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Labor for a price 
Make it win-win 
4 factors for success 



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 

value widens the gap. PRE-M is everything 

you'd expect from LESCOR, 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. 

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

Always read and follow label directions. 

© 1 9 9 9 PRE-M® and LESCO® are registered trademarks of LESCO, Inc. 

Crabgrass 

Spurge 

PRE-M' 
The Leading Edge, 





(USDC APPROVED) 

GO AHEAD, FEEL FREE TO CHOOSE 
Now more than ever you need to keep your options open as to what equipment you use and how much 
it costs you. Dixie Chopper can help by giving you the freedom of choice. Take your pick of a 42" or 50" 
cut with a 19 horsepower Kawasaki engine, the price is the same. All Dixie Chopper machines have a 
lifetime warranty on the frame and front caster bearings along with an available five year extended drive 
train warranty. You also get our promise of being the best mower available for the combination of Price, 
Performance, and Reliability, along with our 30 day money back guarantee. If within 30 days of purchas-
ing your new Dixie Chopper you find another machine of equal cut and horsepower that will outperform 
your Dixie Chopper for production mowing, we'll gladly refund your money. 

n i u / r nunno^o 
USAkl. L r i i u i i i - n 
The World's Fastest Lawn Mower 
www.dixiechopper.com 

800-233-7596 

Kawasaki is a registered trademark of Kawasaki Motor Corp. Dixie Chopper is a registered trademark of Magic Circle Corporation and may 
not be used without permission. Pricing shown above is for models LX1901-42 and X1901-50 only. Model XI901 -50 pictured. Extended 
drive train warranty available at additional cost. Prices subject to change without notice. Copyright 1999. All rights reserved. 
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42. A w a r d - w i n n i n g l a n d s c a p e 
m a n a g e m e n t 
University of Missouri's distinctive campus 

E - b u s i n e s s 2000 ^ 
Read our Green Industry Internet 
Report for an exclusive look at 
what's happening in our industry 
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'Chevy Commercial Customer's Choice Program. Excludes Silverado See your dealer for details tSh&vn with landpWplUg dump 
See the Owner's Manual for information on alterations and warranties "Includes vehicle. passen<Jfr§. equifi lWiVihd cargo. 

V̂ from arUrdipfnctent: 
0 G M C f i p ^uclie up. t-

PROUD SPONSOR Of |J j 
U S OLYMPIC t i A M 

The Chevy C3500 HD Chassis Cab isn't for backyard flower gardens. But it is for guys who appreciate 900 bucks. 
Because it comes with up to a ̂ 00 cash allowance' on upfits. Combine its dump body1 with its 15.000 lb. 

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 Truck. 1 800 950-2438 or visit www.chevrolet.com. 

C O M M E R C I A L 
SPECIALTY VEHICLES 
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In aeration, there are three ways to go. 

Too fast. Too slow. Just right. 

Knowing the difference could make all the 
difference in your job, not to mention your turf. 

Sure, there are pull-type aerators that 
will run over your turf very fast. But like 
the hare in the fable, they won't pro-
duce winning results. And, o f course, 
there are those drill-type aerators where 
you have to be a little more cautious like 
our friend the tortoise, because you're 
not quite sure o f the 
result, how well it will 
work. What you're really 
looking for is an aerator 
that will go just right. 

Fitting your needs exact-
ly with the correct piece of 
aerat ion e q u i p m e n t for 
your soil conditions is pre-
cisely why Verti-Drain® 
offers a dozen models , 
from a narrow width pedestrian to a 
wide-swath, high-production unit. 

And all Verti-
Drain models offer 
you the option o f 
either solid tining or 
pulling cores. You 

Verti-Drain s unique, 
patented shattering 
effect. 

Verti-Drain's Mustang model 

might be surprised to find that solid 
tining is preferred often for severely 
compacted soils. 

Many turf professionals have discov-
ered our thinner tines called needle 
tines - the aeration holes are so small 
that you can hardly see them, yet you 

still get the patented Verti-
Drain shattering effect 
under the surface. 

With the heaving/shat-
tering action, each tine is 
forced backwards under-
ground, cracking the soil so 
air and water can move 
freely, strengthening roots 
and helping grasses resist 
pests, weeds, disease, 

drought and hard play. 

So, the moral of the story is that there 
is a Verti-Drain® just right for you. 
Call today to contact one of our 
knowledgeable distributors to find out 
more details. 

VERTI-DRAIN® 
Redexim + 
Charterhouse <m 

Breaking barriers to better turf. 

950 Sathers Drive, Pittston Township, PA 18640 
1-800-597-5664 
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BY SUE GIBSON / EXECUTIVE EDITOR 

One voice, one message 

Our industry is huge, but not unified. 
There are many local associations for 
lawn care operators, landscape contrac-
tors and grounds managers, each with 
opportunities to network with peers and 
learn something to improve your future. 
If you don't belong, you should. 

At the national level, you have 
many choices: ALCA, PLCAA, PGMS, ANLA, IA 
and more. These groups help you network, increase 
technical and management knowledge, become certi-
fied and improve employee programs. You've asked 
for these services, and the associations responded. 

But while each association serves its members, the 
industry as a whole rarely benefits. I don't see many ef-
forts to show your work has value for homeowners, 
property managers, regulators and politicians, investors 
or students looking for a "green" career. 

These associations try to do this but their resources 
are limited and frankly, they've been directed by mem-
bers to do otherwise. Many co-sponsor the yearly 
Gallup poll measuring consumers' use of professional 
landscape services. But there is no coordinated pro-
gram of public relations targeting shared key groups — 
those who buy, regulate or staff your services. 

Right now, you handle PR on behalf of your indus-
try, in your own marketing and political efforts. If you 
believe in licensing and professional operations like 
Troy Hall, owner of Hall's Horticulture Design in 
Charlotte, NC, you educate your customers yourself. 
"Public awareness of registered landscape contractors 
and the extensive testing we must go through should 
set us above the rest. Whether it does or not is up to 
me as a sales person," he says. 

He's right, but I also think it's up to your associations 

to help. It's time to focus more associations' efforts on 
spreading the message of value. You can't do it alone. 

More bang for the buck 
Here's what I'd like to see: One unified program, 
funded by participating organizations, developing first-
class public relations and lobbying on behalf of the en-
tire professional landscape management industry. 
Starting goals with key groups could be: 

Consumers — Develop an appreciation for the 
value of professional landscape management. 

Commercial buyers — Understand how profes-
sional services benefit their property values. 

Investors — Provide accurate and comprehensive 
industry research. 

Regulators and politicians — Provide quick re-
sponse, accurate data and coordinated lobbying. 

Students — Increase existing efforts to explain how 
great a landscape management career can be. 

With one voice, the associations would not have to 
reinvent the wheel and would have a new "critical 
mass" carrying more weight with regulators. These 
messages of professionalism and service value will 
eventually increase your own 
respect and rewards. 

I'm serious about this 
and pledge to help get 
this thing organized. But 
you need to tell your asso-
ciations this is important 
work, with benefits for all. 
Many voices together 
make one strong 
message. Let's 
talk! 

There is rio coordinated program of public 
relations targeting shared key groups — those who 

buy, regulate or staff your services. 



events 
WHAT, WHEN & WHERE 

M A N A G E M E N T 

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

Prond mpporter of theic green iidnitry provisional orgaiiiatitni: 

OCTOBER 

18-19 Western Nursery and 
Garden Expo / Las Vegas, NV; 
800/748-6214 

20-22 New Jersey Shade 
Tree Federation's Annual 
Meeting and Expo / Cherry 
Hill, NJ; 732/246-321 

23-27 Hawaii MIDPAC 
Horticultural Conference 
and Trade Show Expo / Hilo, 
HI; Sponsored by the Hawaii 
Export Nursery Association; 
808/969-2088 

25-2b International Maple 
Symposium / Lisle, IL; 
Sponsored by the Morton 
Aboretum; 630/719-2468 

2 Southeast Texas 
Grounds Maintenance 
Conference / Conroe, TX; 
936/539-7822 

28-3 American Society of 
Landscape Architects 
Annual Meeting and Expo / 
St. Louis, MO; 202/898-2444 

NOVEMBER 

1-3 Eastern Regional 
Nurserymen's Association 
Expo 20001 Atlantic City, NJ; 
800/376-2463 

4-7 Green Industry Expo 
and Conference / Indianapolis, 
IN; Sponsored by PLCAA, PGMS, 
ALCA; 800/458-3466 

9 - 1 1 Tree Care Industry 
Expo / Charlotte, NC; Sponsored 
by the National Arborist 
Association; 800/733-2622 

12-14 20th International 
Irrigation Show I Phoenix, AZ; 
Sponsored by the Irrigation 
Association; 703/573-3551 

14-16 Virginia Turf and 
Landscape Conference and 
Trade Show I Virginia Beach, 
VA; 540/231-9738 

14-16 New York State 
Turfgrass Association 
Conference and Show I 
Syracuse, NY; 518/783-1229 

28 -30 North Central 
Turfgrass Show I St. Charles, IL; 
Sponsored by the Illinois Turfgrass 
Federation; 312/201-0101 

DECEMBER 

4-7 Ohio Turfgrass 
Foundation Conference and 
Show / Columbus, OH; 888/683-
3445 

7 -8 MVTA Lawn and Turf 
Conference and Trade Show 
I Columbia, MO; Sponsored by the 
Missouri Valley Turfgrass 
Association; 573/882-2301 

12-14 New Jersey Turfgrass 
Expo / Atlantic City, NJ; 732/821-
7134 

A M j I 

a 
ANTLA 
American Nursery & 
l andscape Association 

m 

PgMS 

fi TOCA 

Associated Landscape Contractors of America 
150 Eiden Street, Suite 270 
Herndon, VA 20170 
703/736-9666 
www.alca.org 

American Nursery & Landscape Association 
1250 I St. NW, Suite 500, 
Washington, DC 20005 
202/789-2900 

Independent Turf and Ornamental 
Distributors Association 
25250 Seeley Road 
Novi, Ml 48375 
248/476-5457 

The Irrigation 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.O. Box 1094 
Amherst, NH 03031-1094 
603/673-3311 
www.natlarb.com 

Ohio Turfgrass Foundation 
1100-H Brandywine Blvd., 
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 
720 Light Street 
Baltimore, MD 21230 
410/752-3318 

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 Industry 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 Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

http://www.landscapegroup.com
http://www.alca.org
http://www.irrigation.org
http://www.natlarb.com
http://www.plcaa.org
http://www.acpa.org/rise
http://www.aip.com/stma


The 

Right 

Financial 

Partner 

For Your 

Needs 
• • J O H N D E E K E 
t m CREDIT 
You Deserve Credit for Buying the Besf 

You have a growing business. And you'd like 

to expand. Choose John Deere Credit as your 

solutions-based lending source, and we'll be 

there for you every step of the way, with 

customized financing for the equipment you 

need. You won't find a more powerful financial 

partner - or a more convenient resource. 

Because John Deere Credit is available at your 

John Deere dealer, you get one-stop shopping 

for equipment and financing. So when you're 

ready to purchase equipment, ask about 

John Deere Credit at your John Deere dealer, 

visit our Web site at http://lgc.jdcredit.com, 

or call 1-800-468-8517, ext. 817. 
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IT'S ONLY HUMAN NATURE 
TO WANT THE BEST OF BOTH WORLDS 

The conventional wisdom on grub control is shifting from 

a curative to a preventive approach. Fortunately, MACH 2® 

Turf Insecticide offers effective preventive grub control with 

a powerful curative component as well. 

Apply MACH 2 once before egg-hatch to prevent grubs all 

season long. Or apply shortly after egg-hatch to cure grubs up 

through the second instar. Make the choice that suits your 

schedule and resource availability. 

And don't worry about watering MACH 2 in immediately. 

Unlike other products that degrade on the surface in a single 

day, MACH 2 can wait 2 weeks or more for your customers—or 

®/RohMid U . C . Company ©2000 
Always read and follow label directions. 

mother nature—to water it in without sacrificing effectiveness. 

Prevent or cure. Unmatched irrigation flexibility. Effective 

control with an award-winning environmental profile. Only 

MACH 2 truly gives you the best of all possible worlds. 

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

ext. R3107, or visit our website at www.mach-2.com. 

ltlACH2 
TURF INSECTICIDE 

IT'S ALL YOU NEED 
TO PREVENT OR CURE. 

PRESIDENTIAL GREEN CHEMISTRY CHALLENGE WINNER 
Circle No. 131 on Reader Inquiry Card 
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BY RON HALL / SENIOR EDITOR 

Good news down Mexico way 

At the invitation of Jeff West, vice presi-
dent of GTO International L L C , I 
flew to central Mexico this past July. 

What I learned there encouraged 
me, and it should encourage you, too. 
Read about the growing role of Hispan-
ics in the landscape industry on page 24. 

But first you should know more about Jeff and his 
company, GTO. 

GTO is the labor contracting company that West 
founded. GTO is the abbreviation for Guanajuato, the 
Mexican city where his company maintains an office. 

West graduated from Arizona State University with 
a degree in horticulture and spent the next 11 years as 
a golf course superintendent in Arizona and California. 
He returned to his home state of Michigan to build a 
golf course at the Wyndgate Club. He's now involved 
in several entrepreneurial ventures, including GTO, 
and works mostly out of his home. 
A necessary thing 

West got involved with finding Mexican labor out 
of necessity. In 1995, the INS took away his Mexican 
workers as they were building the golf course. The INS 
said they were working with fake social security cards. 

So he researched the H-2B program as a way to 
provide himself and his employer a pipeline to de-
pendable and "legal" workers from Mexico. He trav-
eled to Mexico, met with workers and talked with 
government officials. From there, it wasn't too hard to 
find Mexican workers for other U.S. landscape busi-
nesses, too. For a price of course. 

I went to central Mexico because I wanted to see 
where so many of our Green Industry's workers come 

There are more young Mexican workers 
eager to work in the United States 

than we could ever assimilate into the workforce. 

from and how we recruit them. I wanted to know why 
these mostly young men leave their families for 9 to 10 
months each year to mow for 10 hours a day, 6 days a 
week. The answer was too obvious — employment. 

Like I mentioned before, most of what I learned 
should encourage labor-strapped U.S. landscapers. 

First, there is a huge pool of healthy, willing young 
Mexican workers eager to work in the U.S. That 
means that as long as our government allows us to 
bring them in through the H-2B program, we can se-
lect and keep the best. 

Next, Mexican state officials support efforts by U.S. in-
dustry to establish training programs in Mexico. In fact, 
they're willing to help set up these programs. The more 
dollars that their citizens earn, the better for their local 
economies. 

On a more controversial note, incoming Mexican Presi-
dent Vincinte Fox stated he wants a freer flow of com-
merce across the U.S./Mexican border, something akin to 
the United States' relationship with Canada. This isn't 
going to happen soon even if Mexico's new government 
begins doing its part to halt illegal immigration. 

Jeff West is not counting on uncertain immigration 
policies to drive his business. Instead, he's 
banking on U.S. demographics that y U f f ^ ^ 
suggest the need for evermore ( 
labor, and the eagerness of Mexi- J j 
can workers to fill that gap. 

Contact Ron at 440/891-2636 
or e-mail at rhall®-
advanstar.com 



my way 
BY BILL C H U M L E Y / GUEST C O L U M N I S T 

The landscape industry hasn't been around long 
and therefore is still wide open for innovation because 
everybody is always looking for ways to save time and labor. 

You may be an inventor 

You may not see yourself as an inventor, 
but you might be. If you've run a land-
scape company for any length of time, 
chances are you've "invented" a labor-
saving tool or piece of equipment. 

You came up with the product not 
because you thought you were an-

other Edison, but you saw a way to save either time or 
labor. You felt that you (or your employees) were 
working too long or too hard on a specific task. What 
you may not realize is that other landscapers could 
benefit from your invention, too and that your product 
could become a commercial success. 

I've been in the landscape business for almost 30 

years, and I don't like hard work any more than you 
do. That's one reason why I keep my mind open to de-
veloping new products either to save labor or solve a 
particular problem. 

But I don't usually stop there. When I come up 
with a new product that I feel a lot of other people 
could benefit from, I take the extra step. I patent and 
bring the product to market. It doesn't even have to be 
a landscaping product. 

For example, one of my most successful inventions 
is a product called the Drainbox. I came up with the 
idea for it when I noticed that homeowners had just 
two ways to dispose of rooftop drainage, and neither 
was satisfactory in neighborhoods where the houses 
were close together. They could let the water flow 
from downspouts around the foundation of their 
houses, or direct it away with unsightly pipes or tub-
ing. The houses and landscapes might look nice, but 
your eyes are always drawn to those pipes. They don't 
look good. 

So I experimented with a system that would direct 
the water from the downspouts into an underground 
"drainbox" (wunv.drainbox.com) away from the house. 
When I had a system that worked, I obtained a patent 
and began production. 

Most of the other products I've developed have 
been for the landscape industry, like my first patented 
product in 1981 called the "Total Landscape Ma-
chine." The combination box blade/soil 
pulverizer/earth remover saved my crew almost 30% 
time on every soil renovation task — every fourth job 
we were working on free time. My most recent inven-
tion, the "Tongue Twister," is a lawn care equipment 
trailer that's been generating a lot of interest at equip-

continued on page 15 

Will demand warrant the expense? 
Turning a good idea into a marketable land-
scape product can be expensive, but it can also 
be profitable. 

If you have an idea for a new product, the 
first step is to determine if it is, in fact new. 
You will need to do a patent search. 
An experienced patent attorney can help you 
fulfill the requirements of the U.S. patent of-
fice, including the drawings. 

Unless you're convinced the market will re-
spond to your "new" product you may be 
scared away by the $20,000 to $25,000 you 
will need to invest to get a patent 



Three sure signs of weed control 

Featuring Chaser® Ultra, the 
newest member of the latest 
generation of three-way herbicides 
• A family of superior cool or warm season performers 

that control broadleaf weeds such as dandelion, 
clover, chickweed, plantain, oxalis and spurge 

• Chaser® Ultra, made from the amines of Clopyralid, 
MCPA and Dichloroprop-p, is also effective on a broad 
spectrum of other weeds that are much harder to 
control such as ground ivy and Canada thistle 

www.uhsonline.com 

Chaser® Ultra is not made with 2,4-D and because it 
does not contain Dicamba, it's better for use around 
shallow-rooted ornamental plants and trees 
Chaser and Chaser 2 Amine are economical Triclopyr 
and 2,4-D formulations with excellent turf safety and 
superior control of hard-to-kill weeds 
Use Chaser in cooler weather such as the spring and 
fall and Chaser 2 Amine when days are warmer for 
year-round control 

United Horticultural Supply 

http://www.uhsonline.com


Working To Enhance Our World 
United Horticultural Supply is your source for professionals who have the technical expertise 

and can provide all the products you need to be a success in today's competitive market. 

• Fertilizers 

• Herbicides 

• Fungicides 

• Insecticides 

• Turf Seed 

• Soil Amendments 

• Adjuvants 

wwwMhsonline.com • national toll-free number: 1 -800-847-6417 

• Equipment 

• Colorants 

• Aquatic Products 

• Micronutrients 

• Wetting Agents 

• Plant Growth 
Regulators 

Circle No. 130 on Reader Inquiry Card 

United Horticultural Supply 
Call today for a free product guide containing 

a comprehensive listing of available items. 



my way 

Author Chumley's "Tongue Twister," a 
trailer with both front and rear ramps. 

continued from page 12 
trade shows. The trailer is equipped with 
both front and rear ramps. A side-mounted 
hydraulic motor can swivel the trailer 40 
degrees in either direction, so you can re-
move the equipment you need from either 
the front or rear of the trailer. 

I am far from a genuis when it comes to 
inventing — everything I've come up with 
has been a result of my practical experi-
ences as a landscaper since borrowing a 
mower and starting my own maintenance 
business in 1972.1 was married, had a new 
baby, a new house, a new car and not 
much money, but looking back on it, it 
was exactly the right thing for me to do. 

I've been in the landscape business ever 
since, growing and adding services to fit the 
changing marketplace in and around 
Greenville/Spartenburg, SC. 

To all potential inventors, I say this: 
The landscape industry hasn't been around 
very long and therefore is still wide open 
for innovation because everybody is always 
looking for ways to save time and labor. 

This translates into opportunities to de-

^ V r t M i d i l O i t M t Poof lo & Y»lk>w P«>»i C>ownk>»4 rind Sito« 

DRAINBOXl PATENTED NEW DRAINAGE SYSTEM SOLVES WATER REMC 
PROBLEMS. 

ftatdvlM* Product«. Infi 
P.O. Box 1W 

toldrtUo. SC 20370 
3006 Oroonpond fid Woodruff. SC 20398 

F M 1 1 477 0MIMBK (372 4S2S ) M4433OOOS rp.Hçfife*I o o n f i n f 

velop and bring new products to market, ChumleV b e l i e v e d in his "Drainbox" 
an opportunity that's open to any expert- enou9h t 0 Patent * a n d c r e a t e its 

1 _ own Web site. 
enced landscape company owner. 

— Bill Chumley is president of ReidiHlle 
Products International, Reidville, SC. He can 

be reached at 864/433-0446. 
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Husqvarna 
acquires Bluebird 
CHARLOTTE, NC — Husqvarna 
acquired Bluebird International 
Inc., a manufacturer of commer-
cial dethatchers, aerators, seed-
ers, sod cutters and other turf 
care equipment. 

"We believe that Bluebird will 
be an excellent complement to 
the product line currently offered 
as a result of the acquisition of 
Yazoo/Kees last October," said 
Bengt Andersson, CEO of 
Husqvarna Worldwide. 

Husqvarna wil l continue to 
market the Bluebird brand 
through existing Bluebird dealers 
and its distributor network. 
Terms of the purchase were not 
revealed. 

Simplot adds 
Lange-Stegmann 
BOISE, ID — With an eye on 
expansion to the East Coast, 
Simplot Turf & Horticulture 
acquired the professional product 
line from St. Louis-based fertilizer 
formulator Lange-Stegmann. The 
deal includes the Lange-
Stegmann production facilities 
for its professional products in 
the golf, landscape and lawn care 
markets. 

"We're committed to bringing 
our products and service to the 
national market," said Bill 
Whitacre, president of Simplot 
Turf and Horticulture. 

continued on page 18 

'Biocalendar' helps plan 
pesticide applications 
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BY JAMES E. GUYETTE / 

CONTRIBUTING EDITOR 

Landscape managers can help their opera-
tions blossom simply by watching the 
plants grow. Tracking and recording when 
certain plants bloom can pinpoint the best 
times to treat for specific insect pests. Dr. 
Dan Herms, an entomologist at The Ohio 
State University, has developed what he 
calls a "biological calendar" that predicts 
the emergence of tree and shrub pests — 
and thus the best time to spray — based on 
when ornamental plants bloom. "By know-
ing the order that pests occur, managers 
can plan their pesticide strategies," he says. 
"The sequence remains remarkably con-
stant from year to year." 

The calendar shows, for example, that 
European pine sawfly eggs hatch at the 
same time as first bloom in PJM rhododen-
dron, and that gypsy moths hatch at full 
bloom in Spring Snow crabapple. (Herms' 
study is specific to his area of Ohio, but 
similar work has been accomplished in Illi-
nois, Kentucky and Michigan. Check with 
your local extension office.) 

