
Business Awards this sum- , “add sparkling color to
mer. The OneSource . i , B 2 . . drab winter lawns
projects receiving the & 7 T N A\ % and gardens,” and
recognition were: = - ST Fr - are also available in a

landscape work at The
Residence Inn by Mar-
riott at Poplar Pike, design
and maintenance at the Har-
bor Town Common area

choice of “ethnic”
colors like
red/white/blue for the
United States, or

F orange/green/white for
and a redesign of a large

flower bed at the Mem-
phis Distribution Center.

Ireland, etc. An added
bonus: embedded wire
mounting lets you hang
h . : these “on trees or bushes.”
More on Fraga]a . ' . ' e New add-on service possibilities?
We named Russ Fragala ) We don't think so!!
Landscape Contracting Corp.
to our 10 Great Small Compa-
nies list last month, and that’s
not the only list the company First it's truffles, now grubs
made. The Long Island, NY, \ Maybe pigs are man's best friend. Their abilities to root out rare truffles
firm is one of the 25 Fastest for eating are legendary among people like the French who eat those
things. Now, residents of Cuyahoga Heights, OH, have found pigs
% ,  are eager to root out those tasty grubs. According to a report in
B it "v‘, the Cleveland Plain Dealer, the tiny suburb had two pig/grub
‘ .‘3 “incidents” in the space of one week. First, five 150-lb. farm es-
,ﬁg capees ravaged one lawn looking for the tasty pests (and
causing $1,000 in damage). The punishment was harsh
when they were caught — a trip to the slaughter-
house a few weeks early. Local police noted “there
was no criminal intent” by the departed porkers. The second
incident involved two rogue potbellied pigs (owner un-
known), who tore up the grass to the tune of $150 worth of
trouble. This one sounds like a copycat crime.

Growing Companies on Long

Island, an award jointly spon-
sored by Hofstra University
and KPMG. Fragala reported
growth of 143% in the last
year. Congratulations!

Grab Bag features brief observations and prognostications throughout the green industry. If

you have an unusual photo or comment you'd like to share with us, please send it in.
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Does this guy
do a lot of business
with Florists’?

fou betcha.

florists’ Mutual, Complete Expert Coverages for Garden Centers and Landscapers

ghdscapers, Nursery Growers and Garden Center Operators nationwide depend on Florists’ Mutual for a wide variety of
] g
Mrance coverages and services. Florists’ has served the needs of the horticultural industry for more than a century,

jwe understand your business like nobody’s business.

110 Years Experience Serving The Horticultural Industry

Horists’ Mutual is extremely cost competitive, financially solid and we’ll work hard to earn both your trust and your
pisiness. We're uniquely qualified to meet and exceed your insurance needs. So don’t let the name fool you.

s time you did business with Florists’. Call 1-800-851-7740 or visit us on the Web at www.f loristsmutual.com. bl T

INSURANCE SPECIALISTS FOR THE HORTICULTURAL INDUSTRY™
Circle No. 103 on Reader Inquiry Card
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FROM ONE
PROFESSIONAL TO
ANOTHER.

For more than 20 years, professionals like you have counted
on Orthene® Insecticide. In recent years, Valent has added

several other high-quality products to our Professional Products
lineup, including Pinpoint? a granular form of ORTHENE;

Envoy; your most practical grass herbicide choice; and Distance®

Fire Ant Bait, an effective new way to break the fire-ant life
cycle and kil the entire colony.

For more information about our growing lineup of products
and services, visit the Valent web site at www.valent.com
or call 1-800-89-VALENT.

A Company You Can Grow With

Read and follow the label instructions before using. DISTANCE, ENVOY, PINPOINT and TAME are registered trademarks of Valent U.S.A. ( orp. ORTHENE is a registered trademark of Monsanto Company
SUMAGIC is a registered trademark of Sumitomo Chemical Company Lid. NOTE: TAME is a restricted use pesticide. ©1999 Valent US.A. Corporation. 9900-PPG-ADTG(

Circle No. 104 on Reader Inquiry Card


http://www.valent.com