To prepare his study, Herms looked at 
the blooming times of 86 ornamental 
plants and matched them with the activity 
of 40 insects and mites. The result was a 
list in order of what happens when. It 
works because the development of plants 

Good timing is a benefit 
of the biological calen-
dar, ... it allows land-
scape managers to spray 
when a pest is present 
— not before or after. 
and insects depends on the temperature, 
and the order of this development is the 
same every year. "What you see in one year 
is going to hold in other years, which is 
why it's important for you to make these 
observations while you're applying your 
own controls." 

For instance, Herms found that eastern 
continued on page 17 

Turfco Direct offers fall money-making kit 
As all landscape professionals know, marketing is half the battle when trying to in-
crease profits, no matter what the season. Turfco Direct knows that, which is why the 
company has come out with the "Fall MoneyMaker Kit," a free package of marketing 
materials to help landscape professionals sell aeration and overseeding services to their 
customers. 

The "Fall MoneyMaker Kit" includes customer brochures, suitable for mailing 
and/or use as handouts and door hangers, that describe the benefits of both aeration 
and overseeding. A "plan of action" explains how to use the materials for best results 
and how to effectively sell these services to new and existing accounts. Also, there are 
pricing guidelines to help lawn care firms establish profitable pricing for their own 
area. 

For more information about the "Fall MoneyMaker Kit," call Turfco Direct at 
800/679-8201 orvisitwww.turfco.com. 

http://www.turfco.com


continued from page 16 
tent caterpillar eggs hatch under particular 
temperature conditions. The date varied 
from March 28 in a warm spring to April 4 
in a cooler one, but it always coincided with 
full bloom in Comeliancherry dogwood, 
which also occurred at the same time. 

Other examples are holly leafminers, 
emerging at full bloom in Amelanchier 
'Regent;' and bronze birch borers, appear-
ing when black locust blossoms peak. 

Until now, bronze birch borers' emer-
gence has been especially hard to forecast. 
"We found that it can be accurately pre-
dicted simply by watching black locusts 
bloom along the highway," Herms explains. 
"When black locusts begin to bloom, that's 
when you need to make an insecticide ap-
plication for bronze birch borer." 

Timing helps 
Good timing is a benefit of the biological 
calendar, he observes. Instead of relying on 
the date or a schedule of regular applica-
tions, landscape managers can spray when 
a pest is present — not before or after. Pes-
ticide use is cut, yet control is the same or 
better. This is especially true for hard-to-
detect pests and those susceptible only at 
certain stages. 

The end result is fewer, yet more effec-
tive, pesticide applications, according to 
Herms, who adds that you can create your 
own biocalendars specific to your climate 
and business operations. 

The biocalendar can benefit an IPM 
program by making short-lived pesticides 
such as insecticidal soaps and oils more ef-
fective through timely application. Pesti-
cides with longer, residual effect-types 
might not be needed. 

Herms, a professor at the Ohio Agricul-
tural Research and Development Center in 
Wooster, based his biocalendar on three 
years of observations in the center's Seer est 
Arboretum. He is currently preparing a 
similar biocalendar relating to weed con-
trol, which should be ready in three years. 

Herms believes you can design a biocal-
endar with just a year's worth of observa-

tions by using existing field techniques. 
"You're keeping records on the pesticide 
applications anyway, and you can just add 
another space on the form to list the 
plants that are in bloom," Herms explains. 

"If your timing is correct (during a specific 
battle), you can make that same applica-
tion in following years," for your firm's 
biocalendar. "Follow-up monitoring is 
critical." 

SERVICE IN SECONDS . . . with a customer support 
team that is available and ready to assist, 24 hours a day. 

^tipressUiotuer 
www.expressblower.com 
A division of Rexius Forest By-Products, Inc., Eugene, OR 

MULCH IN 
MINUTES 

DAYS BECOME MINUTES . . . with the easy, one 
person, remote controlled Express Blower application. 

FINISH IN A FLASH . . . with a production rate of 30 to 
100 cubic yards per hour, large crews are a thing of the past. 

SEASONED WITH TIME . . . EB is the industry leader 
with over 5 decades of mulch, compost &r soil application 
technology and experience. 

http://www.expressblower.com
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Becker Underwood 
acquires MicroBio 
AMES, IA — Becker Underwood, 
Inc. acquired UK-based MicroBio 
Group Ltd. The acquisition includes 
the exclusive production and mar-
keting rights of all MicroBio biofer-
tilizers and biopesticides for the 
professional turf, agriculture and 
greenhouse markets. 

Remember your 
absentee ballot 
INDIANAPOLIS, IN —This year's 
Green Industry Expo is set for Nov. 
3-7 at the Indiana Convention 
Center. Tuesday, Nov. 7, is election 
day, so if you're planning to attend 
the GIE and intend to vote, consid-
er voting by absentee ballot (at 
least two weeks in advance). You 
can find out your state's voting 
requirements by calling your local 
election official. 

Legionnaires out-
break traced to soil 
ATLANTA, GA — Two women from 
Oregon and Washington are 
believed to have contracted 
Legionnaires' disease from potting 
soil in the first such cases ever 
reported in the U.S. A California 
man's death from Legionnaires' in 
May may also have been connected 
to potting soil, the Centers for 
Disease Control and Prevention said. 
Potting soil has previously been 
blamed for outbreaks in Australia 
and Japan. 

Legionnaires' disease is a form 
of pneumonia that was discov-
ered after an outbreak that killed 
34 people at a 1976 American 
Legion convention at a 
Philadelphia hotel. 

RISE predicts uphill struggle 
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WASHINGTON — Pesticide activists' at-
tacks on the use of specialty chemicals 
will become more of a critical issue for 
professional applicators, predicted Allen 
James, president of RISE (Responsible In-
dustry for a Sound Environment), at the 
association's annual meeting here last 
month. 

"The intent is not just to attack our in-
dustry, but to destroy it," James said. He 
named various conflict areas at the local, 
state and federal levels. 

The growing movement to include 
pesticide use as a key issue in children's 
health leaves both pesticide producers 
and applicators vulnerable, James noted. 
"They have found the one area where 
we're the most vulnerable." 

While the specialty chemical manu-
facturing industry backs its case with 
comprehensive research, the movement 
is having success, especially with regula-
tors, said RISE staffers. 

Rampant myths 
Fred Langley, RISE manager of state 
government relations, noted key initia-

tives to limit or eliminate pesticide use 
in Massachusetts, California, Wisconsin, 
Pennsylvania, New York, Minnesota and 
New Mexico, which either passed or 
were defeated narrowly. 

Expect more pressure or local or 
statewide pesticide regulation in the 
future, Langley predicted. The groups 
are active, networked and at many levels, 
and industry data means very little to 
them. "Myths are rampant at those lev-
els," he said. 

David Crow, legislative contact for 
RISE, predicted a dramatic turn for the 
worst if the Gore-Lieberman party wins 
the November election. Sen. Barbara 
Boxer's (D, CA) many efforts to limit 
pesticides on federal properties will con-
tinue, he predicted, along with several 
other Administration and legislative 
efforts. 

All RISE staffers called for a strong 
defense of pesticide testing and safety, 
plus education on the destructive and 
unhealthy effects of pests. 

—Sue Gibson 

Commercial mower sales to 
remain strong, says OPEI 
ALEXANDRIA, VA — The Outdoor Power Equipment Institute (OPEI) predicts that 
while shipments of all consumer product categories will be slightly down in 2001 due 
to rising mortgage rates and declining hous-
ing starts and resales, commercial mower 
sales will continue to be strong. 

For commercial turf equipment, inter-
mediate size walk-behinds were down 
slightly in 2000 but OPEI predicts an in-
crease in 2001. Commercial riding rotary 
turf mowers continued their strong growth 
in 2000, and OPEI says those sales will 
continue to be strong in 2001. 

For the 2000 model year, consumer walk-behinds lost .4% to 5,901,846 units, 
while all riding units reached 1,662,836 units, a 3.2% increase. 

Commercial Intermediate Walkers 

H Commercial Riding Mowers 



From screen to green, 
Greentrac.com is your best 

way to buy. Ana sell. 
Join the landscape, golf, municipal and other turf industry professionals and 
their suppliers who have already saved time and money with Greentrac.com. 

Greentrac .com is the global marketplace that links 
buyers and sellers of turf, equipment and supplies. 
Buyers submit an electronic Request for Proposal 
(eRFP) and get competing bids from vendors across 
the globe. Vendors benefit too by gaining access 

to eRFPs they can't get anywhere else. And 
excess inventory can be bought and sold in eAuction. 
Come visit us at www.greentrac.com and see for 
yourself why Greentrac.com is your best way to buy. 
And sell. 

Main Office: 2121 East Coast Highway, Suite 200 • Corona del Mar, CA 92625 • (877) 774-8722 TOLL-FREE • (949) 759-8131 FAX 
For a free CD demonstrating what Greentrac.com can do for your business, call toll-free (877) 774-8722 or email us at customerservice@greentrac.com. 

@ Greentrac.com 
e-business to business 

From screen to green, your best w a y to buy. And sell. 
www.greentrac.com 
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John Deere stores feature new look 
DAVENPORT, IA — Bright 
showroom lighting. Stream-
lined display shelves. New sig-
nage. Colorful interiors. These 
elements are all part of the 
new John Deere "superstore" 
designed to enhance the buy-
ing atmosphere for customers. 

River Valley Turf, a John 
Deere dealership for commer-
cial and lawn and garden 
equipment, was one of the 
first new "superstores" to be 
built from the ground up. The 
idea for the new design, how-
ever, was conceived in 1998 
as part of the Image 2000 pro-
gram, which included in-store 

merchandising plans and spe-
cific design instructions. 

"We'd like to have all the 
stores like this, but different 
areas wouldn't lend them-
selves well to it," said Randy 
Davis, manager of retail mar-
keting. "Our dealers are inde-
pendent, so how each store is 
made is up to them." 

It's no wonder Davis 
would like to see all stores 
take on the new, 21st century 
retail design. Sales are appar-
endy up. "We have noticed 
considerable sales increases in 
certain products — particu-
larly handheld ones." 

Bright showroom lighting, new signage and colorful interiors are 
elements of the new John Deere "superstores." 

T E M P O R A R Y / S E A S O N A L 
L A B O R V I S A S 

We Specialize in Work Permits for the: 

• Green Industry 
• Construction Industry 
• Hotel/ Resort Golf Course 

Mark your calendars for September/October, 2000 to begin the process for 2001! 

Receive work visas for your peak season and have a loyal, productive labor force that you 
personally choose! Every day you delay shortens the duration of your visa! 

Call now for information packet and a quote. 

Join us in our sixth year of obtaining and maintaining a legal work force. You can trust that our 
experience and motivation is sincere and our customer service is unbeatable! 

Enterprises 
QjPour labor solution for the millennium and bepond... ^ykr (SI2)282 09S8 
*Other Industries are also eligible for this type of work permit... call us now to find out if your company is eligible. 
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Oak tree epidemic spreading in northern California 
It first appeared on tanoak in Mill Valley, 
CA, in 1995, but since then, Sudden Oak 
Death has been reported from Mendocino 
to Santa Barbara counties, with Marin, 
Santa Cruz and Monterey counties show-
ing epidemic levels. 

So far, the primary cause of Sudden 
Oak Death, which has affected tanoaks 
[Lithocarpus densiflorus), coast live oaks 
[Quervus agrifolia] and may be spreading to 
black oaks [Quercus kelloggii), is still un-
known. Symptoms include drooping 
shoots in tanoaks, and bleeding in coast live 
oaks, black oaks and tanoaks. 

Treating Sudden Oak Death is difficult 
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VIDEOS AND LITERATURE 
FOR THE GREEN INDUSTRY 

SPRAY HOSE REELS... abound in 
Hannay Reels' four-color hose reel 
catalog with information on its most 
popular products. For a copy, contact 
Hannay Reels, 553 State Rt.. 143, 
Westerlo, NY 12193-0159 or visit 

CLASS IS IN SESSION... especially now 
that the ACRT Institute of 
Arboriculture and Urban Forestry has 
issued a catalog with 44 pages on all 
of ACRT's training opportunities for 
skills building. For a free copy call 
ACRT at 800/847-3541 ext. 240 or fax 
a request to 330-945-7200 or visit 

PROFESSIONAL POND KITS... are fea-
tured in Aquascape Designs' latest cat-
alog and watergardening video. Learn 
how to make water features a prof-
itable part of your business with tips, 
insights and trade secrets from 
Aquascape Designs' construction 
crews. To get a copy of the catalog or 
the video call 800/306-6227. 

without knowing the primary cause, but 
the Marin County University of California 
Cooperative Extension has created a Web 
site with tips on how to maintain and in-

crease tree health. The site also has the lat-
est information on Sudden Oak Death. 
Log on at 
ISwtelhtwi 

What's 
Basic programming 

includes 3 independent 

programs, each with 

8 start times per day 

B B S Turbo mode 

offers additional cycles 

including even, odd, 

odd-31 and 1-6 

day programs 

Easy to program 

in a Name? 

IH5B indicator on 

field transmitter LCD 

screen warns when 

battery is low 

Waterproof case 

allows operation 

even if submerged 

UNIKis nowTBOS. 
with Improved 
Features for 
Added Flexibility. 

No Power. No Problem. 

See your local distributor and ask for a demonstration of the new TBOS system. 
Or visit our website at www.rainbird.com for more information. 
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MID-AMERICA 
HORTICULTURAL 

TRADE SHOW 
Mid-Am 2001 

features the newest 
products, the most 
innovative services, 

and the hottest 
topics in education. 

January 17-19, 2001 
Navy Pier, Chicago 

847-526-2010 • Fax: 847-526-3993 
mail@midam.org 
www.midam.org 

TRADE SHOW 

SPONSORED BY: 
Illinois Nurserymen's Association 

Illinois Landscape Contractors Association 
Wisconsin Landscape Federation 
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Our roots 
go deep. 

It seems like everywhere you go these 

days there's another dotcom player in the 

lawn and garden industry popping up 

promising greener pastures.. 

W i t h all due respect, we were in the 

green industry when the world wide web 

was still a seedling. 

W e recognized the potential that the 

internet offered to our industry, and 

pioneered the first fully functional, practical, 

and reliable ecommerce solution for the 

wholesale side of the business. Today, 

greenbuyer is a recognized online leader 

where growers and allied suppliers can list 

and sell their products and services to garden 

centers and landscapes. 

N o w we're bringing that expertise to the 

retail side with yournursery, a turn-key, 

cost effective way for garden and landscape 

businesses to design and maintain a web 

presence and build your business. 

If you're wondering what the web can 

do for your business, don't go out on a 

limb...choose a company with strong roots 

and proven experience. 

^ H g r o w z o n e 

we p r o v i d e t h e t o o l s to h e l p y o u grow 
www.growzone.cominfo@growzone.com 877.476.9966 

mailto:ww.growzone.cominfo@growzone.com
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E-commerce provides green industry with a new way of doing business 
B y D a v i d W e i n s t o c k 

arry Albert is one of a new cadre of green 
industry business people who are tearing 
down the old way of doing business and es-
tablishing a new order with help from the 

Internet. 
In January, Raleigh, N.C-based Albert, who worked 

in marketing and sales for Rhone-Poulenc and Union 
Carbide for 24 years, shed the traditional business model 
of product distribution for the new world of 
electronic commerce. Last winter, Albert went to work 
for XS Inc., which operates a neutral Web-based agri-
cultural product and equipment exchange called 

The sites success prompted him to convince XS 
founder and CEO, Fulton Breen, to launch a second site 
called ^ m ^ J w h i c h will be online early next year. 

The fledgling state of Albert s sites typifies nearly all 
sites in this new industry segment. A veteran operation, 
such as , has been around for about two 
years. It was only in the first or second quarters of this 
year that most firms first sold goods or services. 

The Web sites are free-market exchanges where buy-
ers and sellers negotiate prices on a per transaction basis. 

"We don't own any of the products that are sold 
here," Albert says. "We just assure that the products 
people offer exist and that the buyers have the money 



to pay for what they purchase. Then we facilitate the 
transaction, just like the New York Stock Exchange." 

The difference between Alberts online trading floor 
and the one on Wall Street is that his is a Web site. Busi-
nessmen like Albert who were the first in the green in-
dustry to take advantage of the Web have discovered 
that e-commerce is a more efficient way to connect with 
customers and close a sale than advertising to an audi-
ence and using the telephone or even making per-
sonal contact. 

Golf course maintenance distributors are making the 
same discovery about the Internet as landscapers. Sites 
like San Diego-based r? rfl «xf are creating market-
places, consulting services and virtual communities for 
superintendents in which to exchange management in-
formation, and buy equipment and supplies. 

Golfiat.com offers an electronic catalogue that fea-
tures a more than 100,000-product equipment cata-
logue; localized weather service; online technical ref-
erences on turfgrass insects, plant diseases, weeds and 
species; and a golf industry application service provider 
(ASP), or a company that buys software packages and 
puts those programs on a server (a large computer with 
techno-gurus managing it) located on the Internet. The 
site goes live in January. CEO Mike Scott says that 200 
courses from North Carolina, South Carolina, Florida, 
Arizona and California have been involved in a beta 
test since April. 

When the company learned 
that many superintendents don't 
have on-the-job access to com-
puters or the Internet, it de-
veloped a low-cost program for 
them. For $29.95 a month, 
users can sign up for 
Golfiat. corns hardware package, 
which includes a personal com-
puter, software and Internet access. 

Golfiat. corns technical reference is a gigantic database 
with articles on current university research. 

"Lets say a superintendent wants to know about dol-
lar spot," Scott says. "He can access the reference to look 
at research information and, with another click, look at 
product information on how to control it." 

The company recendy completed work on the global 
information system component of an ASP program to 
enable superintendents to call up planned views of their 
courses, set the rate of fertilization, compute how much 
will be used, hit the execute button, deduct how much 

will be pulled from inventory and trigger an order. 
Golfiat.com is also creating an ASP offering for dis-

tributors. "They'll be able to establish golf course prod-
uct discount centers that will contain all the products 
in their inventories, the products' technical specifica-
tions, and pricing information skews and discounts," 
Scott says. 

Choosing an Internet Service Provider (ISP) is an im-
portant step toward getting involved in e-commerce. 
You should know that more popular services like AOL 
have Internet interfaces with quirks that prevent them 
from properly displaying some Web pages. 

In addition, access for some ISPs can be difficult to 
secure in areas where subscriber demand outstrips the 
number of open lines. The service provides easy setup 
for Web pages, but the pages are very basic and noth-
ing like what a decent Internet site designer and ISP 
could do. 

You should pay no more than $25 a month for dial-
up access. Don't bother with firms that don't offer un-
limited access for their monthly fees. 

Now's a great time to buy a computer because there 
are many inexpensive models available. However, be-
ware of discount deals offered by computer hardware 
manufacturers, many of whom trade discounts for sev-
eral year commitments to ISPs. These may not be as de-
sirable as they appear because some services are not suited 

Continued on page 6e 

"Use the knowledge of your 

web developer-USG h i m 

o r h e r as a consultant." 
Melanie McGee, 

president, 

ImageNation 



Plugged 

Here are some 
of the many 
green indus-
try Web sites 
that you 1I L 
find useful: 

gcsaaorg 
turftech.com 
usgaorg/green 
ngf.org 
bidmgr.com 
wunderground.com 
turfnetcom 
ntep.org 
golfsatcom 
greentrac.com 
e-greenbiz.com 
igreens.com 
precisionusacom 
golfbusiness.com 
pestfacts.org 
lawnsite.com 
horticopiacom 
egarden.com 
floraplex.com 
growitcom 
growzone.com 
greenbuyer.com 
weedalertcom 
turfco.com 
green2go.com 
perma green 
greensuccess.com 

Continued from page 5e 
for commercial access. 

There are several access options: dial-up connection, 
Digital Subscriber Line (DSL), Integrated Services Dig-
ital Network (ISDN), cable modem a n d T l . 

Dialup connection is the slowest of the four options. 
It comes standard with PCs and is accomplished through 

a phone modem over normal tele-
phone wires. The fastest speed with 
this device is 56.6 kilobits per sec-
ond (KBS). 

A more speedy option, available 
over standard telephone lines, is 
D S L Several DSL varieties are avail-
able from regional phone compa-
nies or broadband communication 
providers such as Rhythms Net-
Connections in Englewood, Colo. 

"DSL offers speeds varying from 
7.1 megabits per second to 144 kilo-
bits per second, depending on how 
far your business is from your com-
munity's central telephone system 
switch," says Chris Hardman, 
Rhythms' director of public relations. 

Another option, ISDN, is less 
cost-effective than DSL, and its speed 
increase over DSL is negligible. 

Another access option is a cable 
modem. Because it comes through 
the cable system, it doesn't tie up a 
telephone line. It costs an additional 
$40 to $70 per month and provides 
access speeds from 500 kilobits to 
1.5 million bits per second. How-
ever, speed diminishes by the num-
ber of subscribers connected to each 
access cable. 

A T I connection is the next best 
thing to direct feed from the In-
ternet backbone. At 1.5 million bits 

per second, downloading 100-megabyte files will go as 
quickly as cutting dry grass in the late summer. 

Getting to the Web is easy as long as you have a Uni-
versal Resource Locator (URL) or Internet address. 

Typically, a customer or broker goes to a site, regis-
ters as a user and provides contact and credit informa-
tion to create an account. Then the person is free to log 
on and purchase or sell goods. 

Buyer registration is usually free, but not always. For 

example, Golfat.comvAH charge a $19.95 monthly mem-
bership fee and 6 percent transaction fee on sales. Com-
missions on most green industry e-commerce sites 
vary from 2 percent to 6 percent. 

Most firms assure the existence of sellers' goods and 
buyers' credit. Money moves from an escrow account 
once the product arrives. Delivery can be coordinated 
through the dot.com. 

Options available to buyers and sellers vary greatly. 
Some offer auctions, fixed price or name-your-price trans-
actions. o f Boulder, Colo., offers online 
auctions and direct sales and also recently premiered a 
request for a bids system for plants and equipment. 

PlantFind.com, a Boynton Beach, Fla.-based service 
that finds both common and rare plants, features sepa-
rate chat rooms for agriculture and horticulture opera-
tors. It also helps sellers market goods through Web pages 
it designs and creates free of charge. 

Michael Ferraro, president ofPlantFind.com, has ne-
gotiated a deal with Plant and Supply Locator where 
users can look up materials in its directory and dis-
cover if they are available at PlantFind.com. 

The Internet's advantage, he says, is that it pulls to-
gether a fragmented market and allows for buying hard-
to-find products quickly and inexpensively. 

Other firms, like eGarden.com, which has an inter-
active calendar of lawn and garden industry events, draw 
users in with content. 

"We have a news area and regional reporters who feed 
us news items," says Linda Watson, eGarden.corns pres-
ident . "We also have a stock listing for the top 25 lawn 
and garden companies." 

hired Kris Sweet, editor o f Orna-
mental Outlook, to generate copy for the news, weather 
and industry information section of its Web site. The 
site also has a staff entomologist, Suzanne Wainright, 
who answers pest-related questions. 

In the golf industry, one new e-commerce venture is 
the tee time reservation network, where courses enter 
into contractual agreements with services to allow golfers 
to book tee times on their courses. 

of Scottsdale, Ariz., which launched 
its site in January, lists all courses in North America on 
its site and has 1,000 of those courses under contract. 
Around 300 of those courses were "bookable" as of mid-
July, says Marney Edwards, senior vice president of 
Book4Golf Vacations. 

Book4Golf.com takes a 3.5 percent to 5 percent com-
mission of the total round price. In one week in June, 
the firm booked more than 2,100 rounds of golf online. 

Continued on page 8e 



"It's made things simple. 
Once someone puts in an 
RFP, we respond to it, 
and we get the business 
or not. The convenience 
is great.'' 

-Matt Bunch 
Operations Manager 
Carolina Eastem-Maloney 
Ravenel, SC 

"For us, I really believe 
the big benefit is the 
auction site. It's a good 
way to get movement 
on products you don't 
need anymore." 

- Frank Onesty 
Contract Manager 
York Distributors 
Linthicum Heights, MD 

"We're in Missouri, and we 
bid on some things in 
South Carolina that we 
would never have known 
about otherwise. Greentrac 
has taken us from being a 
localized business to 
being more nationwide." 

-Bill Kendrick 
PTS Turf Products 
Independence. MO 

"Greentrac brings 
business from all over 
to your doorstep. It's 
like having a solid 
salesman on the road, 
only with no gas 
expenses." 

-Bennett Denemark 
Sales Executive 
Sumter Small Engine 
Sumter, SC R 

itions Manager - Bennett Denemark 
na Eastem-Maloney H Sales Executive 
)el,SC _ ^ — M ^ ^ ^^^ ^ ^ ^ _ Sumter Small Engine 

who says 
greentrac.com works? 

"We needed flags with 
logos for the golf course 
we're opening. I attached 
files of logos to my RFP 
and got responses within 
a day or two. It was that 
simple. I got exactly what 
I wanted, as quickly as I 
needed it" 

-Randy Miller 
Superintendent 
Golf Club at Westcott Plantation 
North Charleston, SC 

'We'll get twice as 
much for used equip-
ment if we auction it 
on Greentrac.'' 

-Steve Minor 
Superintendent 
Creek View Country Club 
Crandall, TX 

"It's made it easier and 
faster to purchase 
equipment. I just purchased 
long core aerifier. I put 
down what I wanted, got 
competitive bids back, and 
took the one I wanted. It's 
definitely a timesaver." 

-Mark Colombo 
President 
Mark Colombo 
Leonard. Ml 

"It's a big help for me. 
I can quickly print 
off an attractive bid 
proposal with 
multiple bids to 
show my client." 

-Scott Pierce 
Project Manager 
First Golf Corporation 
Tempe. AZ 

W h e n you jo in G r e e n t r a c . c o m , you jo in a g loba l B2B c o m m u n i t y tha t va lues w h a t you do . 

Efficiency. Accessibility. Price. Get whatever you need and 
find out what everyone wants through eRFP and eAuction. 
It's so quick that you have more time for your business, 
your local community, and yourself. 

So isn't it time you joined the Greentrac community? 

Visit our Web site at www.greentrac.com or call 1-877-774-8722. 
Circle No. 161 

f j r Greentrac com 
^ ^ ~ i : i : -business to business 

What is your time worth? 

http://www.greentrac.com


Continued from page 6e 

Bui Id your own' 

The secret to Web commerce is to 
bring traffic through a site. Without 
visitors, a Web site has just as much 
value as a bad catalogue or billboard. 

First, those who wish to have their 
own Web sites should ask themselves 
what their goals are. Then they should 
hire professional Web site developers 
to turn their visions into reality. 

Melanie McGee, president of 
Cleveland-based ImageNation, de-
signs and implements Web sites. 

"I would like customers to have 
ideas of how their sites should look 
and function, but not concrete de-
mands," she says. "Many people for-
get that form should follow 
function." 

While she says logos, promotional 
materials and other advertising ma-
terials help sites, she cautions against 
imitation. "When a client demands 
that its site look exactly like joe-
bob.coms site, [the client] may be sell-
ing itself short." 

Decide what the site should do for 
the businesses. 

"I don t think that many people 
understand the capabilities of good 
Web developers," McGee says. "They 

"The 18,000 
buyers that represent 

those co-ops will come to us 

when they are Looking to 

purchase lawn and 

garden and outdoor living 

products online." 

can put more than an advertising-type 
of site online. If you can dream it up, 
it can probably be done. Use the 
knowledge of your Web developer. 
[Those people] are excellent sound-
ing boards for ideas." 

Of course, being ready to built your 
site makes life easier. Its also a good 
idea to have everything on disc in dig-
ital form. Electronic data (brochures, 
databases, letters, etc.) is easier to work 
with than paper-based data. 

Big bucks 

If you're thinking about creating a 
site for a wholesale or distributing 
business, be assured that this enter-
prise is more expensive than a pro-
motional site. 

"There is a tremendous up-front 
cost, in the neighborhood of several 
hundred thousand dollars," says 
EGarden. corns Harper. 

John Cochran, president of H 
, says his firms startup, Gieenb 

We asked 100 Golfdom 
We surveyed landscape contractors, lawn care operators and grounds 
managers to discover their e-business tendencies. We found: 

One in five have their own Web-sites (21 percent). 
More than half (53 percent) use the Internet for business-related purposes 
(71 percent of grounds managers, 55 percent of landscape contractors and 
46 percent of lawn care companies managers said they use the Web for 
business). 
50 percent use the Internet to find product information. 
47 percent use it for weather news. 
45 percent participate in e-mail or bulletin boards online. 
28 percent find association information online. 
Searching for general information is the most popular use for 89.5 percent 
Searching for industry information is second most popular for 82.9 percent 
35.5 percent said they make purchases on the Internet 
Mean hours spent online are 4.18 a week 



which launched April 1, had software 
costs of $2 million. 

Once a site is built, the next task 
for a site owner is to generate traffic 
through promotion and advertising. 
Albert s fu site was recently 
recognized by Farm Journals AG Web 
Service as having the second best rec-
ognized commercial agricultural site 
on the Web, behind John Deere & 
Co. Albert says his sites monthly trans-
actions are in the millions of dollars 
and that there are 50,000 registered 
users. 

When it comes to traffic, eGar-
den.coms Watson, Green2go.corn's 
Gardner and Plantfind. corns Ferraro 
talk about building a critical mass, 
which means a large number of buy-
ers and vendors. 

Launched as a retail site in De-
cember 1997, eGarden.com currendy 
has 150 vendors and projects it will 
have 500 by January . Eighteen 
months after founding the site, Wat-
son sold it to U.S. Home and Gar-
den. Last November, eGarden.com 
went wholesale and launched an auc-
tion site. In July, it opened a virtual 
store that offers 26 categories of goods 
in lawn and garden and outdoor liv-
ing products. 

The operation sells goods to both 
consumers and retailers. In fact, the 
latest feather in its cap is signing a 
long-term agreement with the nations 
three largest hardware cooperatives — 
Ace, Tru-Serv and Do-it-Best — to 
be their exclusive online sales outlet. 

Partners and alliances are the build-
ing blocks of these businesses. 
Plantfind. corns Ferraro has cut a deal 
with the Plant & Supply Locator di-
rectory. In return for becoming that 
publications exclusive online agent, 

will help find it new 

businesses such as brokers and dis-
tributors, online business people take 
a deep breath and say, "No." 

Right now, e-commerce sites need 
vendors as much as they need buyers. 
Harper and Watson both say that buy-
ers and sellers at their site switch hats 
all the time. They may come in to sell 
equipment but, while they're on the 

site, they might see some fertilizer 
available at a price from which they 
can make a profit. 

Like so many others, green indus-
try professionals have to get used to 
the idea of engaging in commerce on 
the Web. With online transaction sales 
percentages increasing every year, they 
can't afford not to. • 

Plantiind.com 
growers' markets. 

W h a t ' s the f a t e of 
o f f l i n e w h o l e s a l e r s ? 

I When asked whether online distrib-
ution foreshadows an end to real-time 



Computers and E-Maintenance: 
Fad, Folly or the Future? 
ave you succumbed to the computer age? Do you surf the 'Net? Do you Yahoo? 
What is your computer I Q rating — two tin cans and a string, or a Pentium 
5? And what does any of this have to do with growing grass? 

While computers have made a huge impact on our culture, remember 
that they are only a tool — not a silver bullet to help repair your every woe. 
The time savings and efficiency that computers provide are directly propor-
tional to how well you understand how to use them. For example, many su-
perintendents over 50 don't care much about computers, and those in their 40s 
find computers challenging. But superintendents in their 30s understand ran-
dom access memory and megahertz, and those in their 20s wonder why their entire 
courses can't be mowed robotically from their offices. 

We need to remind ourselves that even in this electronic age there are still many courses 
with manual irrigation systems and six-man crews. To this legion of superintendents, com-
puters will remain Star Wars toys of the future. But there's no discounting computers' 
increasing influence — they've even changed the way /do business. 

I've been the editor of The Florida Green magazine for the Florida Golf Course Su-
perintendents Association for 10 years. Over that decade, computer and software im-
provements have allowed my publisher and I to graduate from faxes to e-mails and from 
hour-long file downloading sessions to pdf formatted files which take minutes to send 
and receive. I can view the entire magazine design on my monitor and make any nec-
essary changes before it goes to press — a vast improvement over the pile of faxes on 
the floor. 

But what about computers and e-maintenance? There's a tremendous buzz at indus-
try events about online purchasing, GPS mapping and operational tracking. But what 
does it all mean for the superintendent on a daily basis? If the response to my poll is any 
indicator, I'd say the pace of computerization of golf course maintenance is slow. I sent 
out a simple questionnaire to 99 Florida superintendents via my e-mail network and asked 
them how they used computers at work and only 10 responded. 

But for those who use computers, the advantages will put them light years ahead of 
their competition. Data manipulation helps superintendents prepare budget reports with 
phenomenal speed, and rapid communication by e-mail has virtually eliminated the 
phone tag game. And let's not forget the No. 1 computer use in golf course maintenance 
— irrigation management. 

As for online purchasing, it's a feature that's hyped a lot but used sparingly — for 
the moment. Superintendents are a conservative group who don't like to be treated as 
guinea pigs. But this will change as a new generation of workers whose lives are 
shaped by the Internet join our ranks. 

There's no doubt that a computer can be a powerful tool on the administrative side 
of the job. Now sign off from the GCSAA Web site and go check on the crew. There 
are some things a computer can't do — yet. • 

Joel Jackson, 
the author of 
this column, re-
tired from Dis-
ney's golf divi-
sion in 1997 and 
is director of 
communications 
for the Florida 
Golf Course 
Superintendents 
Association. 



ConcordeSST 
BRAND CHLOROTHALONIL 

Super Stick Technology For All 
Seasons.. .All Major Diseases 

New Concorde SST offers proven disease control with maximum staying power. This 
formulation includes new Super Stick Technology (SST™), with adhesion properties 
that are bound to set an industry standard for tenacity. A contact fungicide you can 
use all season, Concorde SST will control 14 turf diseases, including algae, brown 
patch, dollar spot, leaf spot, melting out, anthracnose, rust and red thread. Its multi-
site mode-of-action helps prevent fungicide resistance and is ideal for all turf disease 
programs. Use it now and all year long. Find it at www.griffinllc.com 

When you purchase Concorde SST, Griffin Griffin L.L.C. 
you support The GCSAA Foundation's I 1-800-237-1854 
Investing in the Beauty of Golf" Campaign. 

W Me* Circle No. 162 

Always read and follow label directions. ©2000 Griffin L.L.C. Concorde ™, SST ™ Griffin L.L.C. 6025-01-7/00 

http://www.griffinllc.com


Where do 
distributors fit in 
the e-commerce 
equation? 
By Peter L. McCormick 

The dawning of e-commerce in 
the green industry brings 
more questions than answers 
in these early stages, particu-
larly concerning the impact it 
will have on the front-line cus-

tomer service provided by local distributors 
— not to mention the effect on the distribu-
tors themselves. Will the convenience of 
24-hour-a-day ordering override the con-
sultative selling skills of local salespeople? Will 
the promise of discount pricing lure a buyer 
away from his long-time local supplier? Will 
overnight shipping be fast enough when prod-
ucts or supplies are needed nowt 

Ask a golf course superintendent or sports 
field manager and you 11 get a different an-
swer to these questions than you will from a 
lawn care operator or landscape contractor. 
Even though these businesses share a com-
mon thread in the green industry, they are 

different and are often served by different 
suppliers. 

Since superintendents and sports field 
managers are stationary and have predictable 
budgets and buying patterns, they are easily 
serviced by local or regional distributors 
and their field salespeople. Being only one 
step removed from the manufacturer, these 
field salespeople tend to be well-trained and 
offer agronomic consultation and extended 
product demonstrations as part of their ser-
vice. Equipment setup, warranty service, de-
livery and credit are also offered by the local 
distributors. 

Lawn care operators, on the other hand, 
are usually on the move, preferring to order 
from their local suppliers by calling them on 
their cell phones or stopping by on the fly. 
They tend to be serviced by local two-step 
dealers who purchase from regional distribu-
tors rather than directly from the manufac-



turer and have limited field sales staffs, if any. 
Landscape contractors rely less on their local deal-
ers for consultation, equipment setup, delivery 
and even credit. As entrepreneurs with profit 
motives, they also tend to be more price sensi-
tive than at least the private club sector of the 
golf industry, which tends to let quality and ser-
vice override price concerns. 

The great unknown is how e-commerce fits 
into this scheme of things. One who can tem-
per conjecture with experience is George 
Kinkead, president of Minneapolis-based 
Turfco, a manufacturer of specialty turf 
equipment for the golf, sports turf and 
landscape segments of the green industry. 
Turfco took the e-commerce plunge in 
late 1999 with the Turfco Direct e-com-
merce initiative, and it has been a reve-
lation, according to Kinkead. 

"We have two distinct markets and dis-
tribution systems for our products," 
Kinkead says. "Our topdressers, material 
handlers and overseeders are targeted at the golf 
and sports turf markets, and have always been 
represented and serviced well by our traditional 
distributors. 

"On the other hand, our lawn care products 
— the sod cutters, edgers and aerators — had 
historically been handled by a two-step dealer 
network. With specialty products like ours, the 
dealers were too far removed from us to achieve 
the expertise needed to properly sell and service 
our products," Kinkead adds. 

Turfco launched Turfco Direct "as a way to 
reach those end users of our lawn care products 
who were dissatisfied with their local service, as 
well as open up new markets where we had no 
representation at all," Kinkead says. "Now those 
landscape contractors and lawn care people are 
dealing direcdy with us and are pleased because 
they're getting much better service." 

By eliminating one step in the supply chain, 
Turfco reduced its pricing on its lawn care prod-
ucts to the market level, Kinkead notes. 

"We wanted to establish one price for our 
products that was fair and competitive," he adds. 
"The net result was that pricing dropped slightly 
in some areas and dramatically in others, de-
pending upon how much some dealers were 
marking up our products." 

Turfco will be adding more lawn care prod-
ucts as well as a range of service parts to Turf-
co Direct in the near future, but has no inten-

tion of marketing its golf and sports turf prod-
ucts via e-commerce. "The needs of the lawn 
care and fine turf markets are very different," 
Kinkead says. 

On the turf supply side of the industry, Bob 
Lippman Sr. has concerns about the emergence 
of e-commerce. Lippman, a former superin-
tendent and manufacturer's representative, 
founded Westchester Turf Supply in Lincol-
ndale, N.Y., in 1976. He and his son, Bob Jr., 

LL THE convenience 
of 24-hour-a-day ordering 
override the consultative 

selling skills of local 
salespeople? 

sell fertilizers, seed, chemicals and other supplies 
to 150 golf courses in the metropolitan New 
York area. 

"I just don't see how these e-commerce com-
panies are going to fit into the picture," Lipp-
man says. "The competition between local dis-
tributors of turf supplies is strong, not to 
mention the national companies like Lesco and 
UHS. Particularly with pre-season programs on 
pesticides, we're operating on very low — often 
single digit — profit margins. It's to the point 
where we're almost cutting each other's throats, 
profitwise. There's litde for an e-commerce mid-
dleman to share." 

Lippman also questions how well the e-com-
merce companies will service the needs of his 
accounts in the traditional sense. 

"We have been contacted by several dot-com 
companies to entice us to participate with them, 
and I have asked them pointblank whether any-
one in their company knows anything about 
growing fine turf," he says. "They admitted they 
don't. They're just going at it as a buy-and-sell 
commodity type of thing when this industry 
demands more." 

Local distributors provide other services like 
warehousing, staggered delivery schedules and 
emergency deliveries when needed, Lippman 
notes. 

"Many superintendents don't like to inven-
Continued on page l4e 



Questions Abound 
Continued from page 13e 
tory large quantities of pesticides or fertilizers for insur-
ance reasons," he adds. "Plus, if a guy calls and needs a 
case of Daconil in a hurry, we'll have it to him in an hour 
in most cases. Hes not going to get that service over the 
Internet — at any price." 

Some shipping companies refuse to handle restricted-

use or other hazardous materials, and there are licensing 
issues as well, Lippman says. 

"New York state, for instance, requires a pesticide dealer 
to have a dealers license," he explains. "We go through the 
same testing as the end users do, and at least one person in 
the firm has to be a licensed pesticide applicator." 

Further confusing the issue are the recent agency pric-

ing programs implemented by some chemical manufac-
turers, and the contracted areas of distribution established 
and enforced by most manufacturers. With agency pric-
ing, the manufacturer sets a firm retail price and holds tide 
to the product, even while its in the distributors ware-
house. The distributor cant adjust the price up or down, 
and is paid a commission or agency fee by the manufac-

turer for selling and handling the product. 
"Agency pricing is a disincentive to shop 

around," Lippman says, "because you re going 
to get the same price from everyone." 

Greg Nicoll, superintendent at Maplewood 
(N.J.) CC, doesn't mince words when dis-
cussing his needs and the future impact of e-
commerce on the green industry. 

"As a young superintendent, I attribute a 
great deal of my success so far to my local sup-

pliers," he says. "If I come in at 6 a.m. and find I need 
of a case of fungicide, I can make a call and it will be here 
by 7:30. That's very important to me. I'm much more 
concerned with the consistent health and playability of 
my golf course than saving a few bucks here and there." 

Kinkead likens the dawning of e-commerce to the ad-
vent of the adjustable wrench. 

"E-commerce is going to be a tool in the toolbox, 
but not the only tool," he says. "Many people think when 
one thing evolves, another dies. That isn't really the case." 

Certain products will be supported more by e-com-
merce than others, Kinkead says. "The commodity prod-
ucts — seed, fertilizer, tee and green supplies, hand tools 
— will be the first to take off, particularly in areas where 
service isn't up to snuff," he adds. 

Manufacturers and front-line distributors must continue 
to justify premium prices and products with premium ser-
vice and support in the Internet age, Kinkead stresses. 

"Everyone who touches or handles a product has to 
add value to it," he says. "The guy who thinks,41 have this 
territory, these are my customers and they will do busi-
ness with me,' is a dying breed." 

Turfco is planning to use the Internet to help its dis-
tributors add value and improve customer service. Its Tur-
fco Direct service center offers charts of the most com-
mon service problems with any machines and how to 
fix them. Solutions are easily available to salespeople 
and end users. 

"If our salespeople can answer customers' questions — 
or the customers can access the information themselves 
— the customers will feel better about our products and 
be more likely to purchase them again," Kinkead says. • 

Peter L. McCormick is president of Skillman, N.J.-based 
TurfNet Associates, a provider of print and online infor-
mation services for the golf course industry. 

win the promise 
of discount pricing Lure 
a buyer away from his 
Long-time LocaL suppLier? 



Tips: Buying Online 
From bunker rakes to 

mulching equipment, its be-
coming easier to buy green in-
dustry-related supplies online. 

The benefits of ordering supplies 
and services over the Internet are nu-
merous. You can visit any number of 
sites and get instant pricing informa-
tion, as well as technical specifications. 
Since they can be updated in a few 
minutes, Web sites will likely have 
more current prices than that product 
brochure a turf equipment salesperson 
dropped off in April. 

The best e-commerce sites have 
other useful features, such as frequendy 
asked questions lists about the prod-
ucts they offer; geographically search-
able lists of service technicians and con-
tractors authorized to handle products; 
pages with e-mail, phone and fax num-
bers of the company representatives in 
your area; and e-mail links to ven-
dors themselves. 

Green industry e-commerce is, of 
course, only a small example of the 
worldwide procurement revolution that 
the Internet is sparking. The world-
wide B2B market is forecast to grow 
from $145 billion in 1999 to 
$7.29 trillion in 2004, according to 
Stamford, Conn.-based Internet com-
merce analysis firm Gartner Group. By 
2004, B2B e-commerce will represent 
7 percent of the forecasted $105 tril-
lion total global sales transactions. 

"The B2B explosion is imminent, 
fueled by a combustible mixture of in-
vestment financing, IT spending and 
opportunistic euphoria that is being fun-
neled into startups and brick and mor-

tars' e-commerce initiatives," said Leah 
Knight, principal analyst for Gartner 
Groups e-Business Intelligence Services. 

Most e-commerce experts break 
e-commerce into four distinct sectors: 

• Companies that sell goods or ser-
vices directly on their own sites. 

• Independent "trading exchanges" 
operated by third parties specific to an 
industry or group of industries, where 
merchandise or services are offered for 
sale from various and sometimes com-
peting vendors. Examples include Golf-
sat (www.golfsat.com) and Green-
trac.com (www.greentrac.com). 

• Auction sites that take competi-
tive bids via e-mail and then verify the 
transaction after the expiration of the 
auction period. One example is Auc-
tion Equipment.com, which has a sec-
tion for landscaping supplies. 

• Industrywide e-marketplaces, ad-
ministered by a consortium of compa-
nies in a given industry or by a trade as-
sociation. Although turf management 
e-commerce has yet to appear in this 
arena in any meaningful fashion, this 
is the hottest sector, one which Gart-
ner predicts will be responsible for 37 
percent of all B2B online transactional 
revenue within three years. 

How to f i n d s u p p l i e s 
Your most effective strategy to finding 
supplies online is to use an Internet 
index or search engine. Indexes, such as 
Yahoo! (www.yahoo.com), list groupings 
ofWeb sites by category. Search engines 
such as Google (www.google.com) go 
through much of the Web every few 
weeks and construct giant indexes of 

Web pages. By entering two search 
terms, say "sod" and "buy online," youll 
see a specially created search results page 
with listings of, and links to, sod ven-
dors that let you buy over their sites. 

I s o r d e r i n g s a f e ? 
Despite the sensational headlines that 
erupt when sites are "hacked," most 
online ordering is safe. Most sites that 
take credit card numbers are encrypted, 
which means the information you type 
into an order form is given a unique 
code by your browser that only the 
merchant's or site's e-commerce pro-
cessing software can decipher. 

Just as your bull detector goes off 
when you meet a bunk-artist salesper-
son in the real world, there are stan-
dards you can use to verify if a Web site 
you're thinking about buying from is 
legit. After all, in the real world, a face-
to-face meeting, a handshake, a hand-
signed contract all help foster trust. Yet 
in e-commerce, you don't get to see 
your seller's face — just its Web site. 

Just in case you have even a little 
doubt, the Better Business Bureau sug-
gests you avoid doing business with 
sites that can't be checked. "If a site will 
not divulge a street address and tele-
phone number, something fishy is 
probably going on," the BBB says. 

Fortunately, these incidents are rare. 
If they weren't, businesses wouldn't be 
flocking to Web-based purchasing. • 

Russell Shaw, a Portland, Ore.-based 
free-lance writer, covers e-commerce is-
sues for various publications and Web 
sites. 

http://www.golfsat.com
http://www.greentrac.com
http://www.yahoo.com
http://www.google.com


Take Advantage of the Web 
ack in 1998,1 was one of the first landscape professionals to realize the value 
of the Internet. Since then, I've never looked back. 

As a 23-year-old owner of my own lawn care company, Lawnicure, I could 
already feel my knees and back giving out. So I decided to work smarter, not 
harder. With an initial investment of $300,1 created a Web page that described 
my company and the services I offered, and put my Web domain name 
(www.lawnicure.com) on my business cards. I also pur that domain name in 
with my Yellow Pages advertisements to stretch my advertising dollars. 

A month later, I added a lawn care message forum to my Web page so that Chuck Keough 
landscape professionals who visited the site could say hello or ask me a question. This Owner, 
forum became popular, so in January 1999 I registered the domain www.lawnsite.com.LawnSite.com 
sold my lawn care company and started selling advertising space on the site. 

As hundreds of thousands of lawn care company owners started visiting my site 
monthly, manufacturers saw the value of sponsoring LawnSite.com with a banner (a 
small rectangle with the sponsor's company advertisement in it). Some people who 
see a certain product advertised might have something negative to say about it in the 
public discussion forum, but others with different experiences will talk highly about 
it. The great thing is that the manufacturer can jump into the discussion as well. 

Today, LawnSite.com is the most popular lawn care message forum on the Internet with 
more than 600,000 monthly page views, 20,000 different discussions on commercial lawn care 
and 1,100 registered lawn care company owners. 

Forum participants enjoy the interaction with their peers. Ed Wagner of www.turfquip.com 
sums it up nicely: "Lawn care operators nationwide share a common set of industry specific 
problems — poor public perception, lack of profitability, availability of labor and changing 
technology, to name a few. By sharing common concerns, LawnSite members are able to reach 
common solutions by saving time, money and shortening the learning curve." 

Moving forward, I've invested $10,000 additional dollars in hiring a software programming 
company to add a lawn care company directory and online marketplace to my site. I'm also 
creating LawnSites.com, which will offer web page design services to lawn care companies. 

All landscape professionals will eventually use e-commerce to benefit themselves and their 
companies. Watch out, local parts dealers, because you can't compete with the low overhead 
the Internet offers — LCOs will buy directly from wholesale outlets for big savings and the 
product will be delivered to their doorsteps. LCOs will also be able to research before they buy 
by talking to thousands of their peers across the country, not to mention getting industry news 
and events in minutes. Manufacturers will be able to reach a new market and get insight 
from LCOs on what they're looking for in equipment. Consumers will be able to find lawn 
companies and receive bids in minutes. 

If your company is not using the Internet, your competition is. You're missing out on a vast 
amount of knowledge and giving extra money to your local parts dealer to cover his over-
head. If you're looking for an excuse to buy a new computer, the Internet is one you should 
take advantage of. • 

http://www.lawnicure.com
http://www.lawnsite.com.LawnSite.com
http://www.turfquip.com


Will Surf for Work 
The Web's a great place to go job hunting. 
Here's a primer for the golf and landscape industries 
BY JOE DYSART 

There may have been a time in America when 
it was easier to get a job, but if someone 
remembers, please let us know. With the un-
employment rate regularly dipping below 4 
percent, its a stupendous time to go job surf-

ing. And as luck would have it, the Web offers tools 
aplenty for the employment-seeking opportunist. 

But before you hit the job boards, a stop by www.job-
huntersbible.com would be beneficial. Maintained by Dick 
Belles, author of What Color Is Your Parachutethe site is 
full of insights and tools for job searching on the Web. An-
other great source is The Guide to Internet Job Searching, 
by Margaret R. Dikel, France Roehm and Steve Oserman. 

As you might expect, green industry-specific job boards 
are great for quickly honing your search. But these boards 
do not offer many frills. If you're looking for in-depth re-
search, job-seeking advice and a high volume of offerings, 
youll also want to check out the general interest boards. 

As with most things on the Internet, the opportunities 
for finding a green job through the Web are growing ex-
ponentially as its user base continues to grow. Job seekers 
have literally thousands of general interest job boards from 
which to choose — and dozens of boards devoted exclu-
sively to green jobs. 

Indeed, by January 1998,17 percent of Fortune Global 
500 companies were cruising the Net for employees, ac-
cording to iLogos.com (www.ilogos.com), a market research 
firm. Last year, the figured jumped to 45 percent. Over-

all, high-tech market re-
search firm Forrester Re-
search projects that busi-
nesses will be spending 
$1.7 billion by 2003 to 
snap up new employees via 
the Web. 

Either way, boards that 
show up first in popular 
search engine returns to 
keywords like "golf jobs" or 
"landscaping jobs" should 
be among the first ones to 
try. Job boards that send e-
mail alerts are also handy 

Other features to con-
sider with a job board: 
How easy is it for employ-
ers to post a new job offering, and what's the overall feel 
of the site? If the site feels friendly, professional and first-
rate, there's a better chance the employer behind the board 
is offering the same kind of position. 

Green-specific job boards 
Green industry-specific job boards generally aren't as so-
phisticated as the general interest boards. But given that the 
boards are essentially in the backwoods of the Web, chances 

Continued on page 18e 

Finding 
work 
Check out these green 
industry sites if you want 
to go job hunting or look 
for capable workers: 

greenindustryjobs.com 
getgyob.com 
nurseryman.com 
landscapejobs.com 
gcsaaorg 
turfnetcom 
earthworks-jobs.com 
greensearch.com 
amigos-inc.com 
brickmangroup.com 
fiorapersonnel.comx 

http://www.ilogos.com


Will Surf for Work 
Continued from page 17e 
are greater that you'll come across a 
new opening no one else has seen. 

A good place to start in this cate-
gory is www.greenindustryjobs.com» 
where you can scan for job offers in 
four categories — irrigation, land-
scaping, tree care and nursery. You can 
search for jobs by date posted, state, 
territory, province, region or zip code. 

www.nurseryman.com offers an in-
formal jobs and resume-posting bul-
letin board, and www.landscape-
jobs.com appeals to an extremely 
narrow niche. For the scientifically 
inclined, vvw.earthworks-jobs.com is 
a source of job openings for plant, 
forestry and soil scientists. 

More than a few golf and land-
scaping industry types are attracted 
to the industry by a desire to do some-
thing good for the earth. There are 
no shortage of boards that specialize 
in jobs that emphasize a healthy re-
spect for the environment. Among 
these are www.ecbonline.com (Environmental Careers Bul-
letin Online), a^wwenviror^ and 
www.ashs.org/hortops.html (Hort Opportunities). 

General interest job boards 
Not surprisingly, general interest job Web sites offer a more 
sophisticated site design, more job and career help tools 
— and many more green jobs. O f course, the downside is 
that these boards are so popular, you're chance of seeing a 
new job first is slim at best. 

All of the boards below placed among the top 10 most-
trafficked job boards in 1999, according to Media Metrix, 
an Internet media market research firm. All placed among 
the top links recommended by Top 10 
Links, a Web-site review firm that rates 
sites based on traffic, usability and best 
overall performance. They are: 

www.monster.com: For many ana-
lysts, Monster is essentially the bench-
mark by which all other job boards 
are measured. Sporting an extremely 
slick interface, Monster allows em-
ployers to post jobs in real time and 
gives them access to more than one 
million résumés. Loaded with 
columns and articles on job hunting, 
Monster also offers detailed online ad-

visories for those thinking of switch-
ing careers, transferring military skills 
to the private sector and other special-
case scenarios. You'll also find chat 
rooms to swap job search war sto-
ries, and you can research company 
profiles. 

www.careerpath.com: Offering a 
simple, inviting, uncluttered home 
page, CareerPath also automatically 
imports ads from employer sites 
twice a week — so you know the list-
ings are current. Green job hunters 
here can also search ads posted on 
the Web or by nearly 90 affiliated 
newspapers. The chat rooms, bul-
letin boards, articles and other fea-
tures you'd expect at a top board are 
here. As a bonus, there are live, sched-
uled chats with leading recruiters and 
career counselors. 

www.careermosaic.com: If you're a re-
cent college grad looking for a green 
job, this should be one of your first 
stops. The entire site emphasizes help 

for the recent grad, including a résumé writing help cen-
ter. For the especially adventurous, there's also a special do-
main devoted to employers outside the United States who 
are seeking job candidates. 

www.hotjobs.com: In addition to the standard services 
found at other top sites, Hotjobs enables you to control 
which companies see your résumé online. It has an easy-
to-use tracking service that will inform you how often your 
résumé has come up in a search, and how many times it 
has been viewed. Another perk: Hotjobs offers a free e-
mail account to any and all takers. Plus, a number of em-
ployers have links here that lead back to their company 
home pages. 

www.job-search-engine.com: Stricdy a 
meta-search engine and not a job 
board, the site queries hundreds of job 
boards for a specified green job and 
returns links to all job boards offering 
such posts. Essentially, it's the place to 
go for a quick down-and-dirty look 
on what green jobs are available and 
nothing more. • 

Joe Dysarty an Internet business 
consultant based in Thousand Oaks, 
Calif., can be reached at 

joedysart@digitalubiquity. com. 

http://www.nurseryman.com
http://www.ecbonline.com
http://www.ashs.org/hortops.html
http://www.monster.com
http://www.careerpath.com
http://www.careermosaic.com
http://www.hotjobs.com
http://www.job-search-engine.com


You can search, buy and sell landscape supplies and services 
from a single comprehensive Internet site. 

www.BidMgr.com 

Get leads on projects, request estimates, submit bids 
and place orders, all at the click of a mouse. 

Plus we offer a number of value-added services that 
will help you grow your business and profits. 

Visit www.bidmgr.com and see how 
e-commerce is making it easy to be green. 

Bringing e-Commerce to the GREEN Industry 

8 0 0 - 3 3 2 - 5 9 7 1 www.BidMgr.com 

http://www.BidMgr.com
http://www.bidmgr.com
http://www.BidMgr.com


Defining E-Gommerce 
Address verification - Process 
used by a credit card proces-
sor or other party to verify 
that a customer's ordering 
address matches its records. 

Authorization - Process of 
making sure you have 
enough money in your bank 
account or line of credit to af-
ford the item you want to buy. 
If all goes well, an authoriza-
tion code is created and the 
money is deducted from your 
account/line of credit 

Back end/Office - The secret 
password-protected part of 
an e-commerce site where 
the merchant does the dirty 
work of managing the site, 
counting the money, and 
adding and/or deleting pages. 
Ifs similar to the back room of 
a regular store - except no-
body (hopefully) comes out to 
say, "If ifs not on the shelves, 
we dont have it" 

Banner - An often-annoying 
interactive advertisement on 
a Web site that will pop up by 
just brushing it with a curser 
at the most inopportune time. 

Card not present merchant 
account - Account allowing 
merchants to process credit 
cards without the cardholder 
actually being there. Internet 
merchants need Card not 
present merchant accounts 

to conduct business online. 

Certificate authority - Third 
party which verifies the identity 
of merchants and their sites. 

Check-out stand - Shipping 
and payment-processing 
area of an e-commerce site. 
Contains bill-to and ship-to 
information, along with pay-
ment method. 

Commerce server - Server that 
manages and maintains trans-
actions and back-end data for 
an e-commerce Web site. 

CyberCash - Secure gateway 
for authorization and capture 
of credit-card funds. 

Cyberpunks - Knowledgeable 
computer buffs with attitude. 

Delayed settlement processing 
— Once a transaction has 
been authorized, the mer-
chant must ship goods be-
fore transaction can be set-
tled. Delayed settlements 
are stored online until the 
merchant selects the trans-
actions for settlement 

Digital or electronic cash -
Also called e-cash, it is mak-
ing payments by transmitting 
a number from one com-
puter to another. The num-
bers, just like those on a dol-
lar bill, are issued by a bank 
and represent specified 
sums of real money. Digital 
cash is anonymous and 
reusable, like real cash. 

Digital certificate - Issued by 
a certificate authority, it veri-
fies to the shopper that the 

virtual store is asso-

ciated with a physical ad-
dress and phone number, 
which can increase the shop-
per's confidence in the 
merchant 

Digital signature - Digital 
code attached to an elec-
tronically transmitted mes-
sage that identifies the 
sender. Ifs like a written sig-
nature, and is important for 
electronic commerce and a 
key factor in most authenti-
cation methods. 

Digital wallet - Encryption 
software thafs used like a 
real wallet during e-com-
merce transactions. It holds a 
user's payment information, a 
digital certificate to identify 
the user and shipping infor-
mation to speed transactions. 
The Vallef is also encrypted 
against fraud. 

Disintermediation - Cutting 
out the middleman, such as 
when Internet-based compa-
nies bypass traditional retail 
channels to sell directly to 
customers. 

Electronic check - Takes 
money from users' checking 
accounts to pay bills. 

Electronic wallet - Stores 
your credit card numbers on 
your hard drive in an en-
crypted form. 

C o o k i e 

Message given to Web browser by Web server. The 
browser stores the message in a text file called 
cookie.txt The message is then sent back to the 
server each time the browser requests a page from 
the server. The purpose is to identify users and pos-
sibly prepare customized Web pages for them. When 
you enter a Web site using cookies, you may be 
asked to fill out a form providing such information as 
your name and interests. This information is pack-
aged into a cookie and sent to your Web browser, 
which stores it for later use. 



The SSL (Secure Sockets Layer) Protocol was 
developed by Netscape Communications, which 
provides secure communications between the 
server and client preventing others from capturing 
or viewing the data being exchanged. 

Encryption - Process of cre-
ating secret codes to 
protect stuff flying through 
cyberspace. 

Extranet - Extension of cor-
porate intranet that connects 
the internal network of one 
company with the intranets of 
its customers and suppliers. 
Makes it possible to create e-
commerce applications that 
link all aspects of business re-
lationship, from ordering to 
payment 

Hypertext - Text that contains 
links to other Internet sites 
and documents. 

Interchange - The exchange 
of information, transaction 
data and money among 
banks. Interchange systems 
are managed by Visa and 
MasterCard associations and 
are standardized so banks 
and merchants worldwide 
can use them. 

Micropayments - Transactions 
in amounts between 25 
cents and $10. 

Order confirmation - E-mail 
message notifying you that 
an order has been received 
and will be processed and 
immediately sent 

Portal - Aims to be the first 
place people see when en-
tering Internet especially 
within an industry category; 
has links galore, perhaps a 
search engine, to encourage 
its popularity as a "port of 
entry? 

Shareware - Software that 
can be used on a trial basis 
for free. Payment is expected 
if used after trail period. 

Real-time credit card process-
ing - Credit card purchase is 
authorized while a shopper is 
still online. If credit is denied, 
the shopper has opportunity 
to fumble around for another 
credit card to try. 

User ID - Unique identifier 
selected by a person opening 
an account an an e-com-
merce site. 

Weight threshold/Price 
threshold - Method of charg-

ing for shipping. Merchant 
defines various price ranges 
and assigns a dollar amount 
for shipping charges to each 
range. • 
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you're Open for 
Business on the Web 

toh 
eb Marketing 
Applied, Web A 

Marketing Strategies for the 
New Millennium, is the must- ^ ^ 
have book for Webmasters, ^ 
Web marketers, Web J 0 
developers...or anyone involved ^ ^ 
in the marketing or promotion of * * \ 
a Website. Every chapter is filled ^ m f % with powerful ideas to help you 
drive traffic to your site. Excellent for 
any industry, business or profession. ** M o v e ? 

$31-
l tem#DMGB100 
Over 300 Pages 
Soft Cover 

Written by internet specialist 
and leading author, Joe TYacy 

eb Marketing Applied: 
• Teaches you how to properly market your Website, 

step-by-step, to achieve maximum results in a short 
period of time. 

• Shows you how to master hundreds of Web 
marketing strategies, secrets, techniques, and 
powerful tips to drive traffic to your site and identify 
new marketing opportunities. 

• Helps you create customer loyalty for repeat business. 

• Teaches you how to develop a winning marketing 
plan specifically for your Website. 
Worksheets included. 

• Provides you with FREE access to a password secure 
area online where you can gain more valuable 
techniques and share ideas with other Webmasters. 

• Reveals strategic offline marketing techniques to 
drive traffic to your Website. 

• Explains how public relations plays a vital role in 
marketing and outlines powerful public relations 
techniques for achieving visitor loyalty and 
maximum marketing results. 

• Illustrates how to brand your Website and grow 
your business. 

Master Your Next Move wi th Success! 
Call 1 -800-598-6008 

Fax: 218-723-9146 • Outside the U.S. call 218-723-9180 
Please mention code 950934LM-D when ordering 

Visit our Website and order online at www.advanstarbooks.com/webmarketing/ 

http://www.advanstarbooks.com/webmarketing/


www.amigos-inc.com 
Amigos Incorporated 

214-526-5665 

f 
www.letslandscapetogether.com 

Let's Landscape (Together) 
905-760-2209 

1 
www.greensearch.com 

Greensearch 
888-375-7787 

www.turboturf.com 
Turbo Technologies 

800-822-3437 

i 
www.hgbid.com/index.cfm 

Home and Garden Bid 
908-301-1837 

r 
www.golfcourseequipment.com 

Website Rentals 
941-642-4725 

http://www.amigos-inc.com
http://www.letslandscapetogether.com
http://www.greensearch.com
http://www.turboturf.com
http://www.hgbid.com/index.cfm
http://www.golfcourseequipment.com


Getting green products "te go" has never been easier. 

We de l i ver g rowth . 

Introducing Green2go, the premier online marketplace for landscape contractors, growers and 
other green industry professionals. We re the one stop solution run by industry leaders G r e e n com 
that offers a menu of the highest quality green goods and hard line products, t imely delivery, 
24 hour tracking and end to end logistics. From cost eff icient ordering to optimized delivery, d e l i v e r (j T U W t h 
it 's as easy as take out. 

M A 1 , V ^ N u r s e r i e s j Garden Centers j % Landscape Professionals Institutions y Golf Courses Irrigation 

Ca l l 888 424 7443 or r eg i s t e r f a s t and free on l ine at w w w . G r e e n 2 g o . c o m . 
•r ' . V ' • Circle No. 164 

http://www.Green2go.com


. . . 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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The Hispanic 
Our industry's appetite for landscape 

laborers from south off tHe border Just 

keeps growing and growing 

BY R O N H A L L / S E N I O R E D I T O R 

The green mountains of 
central Mexico, once the 
source of most of the 
world's silver, are giving 
up yet another precious 

commodity — workers. 
U.S. industry is tapping rural Mexico 

for able-bodied laborers with the same des-
perate eagerness that the Spaniards of the 
17th century sought precious metals. This 
time the Mexicans, many of whom are 
grossly under-employed, eagerly oblige. 

In fact, they're so willing to work that 
they often go to incredible lengths — and 
often at great danger to themselves —to do 
so. As many as 50,000 migrants sneak 
across the border illegally each month, say 
authorities. 

Most are seeking employment. Many 
intend to stay in the United States. 

A smaller number of alien workers 
enter the payrolls of U.S. firms through 
sanctioned programs. The most popular 
with landscapes is H-2B, an alien worker 
program that allows seasonal employment 
of unskilled workers when domestic 
labor is unavailable. 

Labor-starved landscap 
ers snatch up both 
sources of labor. 
But the 
firms 

that want to make sure their foreign-bom 
workers will be around the entire season 
are increasingly using H-2B. 

H-2B, bom during an overhaul of U.S. 
immigration laws in 1986, has a quota of 
66,000 workers annually. About 93% of 
H-2B certified workers come from Mexico, 
says C. Scott Evans, operator of the labor 
solutions firm SILC-H2B, Bay City, TX. 

The rules for U.S. businesses wanting to 
participate in the program are relatively 
simple, but most landscapes discover that 
completing its many requirements are te-
dious and that rounding up the workers 
can be daunting, particularly the first year 
they need H-2B workers. 

The program, in addition to giving land-
scapes a source of labor, has spawned a 
handful of "labor solutions" entrepre-
neurs. 

For a price, these 
labor specialists 
will find 

the alien workers and wade through the 
documentation that qualifies them for U.S. 
employment. 

The price of labor 
How much does it cost to obtain H-2B cer-
tified workers? The price varies depending 
on which of the several labor contractors 
you deal with. Generally, the more workers 
you need, the lower the price of each one. 
But at least one labor contractor charges a 
flat fee no matter how many. 

If your landscape firm requires 100 or 
more workers, you may pay as little as $325 
annually per worker, says Robert Wingfield, 



Partnership 

Robert Wingfield 

who's been finding Mexican labor for land-
scapes for more than a decade at Amigos 
Labor Solutions, Dallas. But if 
you only need a few laborers, 
you could pay as much as $650 
per employee, he says. 

But Scott Evans, SILC-H2B, 
says: "I've never quite figured 
out how to charge per worker." 
He charges a flat fee no matter 
how many workers a company 
needs. He says the amount of 
legwork needed to gain H-2B 
certification for 10 workers is essentially 
the same as it is for 1,000. 

Even so, somebody still has to recruit 
and make sure the workers have the neces-
sary paperwork in Latin America. 

The take home message: Check out the 
qualifications of the labor contracting firm. 
Ask for the names of clients. 

Putting a price tag on human labor 
seems like a cold-blooded way to calculate 
the worth of fellow humans. But don't 
forget that H-2B workers base their ac-
tions on dollar signs, too. 

Labor in Mexico is abundant and cheap. 
The average salary for an auto worker at a 

Mexican assembly plant is $.90 an hour 
compared to U.S. workers, who 

makes over $20 an hour 
for essentially the 

work. And when H-2B workers arrive in the 
U.S., they expect to work at least 50 hours a 

week at fair laborers' wages. Most 
send a portion of their earnings 
back to Mexico to support fami-
lies, and many return to their 
homes in November or Decem-
ber with $4,000 or $5,000 in 
their pockets. 

Most companies that al-
ready have H-2B workers have 
little difficulty keeping them (at 

least the ones they want) or adding to 
their numbers. That is, if they treat them 
fairly and with proper respect. 

There's the story of the landscaper in 
southeastern Michigan who grew compla-
cent with his Mexican construction crew 
and was lax about getting everyone back. 
After struggling through the first two 
months of the following season with labor 
he had managed (with great difficulty) to 
recruit locally, the business owner literally 

continued on page 26 

Seasonal labor users Join forces 
U.S. companies using the H-2B seasonal alien worker program are banding 
together. About 180 individuals and companies have already joined the fledgling 
National H2B Users Association (NHUA), reports C. Scott Evans, Bay City, TX, who 
is heading the group. 

Individuals and companies that are dependent on the continued availability 
of seasonal labor from outside U.S. borders make up the majority of NHUA's 
membership. These include landscape, construction and hospitality firms, among 
others. The group also includes companies that recruit and place H-2B workers, 
says Evans, president of one such firm, SILC-H2B. 

Evans says that he will be at the Green Industry Expo, Indianapolis, IN, 
Nov. 5-7, to promote the NHUA. 

Labor specialists 
Mid-Atlantic Resources Association 
Libby Whitley, General Manager 
180 Emily's Gap Road 
Roseland, VA 22967 
804/277-5800 

Amigos Labor Solutions, Inc. 
Robert Wingfield 
5415 Maple Ave., Suite 112A 
Dallas, TX 75235 
214/634-0500 
www.amigos-inc.com 

GT0 International LLC. 
Jeffrey West 
P.O. Box 82474 
Rochester, Ml 48308 
248/608-1827 
www.mexicanlabor.com 

SILC-H2B 
C. Scott Evans 
3205 Ave. K 
Bay City, TX 77414 
979/245-7577 
www.silc-h2b.com 

http://www.amigos-inc.com
http://www.mexicanlabor.com
http://www.silc-h2b.com


continued from page 25 
greeted the return of his seasonal foreign 
employees with hugs. Not only that, but he 
began treating them with newfound respect. 

"The best recruiting opportunities 
come when a company can recruit within 
itself or within its community," says Evans. 
"You'll get good workers by asking your 
existing foreign workers if they have rela-

tives or friends who would like to work for 
your company. 

"This solves a lot of problems. The new 
worker will already have a friend when he 
arrives, he will likely have a place to live 
and he will have a ride to and from work." 

Get a move on it 
You may or may not be in a similar situa-

tion, but if you're considering employing 
legal Hispanic labor in your landscape op-
eration for next season, begin the process 
now. It's going to take you about 120 days 
to meet the requirements. 

To qualify for seasonal workers through 
H-2B, you must convince authorities that 
you can't find a sufficient number of local 
or domestic workers. This isn't a difficult 

More value from trained workers 
everal years ago, Jeff West, who runs the labor re-
cruiting company GTO International LLC, Rochester, 
Ml, traveled to Mexico. His goal was to establish a 

week-long program to train Mexican workers for seasonal 
employment in the U.S. Green Industry. 

He felt, and continues to feel, that a trained worker — 
any trained worker — is more valuable to the U.S. Green In-
dustry than an untrained worker. 

Jeff West, left, and Douglas "Buck" Buchanan operate GTO Inter-
national out of offices in Rochester, Ml, and Guanajuato, Mexico. 

West's goal was to train Mexicans how to operate mowers 
and other landscape maintenance and construction equip-
ment. But he also thought they should be advised on more 
practical matters, such as simple English language instruction. 

"We wanted to give the people in the program an idea of 
what to expect when they arrived on the job in the United 
States," says West. "We wanted to let them know that the 

streets aren't paved with gold and the work will be hard. We 
wanted to get them off to a good start because we knew 
that the first year on the job is the hardest." 

At the time, West was director of golf at a championship 
caliber golf course in southeastern Michigan that needed 
seasonal workers. 

Also, he was just beginning his own company to access and 
deliver Mexican workers to U.S. companies who needed sea-
sonal help. 

Mexican officials liked West's idea. They whisked him to 
10 different locations within the country in as many days, 
seeking a suitable site for the training program. 

West selected Guanajuato, a quaint jewel of a colonial 
city with about 100,000 residents. It's set in a narrow moun-
tain valley in central Mexico, easily accessible because of 
good roads in all directions and an international airport at 
nearby Leon, a city of about 1 million people. 

That first program turned out to be both a success and a 
failure, says West. 

"We lost money," he explains. "Obviously, we couldn't 
charge the workers money to participate, and when we 
asked landscapers if they would pay more for a trained 
worker, they said no." 

On the plus side, almost all of the 20 workers who com-
pleted the program turned out to be excellent employees, 
returning to work for the same employer each spring. In 
fact, several now speak English and perform skilled tasks. 

West continues to travel to Mexico to re-establish a 
training program for Mexicans seeking seasonal employ-
ment in the U.S. landscape industry. 

He also remains convinced that, in the long run, U.S. 
firms will see the value in hiring better-trained workers. 



The best recruiting opportunities 
come when a company can recruit within itself or 

within its community." — C. Scott Evans, SILC-H2B 
task. In most parts of the country, there is 
a shortage of local applicants to work for 
the wages you pay laborers. Even so, most 
landscapers seem more inclined to pay 
labor contractors (see our list) to recruit 
foreign workers than wade through the pa-
perwork themselves. 

Wingfield, of Amigos, says that every year, 
U.S. businesses get closer to filling the H-2B 
quota of66,000 workers, so companies plan-
ning to use H-2B should get a move on it. 

"The landscape industry isn't the only 
industry that needs and wants these work-
ers," says Wingfield. "Anybody who has a 
seasonal need can get them." 

Well, almost anybody. Landscape com-

panies in the states of Arizona and Califor-
nia have difficulty convincing authorities 
that their labor needs are seasonal. 

In other states (or particular regions 
within a state), a complicated set of federal 
regulations has set the wages for laborers so 
high that contractors can't afford to meet 
them. The H-2B program mandates that 
alien seasonal workers be paid the prevailing 
wage for labor in the area the company op-
erates in. In Long Island, NY, for instance, 
this wage approaches $13 an hour, too high 
a figure for most contractors there. 

"I think the U.S. Department of Labor 

and the INS (Immigration and Naturalization 
Service) are trying to tweak these programs," 
says Wingfield. "I don't think they expected 
the response from all of the industries." 

For example, authorities in some 
states are demanding to see some land-
scape company payroll records to make 
sure their Hispanic workers are truly sea-
sonal. 

Even so, H-2B remains the most popu-
lar and surest route to gaining landscape 
labor. That's not likely to change in the 
short term, insists Wingfield. 
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How to build the 
Hispanic relationship 

Doing a few little things for your 

Hispanic workers will keep 

them happy...and coming back 

BY G E O R G E W I T T E R S C H E I N 

number of forward-looking 
companies are building on 
the fact that Hispanics come 
from another culture and 

have different motivations. The business 
rewards are many: less turnover, more mo-
tivation and productivity, and upward pro-
fessional development of talented Hispanic 
people. There's also the human reward like 
the satisfaction of being in a personal rela-
tionship with your workforce, plus the 
day-to-day satisfaction of working with a 
happier group of employees. 

One such company is Jacobsen Land-
scape Design & Construction in Midland 
Park, NJ. The 22-year old firm employs 50 
to 60 employees in peak season. About 80% 
of their field workforce comes from nearby 
Hispanic communities — the people are ei-
ther citizens, green-carded or temporary. 

"If I didn't have these guys, I wouldn't 
be in business," says president Glenn Ja-
cobsen. "There is no local Anglo labor 
force here. I realized that pretty early on, 
and I established a relationship with some 
Mexicans. That was the beginning. 

"I help people," Jacobsen continues. 
"That's my philosophy. If they're going to 
work for me and be committed, we'll help 

Jacobsen Landscape Design & Construction 
draws much of its Hispanic workforce from 
communities surrounding its Midland Park, 
NJ, headquarters. 

them as much as we can. Like anyone else, 
they appreciate that kind of treatment. 
And if they can help me, it's a two-way 
win." 

Apparently, that's just what has hap-
pened. The early core group of Mexican 
workers has, in turn, greatly assisted his busi-
ness. Many of them are still with the firm — 
in any given year, nearly all of his Hispanic 
labor force comes back after the winter lay-
off — and they've brought their relatives and 
friends to apply for positions as well. 

Relationship builders 
What accounts for their loyalty? Jacobsen 
Landscape does a number of specific things 
that "build the relationship" with the His-
panic labor force. 

Fairness. "Whether you're Hispanic or 
any other nationality, the key is treating 
people fairly to get their respect," Jacobsen 
says. "If you're fair to people, they're fair to 
you. And if you take advantage of people, 
they're going to take advantage of you. 
Fairness doesn't apply just to your Hispanic 
workers — it's a whole philosophy of busi-
ness. I deal with my clients and my other 
employees that way." 

Respect their family orientation. "This is 
something you do on a personal level every 
day — asking about their families and so 
on. The family unit is very important in 
Hispanic cultures. I learned that early on 
with the Mexicans, but I also know that it 
holds true with most of the South Ameri-

continued on page 30 
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continued from page 28 
can countries. I have a lot of respect for 
that," he adds. "In turn, they helped me 
with hiring because they felt that this was a 
good place for their friends and relatives to 
work. Some were not treated fairly work-
ing elsewhere in the industry, and being 
treated well here impressed them." 

Recognize the nationality. "We've found 
that it makes sense to keep people from 
the same country within a crew," Jacobsen 
notes. "They do have different cultures and 
different ways of doing things, so if you 
keep them together, they seem to develop 
better rapport." 

Career and personal enrichment. "I have 
quite a few foremen who have come from 
this group — it's something that happens 
naturally. If they're here long enough, and 
if I see that they have skills and the desire to 
stay, I encourage them to move up. A lot 
are bilingual," he adds. "We're hooked in 
with a private language company that 
teaches them English, so I'm subsidizing 
their development." It's another example 
of the company's "Benefit them, benefits 
us" philosophy. The four-month language 
program includes a code of conduct cover-
ing attendance, completion of homework 
and passing grades. Students who keep to 
the code receive a bonus. 

Sessions with a consultant. "The idea to 
help with their immigration paperwork 
was something that Angelo Miño pointed 
out to us," Jacobsen reports. "Angelo is a 
consultant who helps Green Industry com-
panies with their Hispanic work forces. I 
met him at a trade show and we hit it off 
immediately because we think along 
pretty similar lines about the value of help-
ing people. We brought him in to com-
municate with our people last December, 
and we're going to have him back at least 
once or twice this year." (See sidebar.) 

Personal assistance. Jacobsen helps its 
immigrant laborers with the kinds of bu-
reaucracy they often find daunting: immi-
gration paperwork, drivers' licenses, car 
loans, mortgages and others. Office Man-
ager Donna DeLuccia draws a lot of that 
responsibility. 

Cultural exchange. The company has 
now sponsored two annual exchanges of 
culture based around Thanksgiving Day. 
"It wasn't my idea — it came from one of 
the guys," admits Jacobsen. "I wanted to 
have a celebration at Thanksgiving, instead 
of at Christmas, because by then many 
people are back home already. But one of 
my Hispanic people said, 'Can we add a 
Mexican feast?' I agreed. They prepared 
the Mexican feast, and I reimbursed them 
and gave them time off to do it. We did an 
American Thanksgiving (meaning turkey 
and mashed potatoes), and they prepared a 
Mexican feast based on roasted sheep and 
rice. The whole production force was 
there. It was a pretty successful event — 
the people really do like that form of ac-
knowledgement." 

Holidays. "We are aware of Mexican and 
other holidays, and we observe them," Jacob-
sen explains. "That's showing respect for 
their heritage. We don't give days off — it's 
really just a matter of posting it on the bul-
letin board. They want the acknowledge-
ment and want to see that you understand 
when their important times are. Our Ameri-
can holidays don't mean too much to them, 
other than a day off. When we offer recogni-
tion of their own holidays, it goes a long way." 

How Jacobsen wins 
Has the company's philosophy solved its 
hiring problems in a painfully tight labor 
market? Yes, but not entirely. Jacobsen 
still has labor and hiring issues. "I don't 
know if I will ever get to the point where I 

Latin American 
Holidays 
observed at Jacobsen Landscape: 

Mexican Independence, September 15 

Ecuadorian Independence, August 10 

Peruvian Independence Day, January 18 
(Mexico) la Virgen de Guadalupe, 
December 12 

(Ecuador) Batalla de Pichincha, May 24 

won't," he says. Most of his pain comes 
from success - because the company is 
growing so rapidly. 

"We had over 20% growth last year. 
With that, you need to have a good supply 
of people. We're at a pretty strong hiring 
level, and every year we seem to get better. 
But the company's growing so rapidly, it's 
tough to have the people ready for the po-
sitions. If we weren't good with our peo-
ple, we'd never be able to support that 
kind of growth. For example, 95% of the 
people we laid off for the winter last year 
came back in the spring. I think that's a 
pretty good ratio, and a good indicator that 
things are working. We're proud of it." 

What about other sources of labor? 
The company may eventually have to turn 
to the Federal H2B program for more 
workers, despite the well-known hassle 
factor. And Jacobsen has recently devel-
oped a rapport with the local Ecuadorian 
community in New Jersey — again, the 
fruit of the fairness policy. 

They had an Ecuadorian group come in 
last year for the first time. "I asked them to 
bring more guys in this year, and they 
have," says the company president. "Once 
you're fair, they usually bring in friends 
and relatives!" 

— The author is a contributing editor based 
in Mendham, NJ. 
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Four factors for success 
Want to help your 

Hispanic employees 

assimilate quickly? 

These four factors 

will get you started 

BY G E O R G E W I T T E R S C H E I N 

Assimilating Hispanics into an 
organization won't happen 
overnight, but it can happen 
with less hassle, better com-

munication and good feelings. 
Angelo Miño is human resources and 

safety director at Signature Landscape in 
Olathe, KS, and also a consultant in the 
field of Hispanic labor forces in the indus-
try. A well-known Hispanic speaker at in-
dustry meetings, he stresses four factors to 
keep in mind when dealing with a Hispanic 
labor force: family, country, god, support. 

"These four factors apply generally 
across Hispanic peoples," Miño says. 

"Build them into 
your training and 
safety courses as a 
way of creating loy-
alty and ties be-
tween the employer 
and the workforce. 

I They are so impor-
& tant for us Hispanics 

— recognition of 
them will tell me 

that you want to work with me. In turn, 
I'll know that I have to do something extra 
for you. That's what loyalty does." 

Miño listed the four factors for assimilat-

Angelo Miño 

Humberto Moran's skills in small engine repair landed him a job in a mower maintenance shop. 

ing Hispanics, and how you can apply them: 

1. Family is important to us 
"The extended family is what moves the 
Hispanic people. Make use of this concept 
by inviting members of the employee's fam-
ily to become a little bit more active in com-
pany life," Miño says. "For example, when I 
start a new safety program, I will request 
my employees to bring me pictures of their 
wives and their kids, and I will put up a sign 
saying 'Please work safely — you are impor-
tant to these people!' Sometimes I ask the 
wives and the kids to write letters to their 
husbands or fathers asking them to please 
work safely. And let me tell you it works -
with both Anglo and Hispanic people. 

"To increase work quality and produc-

tivity, I give out calling cards so that people 
can call their families without any extra 
expense," he adds. "Or I allow one of my 
employees to call from the phone in my 
office. That might give me an opportunity 
to speak with an employee's mother briefly 
and say, 'Thanks for having such a great 
boy - he's one of the best people here. But 
you don't want to speak with me - you 
want to speak with him!"' 

Mino's firm also holds open houses and 
field days open to the families. "Since in the 
Hispanic employee's mind, 'It's not just 
me, it's my family,' make his family part of 
the company celebrations," he suggests. 

"Take one second to ask, 'How are your 
kids doing in school?' When a child is 

continued on page 34 
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For the PENDULUM herbicide distributor nearest you, 
call 1-800-545-9525, ext. T2611. 

Or visit our website at www.turfflacts .com. 
Always read and follow label directions. unmatched value. unbeatable performance. 

Circle No. 132 on Reader Inquiry Card BASF 

When someone suggests vou spend more money on a less 
effective preemergent. it's time to hold on to vour wallet. 

http://www.turfflacts.com
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continued from page 32 
born, put up pictures of the baby and 
mother on the safety bulletin board," he 
notes. "Let brothers, sisters and others 
come and apply for jobs in your company. 
As a family unit, they will take care of your 
business like it was their own." 

2. We are very patriotic people 
"I always advise my clients to create 'inter-
national comers' with flags, caps or memen-
tos from a given country and display them 
on the wall. It's a kind of small museum 
with a sign that says, 'This company cele-
brates our multicultural heritage,'" Miño 
says. "Buy the flags of each of the countries 
that your people come from, and display 
them in the break room. When they see 
their flag every morning, it will motivate 
them. The message is: 'My boss cares about 
me. He took the time to go and find my 
country's flag and put it on the wall.' 

Miño notes the displays are also good 
tools for marketing. "They tell your clients 
that you respect your employees and your 
clients as well, because our United States 
customer base is increasingly multiracial 
and multicultural. Plus, if clients and 
prospective clients see that you take good 
care of your employees, they may get the 

impression that you will take good care of 
their properties also," he says. 

3. We like people to respect 
our beliefs 
Approximately 87% of the United States 
Hispanic population is Catholic - usually, 
deeply so. How do you celebrate this factor? 

"Change your holiday structure for His-
panic employees," Miño recommends. "If 
your company offers seven holidays a year 
for the Hispanics, keep five of the American 
holidays and switch two. (Memorial Day 
and Labor Day really don't mean anything 
to us.) Let the Hispanic people take two 
days to celebrate really important religious 
feasts. For example, Mexicans are big on 
December 12, the Feast of Our Lady of 
Guadalupe. And June 24th, the feast of San 
Juan, is very important for Puerto Ricans. 

"That policy will help your safety rates!" 
he adds. "Some of my client companies 
have told me that on the 13th and 14th of 
December, there are some accidents in the 
workplace and they want to know why. 
You're asking them to come to work the 
day after! The night before, there has been 
a big celebration - they wait until midnight 
to go to church and sing the birthday 
hymn to La Virgen de Guadelupe, and 

I Angel Arredori 
23, is from Irapauto, 
Mexico, and is 1 
with irrigation. 



then they go and drink and dance! If they 
show up for work the next day, they'll cer-
tainly be tired. They won't produce, and 
they will expose you and others to the risk 
of accidents." 

His own firm has its own schedule. 
"Our company is closed on Good Friday. 
That is a day we celebrate, spending maybe 
all day in church," he says. "If I'm working 
that day, and I know my family is in church 
doing the right thing while I'm not, I won't 
concentrate on my job anyway. And, of 
course, that's when accidents happen. 

4. From my amigo, I expect support 
"Help them with their legal issues, to get 
drivers' licenses, to build credit," Miño rec-
ommends. "Support is important. I like to 
bring in local financial companies to teach 
the employees how to develop and use 
credit. That will build loyalty to your 
company. With a credit rating, I can buy a 
house, and I'll be a more responsible 
worker. I need to pay off that mortgage! 
So I'll work harder and learn the language." 

He also recommends owners pay for 
someone in the company to become a no-
tary. The employees won't have to take 
time off and spend money to get docu-
ments notarized. "I teach managers how to 
deal with paperwork to help their employ-
ees, like how to get translations done for 
them," he notes. 

This year, Signature Landscape brought 
in a company to do tax returns. He ex-
plains: "This was a big hit - the Hispanic 
employees, who are even more nervous 
than you are about their taxes, felt secure. 
Their company was there with them. 
That's support!" 

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

about Miño's consulting firm, call 913/438-
3364 or contact www.hispsummit.com. 

You can give your customers Golf Course Beauty with an 
environmental , organic-based turf fert i l izer, ROOTS 
Turf Food 15-3-8. The first choice among golf superin-
tendents who desire strong, green, healthy turf, ROOTS 
Turf Food 15-3 -8 works better with longer lasting results 
than other leading brands. Ask your ROOTS distributor, 
contac t us at 8 0 0 - 3 4 2 - 6 1 7 3 or visit our websi te, 
www.rootsinc.com for product particulars. 

inc. tel: 8 0 0 - 3 4 2 - 6 1 7 3 • www.rootsinc.com 
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15 threats to your 
We asked tkree industry pros for 
'killer factors ' tkey see as tkreats to 
business. Here are 15 things to avoid 

BOB ANDREWS isCEOofThe 
Greenskeeper in Carmel, IN, a chemical 

lawn care company in 
business since 1981. It 
concentrates on high-
end residential cus-
tomers and has a 
newer golf course and 
sports field division. 

RON KUJAWA is 
chairman of the board 
of KEI Inc. in Cudahy, 
Wl, and has been in 
the landscape industry 
since 1967. KEI, a $5 
million company, is 

principally a landscape management 
firm, but also does design/build, interi-
ors, industrial weed control, snow and 
commercial turf equipment sales. 

VICKIE CATE runs 
Evergreen Interiors in 
San Diego, a high-end 
interior landscaping 
company. Evergreen 
serves commercial and 
high-end residential 

customers. 

What drives companies like yours out of 
business? We asked three experienced 
landscape pros for their opinions on 'killer 
factors' to avoid. They are Bob Andrews, 
CEO of The Greenskeeper, Carmel, IN; 
Ron Kujawa, chairman of KEI Inc., Cud-
ahy, WI; and Vickie Cate, owner of Ever-
green Interiors, San Diego. 

Their key items range from management 
weakness (lack of capital) to personality 
problems to hiring a bookkeeper that em-
bezzles your company cash. In the spirit of 
helping you stay in business, here's what we 
learned about the major mistakes to avoid. 

Andrews: Sound business fundamentals 
Bob Andrews believes that having a solid 
fundamental business is the best way to 
avoid mistakes, but he's seen many people 
make these mistakes: 

ILack of fundamental business 
education. 'A lot of new Green In-
dustry people are good technicians, 

but when it comes to paying taxes, shop-
ping for insurance, buying materials and 
leasing buildings, they don't know enough. 
So they go out of business, and they go out 
pretty quickly," says Andrews. If you don't 
understand certain elementary business op-
erations, educate yourself, he recommends. 

2Under-capitalization. Smaller firms 
are often operating on whatever per-
sonal resources they have — the 

mortgage on a house, family loans, etc. "It's 

a firm rule that if you figure it's going to 
take $100,000 to stay in business, it really 
will take $200,000," says Andrews. 

3Lowball pricing to buy business 
"New people usually don't have any 
reputation yet and are not getting re-

ferral business. The only way they can fig-
ure to get a customer base is to come in as 
the cheapest on the block. That doesn't 
work. The easiest competitor for me to 
take out is the guy who just wants to un-
dercut me. We watch a few of them come 
in and go every year. The customer who 
will take them is often the customer we 
don't want anyway," he adds. 

4Trying to grow too fast. Andrews 
explains: "I see a number of busi-
nesses attempting to grow so fast 

that they lose control. They can't staff the 
new work or service it. So they start doing 
poor quality work for both their old and 
new customers, and lose everything." 

5Too much marketing. "It doesn't 
make sense to sell 200 more cus-
tomers if you're going to lose the 

200 you already have. But this is a trend — 
we see it in some of the larger firms that 

Charge a fair price for your services and you 
won't attract clients seeking the lowest price. 



B Y G E O R G E W I T T E R S C H E I N 

Be open to new ways to improve your operation but keep the focus on your firm's core business. 

are really more marketing oriented than 
service oriented," Andrews says. "We know 
we can sell on our service — that's fairly 
easy. Keeping the customer is a different 
ball game." 

6Can't delegate/burnout. If you want 
to be an owner, you better bring 
your lunch to work with you. I see a 

lot of people who say 'I'm working 14, 15 
hours a day... I can't find good help.' Then 
they see their buddy who works for the 
Postal Service punching out after eight 
hours. Some of them can't take it and just 
bailout. A lot of businesses fail because 
the individual is just not prepared for the 
rigors of running the show," he explains. 

7 Failure to get involved "I was presi-
dent of PLCAA in 1992 and feel 
strongly about this one. We're pretty 

much Lone Rangers in our industry. 
There's not a lot of networking that goes 
on automatically. You work by yourself 
and don't have a lot of opportunities to 
feed off your colleagues. That's why being 

involved in an industry trade association lo-
cally and with PLCAA nationally has been 
extraordinarily valuable for me over the 
years. It has allowed me to meet other peo-
ple in the same industry, and has helped 
me become a better person and a better 
businessman," he adds. 

Kujawa: Be realistic 
Ron Kujawa sees potential problems crop 
up when landscape operators fail to focus, 
set realistic expectations or ignore vital 
business components like cash flow. 

8Unrealistic expectations. Kujawa ex-
plains: "This is a seasonal and cyclical 
industry. Snow is an extremely prof-

itable item, but it's also very cyclical. An 
above average snow year could mean a 
great year of profitability — or a below-av-
erage snow year makes for average profit. 
Too many people base their financial plan-
ning on always having a great year." If it 
doesn't happen, they don't have a recovery 
plan, he adds. 

9One egg in the basket. "I see firms 
with only one account — like a big 
property manager's regional office. 

Suppose that property manager gets disen-
chanted with you, or dies, or leaves town 
or gets replaced? You have to be somewhat 
diversified, and that means you must make 
new contacts continually and consistently/' 
Kujawa recommends. 

Loss of focus. "You have to have 
a focus, too. You can't go off on 
every tangent," he says. "Some 

years ago during a recession when home 
building was not very vigorous, a lot of 
landscape construction people got into 
maintenance. All they accomplished was 
that they screwed up the market. They 
didn't understand the maintenance busi-
ness and they lowballed prices. Now that 
there's a lot of activity in the home con-
struction market, many people have suc-
cumbed to the temptation of leaving their 
core business — maintenance — and going 
after construction work. That's a different 
business! If you jump around, you're likely 
to let your core business and your long-
term customers suffer. You're liable to lose 
them, and when building falls off, you may 
have a difficult time recapturing them." 

Poor cash flow. "More people go 
I out of business because of the 
• lack of cash flow than for lack of 

profitability," Kujawa states. "Therein lies a 
huge problem. Younger people in business 
often confuse cash flow and profitability. 
You can be profitable, but if your cash flow 
isn't there, you get in deep trouble (with 
vendors, for example). And your employ-
ees might leave you!" 

continued on page 38 



continued from page 37 

No focus on people. T h e key 
M to all of business is good people," 

i warn Kujawa stresses. "Focus on 
them. Take care of and retain good people. 
If they're happy, they'll make your cus-
tomers happy. Many of us are great at plant-
ing and growing but can't deal with people. 
It's a common cause of business failure." 

15 ways to build 
your operation 
^ Educate yourself; become a 
business person. 

t- Arrange for enough money to 
operate in a smooth manner. 

^ Price to make your services 
profitable, not just to get business. 

Have a plan for growth and stick 
to it. Extra business may sound good, 
but if you overextend yourself or 
lose money on the work, what is 
the gain? 

^ Sell only enough business you 
can reasonably handle. 

^ Learn to delegate; you can't 
do it all. 

^ Get involved with other landscape 
professionals. 

^ Have realistic expectations. 

^ Diversify your customer base. 

^ Focus on your key services. 

^ Understand and maintain good 
cash flow. 

^ Focus on people. 

^ Be 'in' the business; take it 
seriously. 

^ Always try to improve. 

^ Make sure key players are 
trustworthy. 

Not 'being' in business "You 
I have to make a decision: Are you 

I in business, or are you buying 
yourself a job? There's a low barrier to 
entry in our industry — two friends can buy 
themselves a job. They work on every job 
themselves. They make $ 15 or $20 an 
hour. And for some people, this is a good 
thing. They do excellent work and make a 
decent living," he explains. "But when they 
decide to add crews to get bigger, they find 
they can't work every job themselves. Now 
they need systems and processes. And they 
encounter things like overhead, supervision 
and labor issues — you name it. All of a 
sudden, they're in business. If they don't 
understand the difference, they're gone." 

Complacency. "You'll be in 
I f | trouble if you don't know 

I what's happening on the cut-
ting edge and if you're not continuously 
trying to improve your operation," he says. 
"You need to be aware, to keep learning, to 
keep doing things better than before. If you 
don't, one day you'll find you can't com-
pete properly any more. That happens 
with too many people." 

Cate: Screen trusted associates 
Vickie Cate's firm handles mostly interior 
work, but her experience applies to any as-
pect of a Green Industry operation: 

Don't hire a crook as your book-
keeper. Evergreen is a 20-year-

I old, $350,000 a year company 
with about 10 full-time staff working for 
commercial and high-end residential cus-
tomers. Vicky likes to get out into the field, 
do sales work and oversee her technicians. 
So a few years ago, when she found a com-
petent, apparently trustworthy, take-
charge bookkeeper, she was delighted. 

"Little did I realize that we were a 
cherry waiting to be picked!" Cate ex-
plains. It turned out the go-getter book-
keeper went on to: 

kite checks and help herself to at least 
$65,000 of company funds, and 
I pull off the classic embezzler's stunt: 
turning the staff against the owner ("She's 
flighty and incompetent") and towards her-
self ("You can trust me, I get things done 
around here"). 

"It wasn't that I ignored the books com-
pletely," Cate says. "I looked at them. 

Take care of and retrain good people. If they're happy, they'll make your customers happy. 
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And while I didn't balance the checkbook, I reviewed it. I knew 
what we took in and what went out. And eventually, there were 
problems." 

Her bank came to think so, too. "We went from having $50,000 
to $60,000 a month cash flow to a $300,000 a month cash flow in 
the checking account! The bank saw that as a red flag." 

Eventually, Cate had her CPA firm teach her how to conduct 
an audit of her books. "I performed the audit myself because the 
cost of hiring someone to do it was prohibitive," she explains. "I 
sat down every night and worked painstakingly to reconstruct the 
entire payables ledgers of my company." What she found horri-
fied her so much that she stopped when she had only reached the 
first two years of the bookkeeper's five-year stint. "I didn't have 
the stomach to look back beyond that," Cate confesses. 

The result of the audit was a federal prosecution of the book-
keeper for violating banking regulations, and a one-year jail sen-
tence. For Cate, though, getting justice was not enough to solve 
her problems. 

Too close for comfort 
By the time Cate did her audit, all of her technicians had left 

(convinced by the bookkeeper that they were on a bad ship), and 
she owed all kinds of money to unpaid creditors. Fortunately, 
three factors saved Cate's firm: 

friends in the business agreed to do some of her jobs; 
& she landed a huge contract that was all profit pass-through to 
her just at the right time, generating a lot of cash quickly; 

after she phoned all her creditors and explained her tale of 
woe, they agreed to spot her more time. 

"It was a very close call," she said. 
But how did an otherwise sharp businesswoman get taken in? 
"When she applied, the bookkeeper told me that she had pre-

viously worked for a number of doctors' offices, all of which had 
gone bankrupt and out of business," Cate explains. "I was filled 
with sympathy for her and she was owed all kinds of money! Of 
course, I should have been asking myself, 'Why did the doctors all 
go out of business?' 

"Second, the woman's husband was in the military, so they had 
moved around a lot, making her past hard to pin down. Finally, 
the embezzler was just plain good at what she did," she said. 

Cate's advice is take nothing on faith when hiring somebody 
who will have access to your finances. Check out everything. 
"And after you hire them, watch your books like a hawk!" 

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

Labor + Product iv i ty 

Increased Profi t 
Let S.I.L.C. t a k e care o f t he Labor p a r t f o r y o u 

Americas leading H2B provider currently serving 
120 Green Industry companies in 24 states. 

• Green industry specific. O u r president has 2 0 years 
experience as a landscape and irrigation contractor 

• Still 100 percent success rate 

• Totally bilingual staff o f five certified H 2 B case managers 

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

Tim Clark 
Executive Lawn & Landscape 

Please call us at 9 7 9 - 2 4 5 - 7 5 7 7 to receive your 
no-obligation information and check our website 
at h t tp : / /www.s i lc -h2b .com 
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• O n e point accountability for 
total certification through 
receiving your workers 

• SILC Lite for smaller 
companies (six workers or less) 

• Offices in Bay City, Texas and 
Monterrey, Mexico 
*Member National H2B Users Association 

http://www.callite.com
mailto:callite@pacbell.net
http://www.silc-h2b.com


Picture this 
BY PHIL F O G A R T Y 

Anew employee shows 
up on a Monday in 
May. Everyone is run-
ning around like mani-
acs trying to shake the 
weekend and deal with 
the list of folks who 

called off work that morning. The super-
visor brings the new person into a back 
room and positions him or her in front of 
a 13-inch television/VCR. 

"Watch this. I'll be back in . . . a little 
while," he says. 

And as a generic training video on 
safety standards begins playing, the inter-
est in a fresh face changes into a glazed 
and dazed look. 

New twist, old idea 
Let's try that again with a little twist. 
This time, the new employee reports on 
the day of your weekly training session. He 
participates in a review of your mission and 
even offers a suggestion on how to become 
a better leader for the company. 

In this session, the instructor turns 
everyone's attention to the TV for a video 
"moment." The tape runs and the group 
moves out of the work context as they 
watch an excerpt from "Animal House." 
As John Belushi charges across the screen, 
their smiles turn into thoughts of how that 
movie clip pertains to the topic of the day. 

If a picture is worth a thousand words, a 
well-timed and focused video clip is worth 
at least one chapter in the company manual. 
Here are a few ways you can use your VCR 
to keep people interested and having fun: 

You don't have to be an A/V nerd to spice 

up training. Movies or video clips can 

make your sessions fun and interesting 

• Use video to emphasize an idea. By 
using film combined with a live presenta-
tion, you get the best of both worlds. 
• Screen your video clips beforehand for 

inappropriate footage. There is a fine line 
between humor and vulgarity. When in 
doubt, ask yourself how theaters would rate 
it and stay away from anything rated "R." 

Keep it short — less than five minutes if 
possible. If an average audience can only 
pay full attention to a human in person for 
eight minutes without being involved, 
imagine their short attention span watch-
ing a screen. 

Set the stage for the video and have 
questions ready for review right after the 
viewing. 

Use all kinds of sources. Motion pic-
tures, TV reruns, professional training 
tapes and even home movies can work. 

Consider using a digital camera for in-
stant PowerPoint displays. 

— The author leads the Skills Development 
Series training system, sponsored by 

American Cyanamid and Larulscape 
Management. For more information, 

call JP Horizons at 440/254-8211 
or email pfogarty@stratos.net. 

mailto:pfogarty@stratos.net
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based technology, call 800 433.8766 FAX 800 825.2741 

Or visit our website: www. utirrigation. com. 
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LM PRESENTS 

Property at a glance 

award-winning landscape management 

University of 
Missouri 

Location: University of Missouri, 
Columbia, MO 

Staff: University of Missouri 
Landscape Services 

Category: School or university 
grounds 

Total budget: $1,510,000 

Year site built: 1839 

Acres of turf: 261 

A 1999 Grand Award Winner off the 

Professional Grounds Management 

Society for School or University Grounds 

Acres of woody ornamentals: 32 

Acres of display beds: 3 

Total paved area: 160 

Total man-hours/week: 1,980 

Maintenance challenges 

With a 700-acre campus, the University 
of Missouri, a land grant college founded 
in 1839 and the first institution of higher 
education west of the Mississippi, pre-
sents many challenges to its crew, Land-
scape Services. 

Climatically, the grounds are a turf-
grass transition zone, USDA hardiness 
zone 5 and an ecological transition zone 
between the hardwood forests of the 
Ozark Plateau and the open rolling 
prairie. 

The majority of the university's dis-
play gardens, plants and 38,(XX) annuals 
are located at the 104-year-old Francis 
Quadrangle, The annuals are located in 
the campus' highest maintenance zone, 
designated as Class A. Peace Park, a 
four-acre greenspace on the border of 
campus and downtown, contains over 
200 trees representing 50 different 
species. Trees are watered for three 
years, and shrubs for two. With an aver-
age of 250 trees and 1,0(X) shrubs 
planted annually, the staff is kept busy, 
especially during dry spells. 

• Entire site snow removal 

• Burning the wildflower planting 

• Eliminating paths 

• Maintaining Botanic Garden quality 

Project checklist 
(Completed in last two years): 

• Established Botanic Garden 

• Designed and built a 3-acre South 
Quadrangle 

• Created a capital campaign - "The 
campus garden...a living legacy" 

On the job 
: i 

• 43 full-time staff, 13 seasonal 
employees, 18 licensed pesticide 
applicators 

• The Columns, the only remains of the 
Academic Hall, are the symbol of the Univer-
sity. Shown here with Jesse Hall in the back-
ground, this is the second most photographed 
spot in Missouri. 



-4 With more than $60 million worth of con-
struction work on campus each year, Landscape 
Services keeps one crew busy with repairs. 
Here, workers resod following a major utility 
project. 

Editors' note: Landscape Management is the exclu-
sive sponsor of the Green Star Professional Grounds 
Management Awards for outstanding manage-

ment of residential, 
commercial and institutional landscapes. The 
2000 winners will be named at the annual 
meeting of the Professional Grounds Manage-

ment Society in November. For more information on the 2000 Awards, con-
tact PGMS at 120 Cockeysville Road, Suite 104, Hunt Valley, MD; 410/584-
9754. Web-site: www.pgms.org 

ROMS 

http://www.pgms.org


Louis-Dreyfus estate revives soil 
Healthy plants are 

the result of a healthy 

plant ecosystem. 

Careful soil analysis 

and long-term 

treatment brought 

the gardens at this 

famous estate back 

to their glory 

B Y K E V I N H A T T O R I 

Walking amongst the amaz-
ing variety of flora found 
at the Louis-Dreyfus es-
tate in Mt. Kisco, NY, it is 
difficult to believe the 

property is located less than an hour from 
New York City. Many liken this estate to a 
world where nothing is in distress, but that 
wasn't always the case, says its manager, 
Lewis Sparks. 

When Sparks took over the estate in 
the spring of 1990, there were no gardens, 
small wooded ornamentals, perennials or 
annuals. One of the first things he did was 
to "open up some ground" to create some 
herbaceous gardens and vegetative areas. 
When he began planting, Sparks was baf-
fled when the new plants did not do well. 

He also noticed that many of the trees 
were producing an overabundance of 
seeds, a common occurrence when trees 

are under severe stress or in a state of de-
cline. It was then that he began to suspect 
something was wrong with the soil. 

"William (the owner of the estate) has 
always been a big-time tree mover," says 
Sparks, "so I knew I had to do something to 
change the way things were being done." 
Although regular fertilizer applications 
were being made, Sparks knew there was 
something bigger that needed to be ad-
dressed. "It wasn't that the property wasn't 
always nice," he says, "but we kept seeing 
problems pop up on a frequent basis that 
pointed to certain nutrient deficiencies." 

In 1992, Sparks met Growth Products' 
founder Clare Reinbergen and discovered 
they both believed healthy plants are the 
result of a healthy plant ecosystem, includ-
ing the soil in which the plants grow. In 
short, what was in the soil was as vital to 
the plant as sunlight and water. "Clare 



"Managing an estate and making it better is 
always a work in progress. C h a n g e W O f l ' t 

happen overnight but ¡twin happen if you 
are diligent about pursuing it." - Lewis Sparks 

made me more aware of the possibilities of 
affecting things in the soil," he says. "I liked 
the whole scientific aspect to their program. 
It wasn't 'complicated science/ but science 
grounded in soil health and testing." 

Sparks found huge stockpiles of chemi-
cals when he arrived at the estate. However, 
there was no history of how the estate had 
been maintained. What was clear was that 
the tree maintenance firm that had previ-
ously tended the estate had taken what he 
terms a "big gun" approach with chemicals, 
spraying everything without regard to long-
term effects. A side effect of that approach 
was the elimination of beneficial insects and 

organisms. "As far as I could tell, this had 
been going on since the mid-1970s," he said. 

Investigating the soil 
After consulting with Reinbergen, Sparks 
decided to take soil samples. The results 
confirmed that something was wrong with 
the property's soil structure. 

Testing conducted in 1994 revealed that 
the soil contained excessively high levels of 
phosphorus (in many places, it was found 
to be 10 times the normal levels found in 
the area) throughout the estate's root zone, 
an element that tends to form insoluble 

continued on page 46 

Louis-Dreyfus estate 
• 19 landscaped acres 

• 80 additional acres to be used 
for conservation and reintroduc-
tion of native species and wildlife 
plantings 

• A wide variety of tree species 
(80% of which were moved to 
their present locations), including: 

• 12 different kinds of European 
beech 

• Dawn redwoods (very rare) 

• Pin oaks 

• Norway maples 

• Sugar maples 

• White ash 

• Tulip trees 

• All gardens and terraces on 
the estate were designed and 
implemented by Lewis Sparks 



continued from page 45 
materials in the soil. High levels of phos-
phorus have also been known to reduce soil 
pH levels, and additional testing showed 
that the property's pH levels were indeed 
low, around 5.5. Perhaps most telling of all 
was the extremely low organic matter per-
centage — 5% is desired, but most of the 
estate's soils were around 3% to 3.5%. 

Sparks knew dramatic changes were 
needed. The obvious step was to stop all 
applications of phosphorus. Reinbergen 
also recommended repeated applications 
of a soil amendment (in this case, Essential 
was used). She hypothesized that the or-
ganic solution, which contains humic acid, 
would solubilize the excessive phosphorus 
in the soil. This would allow the phospho-
rus to be used by the plant or moved out 
of the root zone. She also believed that the 
humic substances, plant extracts and kelp 
contained in the product would address 
another critical situation — the need to in-
crease the percentage of organic matter in 
the soil. 

Soil pH challenge 
When the time came to raise the soil's pH, 
the high calcium levels presented a tricky 
problem. Lime application was not a viable 
option because it would have increased the 
calcium levels further, so potassium car-
bonate (which has an alkaline pH) was 
used to raise the pH slowly. Finally, the 
turf still needed to be fed, so a fertilizer so-
lution containing slow release liquid nitro-
gen and potassium was used to supply im-
portant macronutrients without worsening 
the existing phosphorus problems. 

Sparks has been conducting his soil test-
ing every two years since 1992, so enough 
time has passed to show the effects of the 
prescription program he undertook. Recent 
tests show that the pH levels now average 
6.5 — one point higher than before the pro-

Lewis Sparks' experience 
• 10 years retail nursery experience 

• 20 years estate work experience 
(10 years at Dreyfus) 

• Board member, Bedford Tree 
Advisory Board 

• Member, Yorktown Grange 
Committee 

gram. More important, a soil pH level of 6.5 
is optimum since it is the one pH level at 
which the 12 major plant nutrients (nitro-
gen, phosphorus, potassium, sulfur, cal-
cium, magnesium, iron, manganese, boron, 
copper and zinc) are available as a group. 
The estate's phosphorus levels, once outra-
geously high, have dropped significantly 
(24%). And the percentage of soil organic 
matter throughout the estate is now 4.4%, 
far closer to the ideal of 5%. 

Most telling of all is the health of the 

estate's plants. Sparks 
believes there are a 
number of things con-
tributing to this: "I 
think the most impor-
tant thing is that the 
plants are stronger 

now because they are being fed by what is 
in the soil. We get fewer weeds than we 
used to, even though we haven't used her-
bicides for eight years. We do get occa-
sional flare-ups of fungal disease on some 
of our grassy areas, but it is important to 
note that they are never long lasting. They 
never seem to spread, and the turf always 
mends itself." To combat the fungal dis-
ease, he applies a biological fungicide twice 
yearly. 

As far as the effects of the improved soil 
conditions on his plants are concerned, 
Sparks offers the following illustration: "The 
soil here used to be so bad that when we 
would use blowers, the existing turf would 
literally blow away. There were just no 
roots to speak of. Now, the roots are way 
down there. We're always amazed when-
ever we check the soil and rooting." LM 
— The author is director of public relations at 
Growth Products, White Plains, NY. He can 

be reached at 800/648-7626. 

Lewis Sparks (left) tells 
author Kevin Hattori 
about the Louis-Dreyfus 
estate's soil problems. 



uecemoer 
an» M . sau.«Highlights * « » Ct,lumllus Convention Center • Columbus, Ohio 

• Expanded Educational Program 
• Discounted Group Rates 
• Exciting New Social Events 
• Doorprizes and Contests 
• Re-Certification Credits Galore 
• And More 

OTF • PO Box 3388•Zanesville, OH USA 43702 * 888-683-3445 • Fax: 740-452-2552 • 
Circle No. 121 on Reader Inquiry Card 

Sponsored By: 
Ohio Turfgrass Foundation 
The Ohio State University 
Ohio State University Extension 
Ohio Agricultural Research 
& Development Center 



lm reports 
TECH CENTER * 

Living on 
the eage 
BY CURT HARLER/ 
CONTRIBUTING EDITOR 

Just as a bit of starch accents 
the clean lines in a shirt, a 
sharp cut accents the edges 
where grass meets a path or 
flower bed. 

At Evergreen Landscapes 
Inc., Newbury, OH, Dan Harb 
figures his edger paid for itself 
and made him money the first 
year. "I was looking for some-
thing that cuts a nice edge," 
Harb says. His choice was the 
Trenchmaster (see page 49). 

"If you try to do it by hand, 
everyone's edge turns out look-
ing different. With a machine, 
it is nice and uniform," Harb 
continues. 

In addition to improving 
aesthetics, Harb wanted to 
speed up a labor-consuming 
job. "The machine costs a lot of 
money," he admits, "but with 
less labor required, it paid for 
itself in less than a season. If 
you don't do a lot of edges and 
beds, it might not pay back as 
fast." 

Still, both he and his cus-
tomers are impressed with the 
sharpness of the cuts the unit 
produces — and that makes for 
a good, long-term business rela-
tionship. 

Check out the edgers below 
to find one that will put a crisp 
border around your jobs. 

ARDISAM, INC. 
800/345-6007 
www.ardisam.com 
Both the K286B and the K226B 
edgers from Ardisam, Cumber-
land, Wl, are powered by 3.5-hp 
Briggs & Stratton engines. Each 
has adjustable cutting heights 
from 0 to 4 in. and feature cutting 

angle adjustment. Frames are solid 
steel, and the robot head adjusts 
from horizontal to vertical. The 
286 has dual steel hub wheels for 
extra stability. The 226 has a single 
front wheel; at 65 lbs., it is 2 lbs. 
lighter than the 286. 
Circle #260 

BLUEBIRD INTERNATIONAL 
800/808-BIRD 
www.bluebirdintl.com 
Cut sod quickly and efficiently 
with the SC-18 from Bluebird, 
Denver, CO. The unit has the 
same 4-wheel drive power of the 

XT120SE stick edger 
from John Deere 

• Create nice and uniform edges; 
jobs done by hand all turn out different 

• Speed up a labor-intensive job 

• Make more money, especially if you 
edge a lot of beds and lawns 

http://www.ardisam.com
http://www.bluebirdintl.com


older version, but features im-
proved transmission design. A 
depth control knob offers consis-
tent cut. Anti-vibration folding 
handle makes unit easy on the op-
erator. Comes with 5-speed trans-
mission, including two transport 
speeds, two cutting speeds and 
power reverse. 
Circle #261 

BROWN MANUFACTURING 
800/633-8909 
www.brownmfgcQrp.cQm 
The Trenchmaster line from 
Brown, Ozark, AL, will trench up 
to 7 in. deep and 2 in. wide with 

the 100-lb. F-702; or a full foot 
deep and 3 in. wide with the 210-
Ib. F1201. The Bed Edger models, 
including the 8-hp F-780H and 9-
hp F-990H, feature Honda en-
gines, steerable wheels and inter-
changeable rotors for versatility 
with landscape or trenching jobs. 
Units edge 10 to 30 ft. per minute 
or trench 7 to 30 ft. per minute. 
Circle #262 

CARSWELL DISTRIBUTING 
800/929-1948 
www.c9r$well<Ji$t.com 

The Robin BE221 Precision Edger 
distributed by Carswell, Winston-
Salem, NC, weighs just 12.6 lbs. It 
is powered by a 21.7 cc engine 
and draws fuel from a 17-oz. 
tank. Unit has solid state ignition, 
a loop handle and a 57-in. flex 

shaft. The BE221 can be fitted 
with two-toothed blade accessory. 
Overall dimensions are 69 in. long, 
13 in. wide and 12 high. 
Circle #263 

JOHN DEERE 
800/537-8233 
www.deere ,cQm 
Put the finishing touches on the 
job with the XT120SE stick edger 
from John Deere, Research Trian-
gle Park, NC. Large, 9-in. blade, 
angled shaft and wide guide 
wheels make maneuvering along 
curbs, sidewalks and landscaped 
areas easy. This unit has a 1.2-hp 
Deere M-Series engine. It has a 
54-in. flex shaft and a cutting 
depth of 2.5 in. Smaller cylinders 
with thinner fins help dissipate 
heat faster. Lined clutches and in-
take silencers mean quiet working. 
Circle #264 

HUSQVARNA 
800/G ET-S A WS 
www.husqvarna.com 

Two new edgers from Husqvarna, 
Charlotte, NC, feature the E-tech 
engine which runs stronger and 
cleaner. The 322E has a 24.5 cc 
engine that develops 0.9 hp with a 
maximum no-load rpm of 11,000. 
The 325EX has a 22 cc engine that 
develops 1.2 hp at 11,000 rpm. 
Both have noise ranges of 96 to 
102 dBA, 1.3 pint fuel capacity 
and weigh about 11.5 lbs. Sturdy 
guard above the blade prevents 
stoppage due to gravel and soil. 
Both have isolated support wheels 
and quick-cutting depth edges. 
Circle #265 

LESCO, INC. 
800/321-5325 
The LHE-2500 Stick Edger from 
Lesco, Rocky River, OH, is a fast 

unit designed for the 
professional turf 
care market. It 
has easy-

to-use 
wheel height 

^ v / adjustment for 
controlling edging 

depth, rubber debris flap to mini-
mize material kick-back, and large 
rubber gauge wheel for good 
tracking. The 8-in. blade is pow-
ered by a 25.6 cc engine with 
dual-ring pistons and anti-vibra-
tion mount. 
Circle #266 

LITTLE WONDER 
877/596-6337 
www.litt lgwQnder.com 
The Xtra from Little Wonder, 
Southampton, PA, is a hybrid 
stick/walk-behind unit with the 
maneuverability of a stick edger 
and the power of a wheeled 
edger. It weighs just 16 lbs. Its 

cross-blade system cuts through 
the thickest overgrown grass 
quickly and neatly. Unit has 6-po-
sition height adjustment and a 6-
in. wheel that carries the ma-
chine's weight. It is powered by a 
34cc 2-cyde gas engine. 
Circle #267 

REDMAX 
800/291-8251 

New for this fall is the HEZ2500 
stick edger from RedMax-Ko-
matsu Zenoah, Norcross, GA. 
Powered by the Strato-Charged 
Carb Tier II certified 25-4 cc 2-
cyde engine, it is a low-emission, 
lightweight, high-powered edger. 
It runs a third longer on a tank of 
fuel-mix than the standard 2-cyde 
engines. Shaft is solid steel. Guide 
wheel, with steel ball bearings, is 
adjustable. 
Circle #268 

SALSCO, INC. 
800/872-5726 
www.salscQ.CQm 
Cut a cart path edge or create a 
new bed with the Model 09043 
from Salsco, Cheshire, CT. Unit is 
powered by a 13-hp Honda en-
gine with oil alert and hydrostatic 
forward/reverse. Options for cut-
ting include the V-Groove that cuts 
to 9 in. for new beds or trenching, 
straight edge for narrow trench 
work, and combined Sod-Buster 
and Dish-type blades to break up 
sod. Optional brush mower deck is 
interchangeable with cutter deck 
by removing six bolts. 
Circle #269 

SCAG POWER EQUIPMENT 
920/387-1000 
Lightweight and compact, this 
edger from Scag, Mayville, Wl, 
features a 10-in. milled-edge blade 
for deeper edging and longer life. 
Unit is constructed of 1/4 in. x 1 
1/4 in. bar stock for strength. It 
has no moveable parts near the 
drive head, no springs, and no 
sliding booms or tilt quadrant to 
wear out. Powered by a 3.5-hp 
Briggs engine with Dura-Bore cast 

http://www.brownmfgcQrp.cQm
http://www.husqvarna.com
http://www.littlgwQnder.com
http://www.salscQ.CQm


iron cylinder sleeve. Features spe-
cially designed handle bars and 
dual engagement levers. 
Circle #270 

TANAKA 
253/333-1200 
www.tanakapowerequip-
ment.com 
Check out the TLE-550 walk-be-
hind edger from Tanaka, Kent, 
WA. It features a 50 cc, 2.5-hp 
engine with transistorized elec-

\ 

tronic igni-
tion and 
Walbro carbura-
tion. The 10-in. cut-
ter blade runs to 3-in. maximum 
depth and is controlled from the 
handle to nine cutting depths. Also 
available are portable edgers, the 
TPE-2510 with 24 cc, 1.3-hp en-
gine; and the TPE270PF with 26 cc, 
1.4-hp engine. Both have 8-in. 
blades and a 3-in. cutting depth. 
Circle #271 

TRU-CUT 
323/258-4135 
The Pro-Series power lawn edgers 
from Tru-Cut, Los Angeles, CA, 

feature four Honda-powered mod-
els ranging from 2.5 hp to 4.0 hp. 
Units come with throttle lever and 
clutch depth controls at top of 
handle. Comfort hand grips make 
it easy to work all day. Blade is a 
10-in. x 2-in. steel cutter. Strong 
protective belt and blade guards 
have an easily replaceable debris 
deflector. All models come with an 
all-steel, heavy-duty welded frame. 
Circle #272 

WALKER MFG. 
800/279-8537 
www.walkermowers.com 
Edge at 3 to 4 mph with the 
Stevens Coulter Blade Edger at-

tachment for mowers made by 
Walker Manufacturing, Fort 
Collins, CO. The self-tracking coul-
ter disk is mounted on a swing 
arm to smoothly and quickly trim 
grass along the concrete edge of 
sidewalks, curbs and cart paths. 
There are big labor savings, less 
mess, and no flying debris. Simple 
mechanical blade engagement, 
quick-mount bracket on the trac-
tor, self-sharpening blade, and sin-
gle hitch pin height adjustment 
make it easy to use. 
Circle #273 

[TURFCÖ 

gives you more 
work time 

and less 
down time. 

FREE Shipping 
• Purchase TURFCO equipment during 

the GIE show. 
• Take delivery before January 30, 2001. 
• Pay no freight charges! 

Stop by Booth #722 
Learn how partnering with TURFCO 

will save you money. 

P a r t n e r w i t h TURFCO® Direct f o r : 

• Factory Direct Equipment 

Trust that TURFCO will provide you with 

productive, easy-to-maintain aerators, 

overseeders, bed edgers and sod cutters 

at affordable, factory direct prices. 

• Overnight Parts 

TURFCO's Parts Today costs less than 

driving around to find parts. With just 

a phone call, place your order and 

we'll ship the parts you need overnight 

direct to you. 

• On-line Technical Support 

Have a service-related question about lawn 

care equipment? Call 800-679-8201 

and a TURFCO Service First technician will 

provide the answers to keep you rolling. 

(800)679-8201 or turfco.com 

Circle 122 

http://www.walkermowers.com


ask the expert 
BY BALAKRISHNA RAO 

Anthracnose on maple 
I have a Japanese maple that has white 
spots on some of the leaves and dying 
branches on the top. What is the prob-
lem, and how do I treat it? Also, do you 
know where I can find a dwarf apple? 

— MICHIGAN 

The foliar symptoms you have described 
suggest anthracnose fungal disease. The 
dieback you mentioned could be related to 
a number of stress factors. For example, if 
the root system is damaged, the corre-
sponding top growth will show declining 
symptoms. Generally, maples produce sur-
face roots. If these roots are cut off or dam-
aged, the connecting aboveground parts 
will show dieback. 

Another reason for the dieback is the 
activity of maple wilt fungal disease caused 
by Verticilium sp. To further diagnose this, 
take a finger-sized branch, remove the bark 
and look for greenish discoloration. If the 
twig is dry, it may not display the green 
well. In this case, slightly wet the cut sur-
face and look for greenish discoloration in 
the xylem. If the xylem is plugged by fun-
gal activity, wilting and dieback will occur. 

For positive diagnosis, send representa-
tive samples to the diagnostic clinic or the 
Cooperative Extension Service. For an-
thracnose disease management, apply 
fungicide treatments in early spring two to 
three times at 7- to 10-day intervals. For 
maple wilt disease management, reduce 
stress and improve plant health care 
through proper mulching, watering and 
fertilizing. 

To find a dwarf apple, contact some 
reputable nurseries such as Stark Brothers, 
Henry Fields, Gumeys Seed and Nursery 

Co., and Miller Nursery. Make sure the 
dwarf apple trees are adaptable to the cold 
hardiness zone in your area. 

Why all the rust? 
We are seeing more and more rust dis-
ease in lawns. Do you know why? Also, 
how can we manage this? Some of our 
clients think we are spreading the dis-
ease through our mowers, shoes, etc. 

— MICHIGAN 

Rust disease makes lawns unattractive. In 
many situations, however, turf will recover. 

In recent years, there has been an in-
crease in rust problems. One factor could 
be related to not bagging clippings. Many 
cities are now imposing laws that don't 
allow you to collect clippings after mow-
ing. This exposes healthy turfgrass to in-
fected turfgrass clippings, and under cer-
tain conditions will spread disease. 

It's also possible to spread the disease 
with mowing equipment and shoes but 
this is usually not the main cause. The rea-
son is because there are disease-causing 
agents in other areas as well. Unless the 
turfgrass is susceptible and favorable condi-
tions exist, the disease will not establish 
just because spores are present. For any 
disease to occur, there must be a suscepti-
ble turfgrass, virulent pathogen and favor-
able environment. 

For disease management, consider using 
fungicides such as Bayleton, Rubigan, Ban-
ner or Heritage. Repeat treatments as 
needed. Two to three applications at 10- to 
14-day intervals should provide adequate 
control. Where feasible, pick up the clip-
pings, and water as needed in the morning. 

Messy cottonwoods 
Each year, nearby cottonwoods shed 
seeds wi th a f luffy, cotton-like sub-
stance, and this creates a problem. How 
can we get rid of these? Is there a prod-
uct we can inject to eliminate these 
messy seed structures? When should 
we treat? 

— ILLINOIS 

Cottonwood trees (Poplar sp.) can present 
a serious problem when they begin to pro-
duce seeds, which are attached to cotton-
like outgrowth. During the seed produc-
tion and dispersal period, they can be 
blown to different places by the wind. This 
can trigger allergies or become a "messy" 
nuisance. 

Florel growth regulator, a spray treat-
ment, can eliminate undesirable, messy 
fruit. It is best to apply the treatment when 
most of the flowers are open in the spring. 
More research is needed to fine-tune the 
suitable treatment period. Applying from 
full bloom to petal fall in the spring should 
be adequate. Thorough coverage is impor-
tant. While treating, make sure there are 
no nontarget objects like cars in the area 
since Florel causes a reaction on car paint. 

I'm not familiar with any products you 
can inject for fruit elimination. Following 
good application techniques will help min-
imize drift potential. 

Read and fol-
low label specifi-
cations for best 
results. 

Manager of Research and Technical Development for the Davey Tree Expert Co., Kent, Ohio 
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. 

mailto:sgibson@advanstar.com


Want a 
pest 

new source for 
information? 

www.pestfacts.org 

Termites, cockroaches, rodents, even poison ivy and other nasty weeds. They're all pests, which 
means they can cause real problems that pose health and safety risks to children and adults. The 
good news is now you've got the Pest Facts Information Center at www.pestfacts.org. It's a handy 
resource discussing the problems caused by pests, as well as the safe and responsible use of urban 
pesticides and related issues. So don't just sit there...log on. 

©1999 RISE (Responsible Industry for a Sound Environment)* RISE 

http://www.pestfacts.org
http://www.pestfacts.org


products 
• TECH CENTER 

Easy stump removal 
BlueBird International's new stump grinder max-
imizes cutting performance with its 14-in. diam-
eter blade with carbide-tipped teeth, offering a 
variable cutting depth up to 12 in. A HiPower 
Double V drive belt offers more operating stabil-
ity and control. An adjustable, ergonomic han-
dle reduces operator fatigue, and user-friendly 
lift handles simplify transport to and from job 
sites. The stump grinder comes with either a 9-
or 11-hp Honda engine. 
For more information contact BlueBird at 
303/288-5880 or vww.bluebirdi.nt|.cpm I 
circle no. 250 

Washing parts 
National-Spencer's new 20-gal. capacity parts 
washer removes particles and soil from me-
chanical parts. It features a fusible-link steel 
cover that closes automatically in the event of a 
flash fire, stores up to 12 gallons of solvent, 
and re-circulates 50 gallons of solvent per hour. 
A built-in drain and chrome-steel flexible spigot 
come standard, and 
an optional cleaning 
brush attached by vinyl 
hose is available 
through special 
order. 
For more information 
contact National-
Spencer at 316/265-
5601 /circle no. 251 

Turbo-charged chipping 
Ariens' Pro Chip 12115 features a turbo-
charged 115-hp diesel engine with 15-in. x 17-
in. throat capacity. The only 12-in. capacity, 90° 
chipper in the industry, its SaverCut eliminates 
dead space behind the feed wheel, reduces 

jams, and uses less fuel than machines with a 
45° angle cut. A switch on infeed and dis-
charge chute hinge prevents machine from op-
erating when hinge is open. 
For more information contact Ariens at 
800/678-5443 I circle no. 252 

Clean with power 
Landa Water Cleaning Systems introduces a 
line of economy, natural gas-heated, hot-water 
pressure ENG washers that range from 2.8 to 
10.6 GPM in water volume and 1,000 to 3,000 
PSI in pressure. Features include an enclosed 

cabinet, the ability to support up to four re-
mote washing stations, the ability to be fitted 
with LP gas, and 50 ft. of high-pressure hose 
rated for up to 5,800 PSI. 
For more information contact Landa at 
800/547-8672/circle no. 253 

Better brush chipper 
Vermeer Mfg. Co.'s BC625A brush chipper can 
handle brush and debris up to six inches in di-
ameter. It features a four-sided bed knife and a 

thick cutter disc for more cutting inertia, and 
an improved variable speed hydraulic system 
that delivers 20% more torque to the feed 
roller. Three engine options are available, in-
cluding a 20-hp Honda, a 25-hp Kohler Com-
mand, and a 23.5-hp water-cooled Perkins 
diesel. 
For more information contact Vermeer Mfg. Co. 
at 888/837-6337 or www.vermeermfg.com I 
circle no. 254 

No more mower downtime 
With its stay-sharp Tungsten carbide-coated 
blades and maintenance-free Gravely XL spin-

dles, the Gravely 260Z zero-
turn mower is de-
signed to reduce 

maintenance 
down-
time. 
Available 

with either 
a Kohler Com-

mand OHV 25-hp engine or Robin OHV 22-hp 
engine, the 260Z's larger fuel tank and air-flow 
deck allow for all-day mowing. 
For more information contact Ariens at 800/678-
5443 or wvwy.anens.com I circle no. 255 

Grinding away 
Morbark introduces the Wood Hog, a 90,000-
Ib. horizontal grinder with horsepower options 
from 860 to 990, a 49-in. diameter grinding 
drum mounted on a 8 1/2-in. shaft and an ag-
gressive feed system that allows for product 
output of up to 400 yds. per hour. Standard 
features include auto feed system, wireless re-
mote control, magnetic end pulley, hydraulic 

continued on page 54 
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products 

continued from page 53 
dual fold discharge conveyor and self-con-
tained air compressor. 
For more information contact Morbark at 
800/233-6065/circle no. 256 

The answer to de-thatching 
Growth Products' Control De-Thatcher is an or-
ganic inoculant concentrate containing microbes 
that produce enzymes which digest protein in 
thatch. Other enzymes break down organic mat-
ter into nutrients for other beneficial soil microbes. 
For more information call 800/648-7626 or 
www.growthproducts .com I circle no. 257 

Compact skid steer 
Finn Corp.'s new Eagle 250 compact skid steer 
is a "hydraulic power plant" that helps labor 

crews do more work faster, and with fewer 
personnel. A 25-hp Kohler engine generates a 
hydraulic flow rate of 13.4 gpm. Full power is 
delivered to wheels and tools at same time. Oil 
cooler is standard. Quick-change feature allows 

attachment changes in less than one minute. 
Over 30 attachments are available, including 
trencher, tiller and box rake. 
For more information contact Finn Corp. 
at 800/543-7166 or www.finncorp.com I 
circle no. 258 

Know where you apply 
Riverdale Chemical Co. introduces Razor SPI, a 
broad spectrum post-emergent herbicide with 
a blue dye spray pattern indicator to show ap-
plicators where the product has and hasn't 
been applied. Razor SPI contains glyphosate 
which controls a variety of herbaceous plants, 
including Canadian thistle, velvetgrass and 
knapweed. 
For more information contact Riverdale at 
800/345-3330/circle no. 259 

DANIELS WING PLOW 
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 

DANIELS PULL PLOW 
• Ideal 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. 

Circle 123 
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Receive FREE iníoriiialion on proiliiris anil services advertised in this issue. 
NAME (please print) 

TITLE 

FIRM 

ADDRESS* 

CITY 
* ls this your home address? 

PHONE ( ) 

Landscape 
M A N A G E M E N T ! 

October 2000 A 
This card is void after December 15, 2000 

1 would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT free each month: 
O Yes O no 
1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O 255 Landscape Contractors (Installation & Maintenance) 
03 O 260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
04 0 2 8 5 Irrigation Contractors & Consultants 

O Other Contractors/Service Companies (please specify) 
LANDSCAPING/GROUNDS CARE FACILITIES 
05 O 290 Sports Complexes 
06 0 2 9 5 Parks 
07 O 305 Schools, Colleges & Universities 

O Other Grounds Care Facilities (specify) 

. S T A T E . .ZIP, 
O Yes O No 

_FAX (_ 

E-MAIL A D D R E S S , 

Signature: _Date:_ 

SUPPLIERS AND CONSULTANTS 
08 O 355 Extension Agents/Consultants for Horticulture 
09 O 360 Sod Growers, Turf Seed Growers & Nurseries 
100365 Dealers, Distributors, Formulators & Brokers 
11 0 3 7 0 Manufacturers 

O Other (please specify) 
2. Which of the following best describes your title? (fill in ONE only) 
12 O 1 0 Executive/Administrator - President, Owner. Partner, Director, General Manager. Chairman of the 

Board, Purchasing Agent. Director of Physical Plant 
13 0 2 0 Manager/Superintendent - Arborist. Architect, Landscape/Grounds Manager. Superintendent. 

Foreman. Supervisor 
14 0 3 0 Government Official - Government Commissioner, Agent, Other Government Official 
15 0 4 0 Specialist - Forester. Consultant. Agronomist. Pilot. Instructor, Researcher. Horticulturist, 

Certified Specialist 
16 0 5 0 Other Titled and Non-Titled Personnel (please specify) 

Save TIME and fax it: 
4 1 3 - 6 3 7 - 4 3 4 3 A N ADN/ANSTAR * P U B L I C A T I O N 

©2000 Advanstar Commumcations Ine AN ngMs reserved 

3. SERVICES PERFORMED 
17 O A Mowing 
18 O B Turf Insect Control 
19 O C Tree Care 
20 O D Turf Aeration 
21 O E Irrigation Services 

rll in ALL that apply) 

O F Turf Fertilization 27 O K Paving. Dei 
!3 O G Turf Disease Control 28 O L Pond/Lake 

2; 
23 _ 
24 O H Ornamental Care 
25 O I Landscape Design 
26 O J Turf Weed Control 

Deck & Patio Installation 
Care 

29 O M Landscape Installation 
30 O N Snow Removal 
31 O 0 Other (please specify) 

4a. Do you specify, purchase or influence the selection of landscape products? 
58 O Yes 59 O No 

4b. If yes, indicate which products you buy or specify: (fill in ALL that apply) 
32 O 1 Aerators 
33 O 2 Blowers 
34 O 3 Chain Saws 
35 O 4 Chipper-Shredders 
36 O 5 De-icers 
37 O 6 Fertilizers 
38 O 7 Fungicides 
5. Do you have Internet access? 52 O A Yes 
5A. If so, how often do you use it? 
54 O A Daily 55 O B Weekly 56 O C Monthly 57 O 0 Occasionally 

39 O 8 Herbicides 
40 O 9 nsecticides 
41 O 10 Line Trimmers 
42 O 11 Mowers 
43 O 12 Snow Removal Equipment 
44 O 13 Sprayers 
45 O 14 Spreaders 

53 O B No 

46 0 1 5 Sweepers 
47 0 1 6 Tractors 
48 0 1 7 Truck Trailers/Attachments 
49 0 1 8 1 rucks 
50 0 1 9 Turfseed 
51 0 2 0 Utility Vehicles 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 A 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 A 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 m 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

POSTAGE WILL BE PAID BY ADDRESSEE 

M A N A G E M E N T 
ADVANSTAR COMMUNICATIONS INC 
PO BOX 5054 
PITTSFIELD MA 01203-9697 



Receive HIKE inlìirmalion on products and services advertised in (his issue 

BUSINESS REPLY MAIL 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

F I R S T - C L A S S M A I L P E R M I T N O 9 5 0 P I T T S F I E L D M A 

P O S T A G E W I L L B E P A I D B Y A D D R E S S E E 

M A N A G E M E N T 
A D V A N S T A R C O M M U N I C A T I O N S INC 
P O BOX 5054 
P ITTSF IELD MA 01203 -9697 

N A M E ( p l e a s e p r i n t ) 

T I T L E 

F I R M 

A D D R E S S * 

C I T Y 

*\s t h i s y o u r h o m e a d d r e s s ? 

P H O N E ( ) 

E - M A I L A D D R E S S . 

S i g n a t u r e : 

M A N A G E M E N T 

October 2000 A 
This card is void after December 15, 2000 

1 would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT free each month: 
O Yes O no 
1. M y p r i m a r y bus iness a t this loca t ion is: (fill in O N E only) 
C O N T R A C T O R S / S E R V I C E C O M P A N I E S 
02 O 255 Landscape Contractors (Installation & Maintenance) 
03 O 260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
04 O 285 Irrigation Contractors & Consultants 

O Other Contractors/Service Companies (please specify) 
L A N D S C A P I N G / G R O U N D S C A R E F A C I L I T I E S 
05 O 290 Sports Complexes 
0 6 0 2 9 5 Parks 

07 O 305 Schools, Colleges & Universities 
O Other Grounds Care Facilities (specify) 

S U P P L I E R S A N D C O N S U L T A N T S 
08 O 355 Extension Agents/Consultants for Horticulture 
09 O 360 Sod Growers. Turf Seed Growers & Nurseries 
1 0 0 3 6 5 Dealers, Distributors. Formulators & Brokers 
11 0 3 7 0 Manufacturers 

O Other (please specify) 

_ S T A T E . _ZIP_ 
O Y e s O N o 

2. Which of the following best describes your title? (fill in ONE only) 
12 O 1 0 Executive/Administrator - President. Owner. Partner, Director. General Manager. Chairman of the 

Board, Purchasing Agent. Director of Physical Plant 
13 0 2 0 Manager/Superintendent - Arborist. Architect. Landscape/Grounds Manager. Superintendent. 

Foreman. Supervisor 
14 0 3 0 Government Official - Government Commissioner, Agent, Other Government Official 
15 0 4 0 Specialist - Forester. Consultant, Agronomist. Pilot. Instructor. Researcher, Horticulturist. 

Certified Specialist 
16 0 5 0 Other Titled and Non-Titled Personnel (please specify) 

Save TIME and fax it: 
41 3 - 6 3 7 - 4 3 4 3 

_ F A X ( _ 

_ D a t e : _ 

3. SERVICES P E R F O R M E D 
17 O A Mowing 
18 O B Turf Insect Control 
19 O C Tree Care 
20 O D Turf Aeration 
21 O E Irrigation Services 

(fill in ALL that apply) 
22 O F Turf Fertilization • 27 O K Paving. Deck & Patio Installation 
23 O G Turf Disease Control 28 O L Pond/Lake Care 
24 O H Ornamental Care 
25 O I Landscape Design 
26 O J Turf Weed Control 

29 O M Landscape Installation 
30 O N Snow Removal 
31 O 0 Other (please specify).. 

4a. Do you specify, purchase or influence the selection of landscape products? 
58 O Yes 59 O No 

4b. If yes, indicate which products you buy or specify: (fill in ALL that apply) 
32 0 1 Aerators 
33 O 2 Blowers 
34 O 3 Chain Saws 
35 O 4 Chipper-Shredders 
36 O 5 De-icers 
37 O 6 Fertilizers 
38 ( > 7 Fungicides 
5. Do you have Internet access? 52 O A Yes 
5A. If so, how often do you use it? 

39 O 8 Herbicides 
40 O 9 nsecticides 
41 O 10 Line Trimmers 
42 O 11 Mowers 
43 O 12 Snow Removal Equipment 
44 o 13 Sprayers 
45 O 14 Spreaders 

53 O B No 

46 0 1 5 Sweepers 
47 0 1 6 Tractors 
48 0 1 7 Truck Trailers/Attachments 
49 0 1 8 1 rucks 
50 0 1 9 Turfseed 
51 0 2 0 Utility Vehicles 

AN ADVANSTAR if PUBLICATION 
©2000 Atfvansur Communications Inc AM rights reserved 

54 O A Daily 55 O B Weekly 56 O C Monthly 57 O D Occasionally 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 A 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 Ä 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 [ J ] 



product 
• TECH CENTER 

focus 

Wall-to-wall 
A Want to know the advantages of building a tiered 

retaining wall system rather than a single, taller wall? 

Then check out Versa-Lok's technical bulletin on tiered 

retaining walls, which covers slope stability, foundation 

evaluation, drainage and geogrid placement. Line draw-

ings and photographs help illustrate these and other 

points. For more information or to obtain a copy of the 

bulletin, call 800/770-4525 or log on to www.versa-

lok.com I circle no. 276 

A Cosella Dorken Products says its DELTA-MS is an effective remedy for "wall weep," or the 
stains left on retaining walls when water seeps through joints or fissures. This dimpled, high den-
sity polyethylene membrane controls water flow and provides a cushioning layer that buffers 
walls against expansion and contraction of soil due to freeze-thaw cycles. It's available in rolls 
from 3 ft to 9.8 ft. wide and 65.6 ft long, and unrolled along the wall and affixed near the top 
using either a termination bar or L-shaped flashing plus two courses of nails and plugs just below. 
For more information call 888/4DELTA4 or visit www.deltams.com I circle no. 274 

^ Anchor Wall Systems' 
interactive multimedia 
training program for re-
taining wall installation 
features a CD-ROM with 
virtual reality animation 
and video that showcases 
basic wall construction, as 
well as retaining wall 
building instruction for ter-
races, curves, radii, steps, 
fences, guard rails and 
water applications. 
For more information or 
to obtain the CD-ROM, call 
800/473-4452/cirde no. 
275 

A Barco Products' recycled plastic landscape timbers are perfect 
for small retaining walls, walkway and garden edgings, planters 
and pond enclosures. They resist rotting, splintering and insect 
damage. The timbers measure 8 ft. X 5.5 in. X 5.5 in., feature an in-
terlocking edge and pre-molded knockout holes for rebar rod 
reinforcement and can be cut and drilled with conventional hand 
tools. For more information call 800/338-26971 circle no. 277 

http://www.deltams.com


N o o t h e r p r o d u c t 
b e a t s t h e durabi l i ty 
and design flexibil i ty 
of VERSA-LOK sol id 

retaining wall uni ts . 
No e x c e p t i o n s . Only VERSA-LOK, with 

its un ique pinning s y s t e m , p e r m i t s c o n s t r u c t i o n of an 
unl imited v a r i e t y of c u r v e s , c o r n e r s , 
and s t e p s wi thout s p e c i f i c a t i o n of 
spec ia l units . C a l ! ( 8 0 0 ) 7 7 0 - 4 5 2 5 for 

FREE Design 
& Installation 

Guidel ines . « VERSA-LOK 
Retaining Wall Systems 

Oakdale, MN • (800)770-4525 • www.versa-lok.com 

Circle No. 124 

The Landscape 
Management Handbook 

The best single-source reference containing the most 
current and comprehensive information on the basics of 
turfgrass and landscape management available today! 

edited by William K. Knoop 
125 pages, softcover 

95 
Item #LSMB830 

plus shipping/handling 
$24' 

# Provides an overall understanding of turf 
and landscape care and management and 
covers all the basics of the green industry 

£ Covers all the topics golf course 
superintendents and students of turfgrass 
and landscape management need to know 

# Combines practical information with the 
tried and true basics of management to 
provide a single, practical, affordable and 
up-to-date text 

# Features detailed information, charts, 
diagrams, figures and tables to illustrate 
key information points 

C a l l t - 8 0 0 - 5 9 8 - 6 0 0 8 
Fax: 2 1 8 - 7 2 3 - 9 1 4 6 

Outside the U.S. 2 1 8 - 7 2 3 - 9 1 8 0 
Order on-line at www.Iandscapegmup.com 

llease ment ion rode H-LAl when ordering 

950854 

Circle No. 125 

STATEMENT OF OWNERSHIP, 
MANAGEMENT, AND CIRCULATION 

( R e q u i r e d by 3 9 U.S.C. 3685 ) 

1. Publication Title: Landscape Management 
2. Publication Number: 0894-1254 
3. Filing Date: 9/1/00 
4. Issue Frequency: Monthly 
5. Number of Issues Published Annually: 12 
6. Annual Subscription Price: $41 00 
7. Complete Mailing Address of Known Office of 

Publication: 131 West First Street, Duluth, St. Louis 
County. Minnesota 55802-2065 
Contact Person: Darryl Arquitte 
Telephone: (218) 723-9422 

8. Complete Mailing Address of Headquarters or General 
Business Office of the Publisher: 7500 Old Oak 
Boulevard. Cleveland, Ohio 44130-3369 

9. Full Names and Complete Mailing Addresses of 
Publisher: John D Payne. 7500 Old Oak Boulevard. 
Cleveland. Ohio 44130-3369 
Editor: Sue Gibson, 7500 Old Oak Boulevard. 
Cleveland. Ohio 44130-3369 
Managing Editor: Jason Stahl, 7500 Old Oak Boulevard, 
Cleveland. Ohio 44130-3369 

10. This publication is owned by: Advanstar Communications 
Inc.. 7500 Old Oak Boulevard, Cleveland, Ohio 44130. The 
sole shareholder of Advanstar Communications Inc., is: 
Advanstar. Inc., 545 Boylston Street, Boston. MA 02116. 

11. Advanstar Communications Inc. is the Mortgagor under 
a Credit Agreement dated May 31, 1996, as amended, 
with various lenders as named therein from time to time. 
The agent for the lenders Is: The Chase Manhattan Bank, 
Attn: William Rottino, Administrative Agent, 270 Park 
Avenue, New York, NY 10017-2070. Holders of 1.0% or 
more of Advanstar Communications Inc. Mortgages of 
Other Securities as of July, 2000 are as follows: Aeries 
Finance/Ceres Finance.330 Madison Avenue, New York. NY 10017; Ares 
Leveraged Investment II, 1999 Avenue of the Stars. Suite 1900, Los 
Angeles, CA 90067: Balanced High Yield Fund II,590 Madison Avenue. 
New York, NY 10022; Bank of New York, One Wall Street, 16th Floor. 
New York. NY 10286: BHF - Bank Aktlangesellschatt, 590 Madison 
Avenue, New York, NY 10022; Dresdner Bank, 75 Wall Street, 25th 
Floor, New York, NY 10005: Eaton Vance Senior Debt Portfolio. Oxford 
Strategic Income, c/o Boston Mgmt and Research, 255 State Street. 8th 
Floor. Boston, MA 02109; First Dominion Capital, 1330 Avenue of the 
Amencas, 10th Floor, New York, NY 10019; First Source Financial, 2850 
West Golf Road, 5th Floor. Rolling Meadows, IL 60008. FleetBoston 
Financial Group. One Federal Street, Boston, MA 02110; Franklin 
Floating Rate Trust. 777 Mariners Island Blvd. San Mateo. CA 94404 
Heller Financial, Heller international Tower. 500 West Monroe, 12th 
Floor. Chicago, IL 60661; Indosuez Capital Funding IIA & IV. 1211 
Avenue of the Americas. 7th Floor, New York. NY 10036: Merrill Lynch 
Sr. Floating Rate Fund. 800 Scudders Mill Road. Plainsboro, NJ 08536 
Morgan Stanley/Dean Witter. 1585 Broadway, 10th Floor, New York, NY 
10036; Prime Income Trust, 2 World Trade Center. 72nd Floor, New 
York. NY 10048, Octagon Credit Investors, 380 Madison Avenue, 12th 
Floor. New York. NY 10017, Trust Company of the West. 200 Park 
Avenue. 22nd Floor, New York, NY 10166: Pacific Century Bank NA. 
2633 Cherry Avenue, Signal Hill. CA 90806; Van Kampen American 
Capital. One Parkview Terrace, Oakbrook Terrace, IL 60181 Also, 
Advanstar Communications has issued certain notes subject to an 
indenture (the 'bonds'). The trustee under the indenture, which trustee 
is the registrar and paying agent as of July 1, 2000 is The Bank of New 
York. Attn: Mary Jane Schmalgel. 101 Barclay Street, 21st Floor, New 
York. NY 10286. The registered bondholder as of July 1. 2000 is: CEDE 

& Co.. Box 20, Bowling Green Station, New York. NY 10004 
12. Does Not Apply 
13. Publication Title: Landscape Management 
14. Issue Date for Circulation Data Below: 

Aug-00 
15. Extent and Nature of Circulation 

Average 
No. Copies 
Each Issue 

During 
Preceding 
12 Months 

54,283 

No. C o * 
Single M 

Nearer 
FilingD 

54.51 

C. 

Total Number of Copies 
Paid and/or Requested 
Circulation 
1. Paid/Requested Ouside-

County Mail Subcriptions 
Stated on Form 3541 

2. Paid In-County Subscriptions 
Stated on Form 3541 

3. Sales Trough Dealers and 
Carriers, Street Vendors. 
Counter Sales, and Other 
Non-USPS Paid Distribution 

4. Other Classes Mailed Through 
the USPS 

Total Paid and/or 
Requested Circulation 

0. Free Distribution by 
Mail 
1. Outside-County as Stated 

on Form 3541 
2. In-County as Stated 

on Form 3541 
3. Other Classes Mailed Through 

the USPS 
E. Free Distribution 

Outside the Mail 
F. Total Free Distribution 
G. Total Distribution 
H. Copies Not Distributed 
1. Total 
J. Percent Paid and/or 

Requested Circulation 
17. Name and Title of Editor. Publisher. Business 

Manager, or Owner: Robert A. Dahl, Group Circulation 
/ M r 9/1/00 
I certify that the statements made by me above 

are correct and complete 

47,234 

337 

47,571 

5.775 

761 
6.536 

54,107 
176 

54,283 

87.9% 

48.20 

31 

48,52 

5.52 

45 
5.9 

54.5 

54,59 

http://www.versa-lok.com
http://www.Iandscapegmup.com
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Jj Solutions 

As manufacturers expand controller capability and 
size, we create convenient solutions to easily adapt our 
remote control systems. To eliminate hardwiring, we 
produced Receiver Cards for quick and easy, perma-
nent installation that are capable of operating up to the 
controller's station capacity. With one transmitter you 
can control Receiver Cards for Rain Bird® ESP MC & 
LX, Superior Sterling and Irritrol® Dial & MC con-
trollers. We also offer portable, universal models for all 
24VAC controllers. -

( 8 0 0 ) 2 7 5 - 8 5 5 8 
www.remotecontroltech.com 

Remote Control 
Technology 

Tli i t t i loj i i 
Why Have Successful Turf Professionals Leveraged 

Their Experience And Chosen " f t fcdTVfra : 7 Over 130 
Dealers Operating Fleets Between 1 And 

30 Trucks Have Made'ÍRfc^ITWUii: North America's 
Largest Franchised Lawn Care Company. 

• Turnkey Operation With Support Systems In 
Marketing, Technical, Administration & Financial 
Planning Facilitates Easy Start Up 

• Highly Respected, Recognized Leader In The 
Industry For 30 Years 

• Large, Exclusive, Protected Territories Allow You 
To Develop Your Franchise To Its Full Potential 

• Repeat Sales Provide Solid Base To Grow Every Year 
• Custom Designed Applications And High "Quality" 

Products Lower Maintenance And Improve Results 
• State Of The Art Custom Weed Man Software 

Increases Efficiency In Your Business 
• Excellent Return On Investment, High Profit Margins 

Contact Us For Opportunities In Your Area. 

(416) 269-5754 
WWW.WEED-MAN.COM 
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AD INDEX 
BASF 
Bio Plex Organics 
California Landscape Lighting 
Chevrolet Truck 
Daniels Pull Plow 
Dixie Chopper 
First Products . . . . 
Foley Enterprises 

33 
34 
39 

5 
54 
2 

27 
20 

Grasshopper Co . . CV3 
Grasshopper Co . . . 29 
Greentrac.com 19 
Icom Industries . . 58 
John Deere . .31 
John Deere Credit 9 
LESCO CV2-1 
Mid Am 22 
Ohio Turfgrass Foundation 47 
Rain Bird Sales 21 
Redexim Charterhouse 6 
Remote Control Technologies .59 
Rexius 17 
Rohmid 10 
Roots 35 
Textron CV4 
Turfco Mfg Ine 50 
Union Tools Irr/Signature Controls 41 
United Horticultural Supply 13-14 
Vander Kooi and Associates . . . . .39 
Versa Lok Retaining Wall Systems 58 
Visual Impact Imaging 59 
Weed Man 59 
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C L A S S I F I E D S H O W C A S E 

Business Opportunities 

M A N A G E M E N T 
For ads under $250, payment must be 
received by the classified closing date. VISA, 
MASTERCARD, & AMERICAN EXPRESS accepted. 
Send to: Advanstar Marketing Services,7500 
Old Oak Blvd., Cleveland, OH 44130. 
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 

BRICKPAVING COMPANY FOR SALE- Metro 
Detroit Area. $1,000,000.00 plus in sales. Commercial 
accounts and direct referrals. Excellent name recognition 
and quality reputation. In business for over 10 years. 
Fully Equipped. Asking $400,000.00. Serious inquiries 
to: PO Box 81243, Rochester, Ml 48308 12/00 

For Sale- An established, well run Landscape and 
Garden Center in Western Kansas. Sales in the past 
several years have increased by 60%, very profitable 
business. Most equipment new, bookings for the next 
six months. For more information write Dean Ellner, 
Inc. Realtors, Attn: Lyn Klein, P.O. Box 536, Hays, 
KS 67601. 10/00 

Landscape design and installation business in 
robust SAN DIEGO area. Over $300k gross with 
consistent bookings. Trucks, tractors, roto-tillers, 
trenchers, etc. Owner retiring, will assist for one year. 
For information: 619-445-9169. 11/00 

Expand your business into the Northwest 
Panhandle of Florida. Landscape/ Maintenance 
Company, including a Retail Nursery located in fast 
growing suburban area with high traffic count. Excellent 
clientele and reputation developed over past 11 years. 
Ready for energetic & enthusiastic owner. Send 
inquiries to: P.O. Box 7692, Pensacola, Florida 
32534 or e-mail: forsalenow411 @aol.com 10/00 

NORTH FLORIDA! A premier lawn care firm located in 
an affluent resort community. Well-trained staff, equip-
ment and commercial residential contracts included. 
Retiring owner will assist in the transfer. Financing 
available with as little as 10% down for an experi-
enced lawn care buyer. One million plus gross sales. 
Call Bob at McGinty & Associates, Lie. R.E. Broker 
904-733-7757. 10/00 

National Lawn Care Franchise in North Carolina. 
Established customer base, one of the lowest cancel 
rates in the business. 7 treatments, 35-40% Aeration 
Seed bookings. Nearly year round billings. Reply to 
LM Box 528. 11/00 

Unique lucrative, long established service business 
with nursery, acreage and facilities in affluent resort 
community. Approximately six acres, plus buildings, 
veh ic les and equ ipment . Excel lent cont racts . 
$1,365,000 in gross sales for 1999. Please reply 
to Email: janeschwiering@norris-realestate.com 

10/00 

BOX NUMBER REPUES: 
Landscape Management LM Box#, 
131 W . First St., Duluth, MN 55802 

(please include box number in address) 

* Sftd; Vt 4 V .1 

: - 3 

The U.S. Lawns franchise 
Call 1-80Ó-US-LAWNS or 

: : yisit wwW.uslawns.com ; 

v .uJm«*, „ 

/P C 
WANT TO BUY OR 
SELLA BUSINESS? 

Professional Business 
Consultants can obtain purchase 

offers from numerous qualified potential buyers without 
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, 
I 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 

1708-744-6715 • Fax 630-910-81001 

The Best in Synthetic Golf Facilities 

We will TRAIN YOU to be SUCCESSFUL 
in the Backyard Putting Green Business 

Call the Putting Green Pros 
Toll Free 877-881-8477 

www.theputtinggreencompany.com 

Educational Opportunities 

WESTERN TEXAS COLLEGE 
T w o year A A S degree program in 

G o l f Course Maintenance Operations 
& Landscape Contracting 

One year G o l f and Grounds Certif icate 
Fully accredited - V A approved 

Expanded learning faci l i t ies & new equipment. 
Graduate placement assistance available. 

Contact: Golf Course Operations -
Landscape Technology Department 

Western Texas College, Snyder, TX 79549 
915-573-8511, Ext. 305 

Become a landscape designer. Approved home 
study. Create plans for lawns, estates, courtyards, 
walkways, gardens, shrubbery. P.C.D.I., Atlanta, 
Georgia. Free career literature. 800-362-7070 
Dept. GTL694. 10/00 

EXPAND YOUR BUSINESS 
by adding a profitable, easy to install, 

patented putting green product to your line. 
15' Anso® Nylon Ultimate Eaze® Gol f System. 

800-548-0402 www.usgreentech.com 

BUSINESS OPPORTUNITY- Energetic person needed 
to market environmentally friendly liquid slow-release 
fertilizer and 0-0-25-175, chelated micro-nutrients, 
drift control, surfactants and many other products to turf 
and landscape industry. Buy direct from manufacturer. 
Free catalog Call: 800-832-9635. Fax: 320-238-2390. 
Email: kfranke@clear.lakes.com 11/00 

Discover www.HGBID.com, your free auction portal 
for the green industry with new timesaving, cost-cutting 
ways to run your business. Distribute, sell, or liquidate 
your equipment, products and supplies to a national 
market. Get a free web page with your free 
registration today at www.HGBID.com 10/00 

For Sale 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more 1/8" scale 

Stamp sizes from 1/4" to 1 3/4". 
$84 • $6 s/h VISA. MasterCard, or 

MO's shipped next day. Checks delay 
shipment 3 weeks CA add 7.75%Tax 

AMERICAN STAMP CO 
LdaricJIS- 12290 Rising Rd LMM. Wilton. CA 95693 

916-687-7102 VoiceorFax TOLL FREE ( 8 7 7 ) 6 8 7 - 7 1 0 2 

4 0 X 60 X 12 

s $7,523 
Build It Yourself And Save 10,000 Sizes. All Bolt-Together All Steel 
Buildings. Call Today For A Price Quote And A Brochure. 

BUILDING S Y S T E M S 
8 0 0 - Ö 4 3 - 5 5 5 5 
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mailto:lzola@advanstar.com
mailto:janeschwiering@norris-realestate.com
http://wwW.uslawns.com
http://www.theputtinggreencompany.com
http://www.usgreentech.com
mailto:kfranke@clear.lakes.com
http://www.HGBID.com
http://www.HGBID.com


For Sale (Cont'd) 

I TURBO TURF I 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE., BÍAVFR FALLS, PA 15010 

1-800-822-3437 www.turboturf.com 

- T — E - C — H - N - O - l — O - G — I — E - S 

• E C 3 0 0 0 Tackifier • 
* Hydro Seeders * 
• Straw Blowers * 

N e w 61 Used Equipment!! !^ 

One-Stop Shopping 
3380 Rte. 22 W., Unit 3A, Branchburg, N) 08876 

800-245-0551 •908-707-0800»Fax: 908-707-1445 

www.ErosionControlTech.com 

TULIP BLENDS 
that bloom simultaneously 

Sales Aids Available: 
Marketing Flyers, Posters 

Wholesale Catalog 

1 888 TIP TOES 

FACTORY LIQUIDATION 
\%OFF 

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

4 0 x 6 5 (3 LEFT) 
4 0 x 8 5 (1 LEFT) 
5 0 X 1 1 0 (2 LEFT) 
6 0 X 1 5 0 (1LEFT) 

• 20 year roof & wall warranty 
• Plenty of room for storage & 
a workshop 
Prime Steel Some Other 

Sizes Available 

1-800-291-6777 EXT 402 

landscapersupply.com 
W H E R E T H E PROS SHOP 

1-800-895-4589 

Finished Plant Material 
100 or more 

Prices effective through Dec. 31, 2000 Sorry, no spring booking. 
Arborvitae: 

Wintergreen, Silvertip, Pyramidal-
#1 Park Grade 

475' 
576' 
677' 

$18.00 
$22.00 
$28.00 

Japanese Yew: 
Densiformus, Hicks- 18"/24" 

24730" 
Densiformus- 3CT/36" 

Capitata- 24730" 
30*736" 

$15.00 
$18.00 
$24.00 

$14.00 
$18.00 
$28.00 
$20.00 
$25.00 

Call Mark West at Stedman Nurseries: 
716-778-8540 

James Lincoln Corporation 
HYDRO-MULCHERS 
HYDRO-SEEDERS 
STRAW BLOWERS 

New and used, all sizes, all types 
800-551-2304 

www.jameslincoln.com 

ATTENTION LANDSCAPERS 
WHY BURN DA YUGHT SHOPPING? 

We'll deliver blades, filters, etc. for LESS! 
Save time and money... 

HUGE searchable database: 
http://www.M-and-D.com 

24-hour Secure Online Ordering 

Get Fast Action with 
Classified Advertising 

Contact Leslie Zola: 
1 -800-225-4569 ext. 2670 or 440-891 -2670 

Fax: 440-826-2865 • E-mail: lzola@advanstar.com 

Help Wanted 
] 

SUPERINTENDENT of 
PARK MAINTENANCE 

City of Long Beach, California 
Department of Parks, Recreation 
and Marine 

Salary Range: $53,318 - $82,976, 
Depending on Qualifications 

Description: Under direction, this position is 
responsible for one or more of the following: 
structural maintenance (repairs, improve-
ments, and crafts), custodial maintenance, 
and preventive maintenance of the City's 
marinas, freestanding restrooms, pools and 
park amenities; grounds and landscape 
maintenance; and special projects. The 
position supervises up to four supervisors 
and approximately 50 full-time and part-time 
employees. The position is responsible for 
administering an annual operating budge of 
approximately $3 million. The position requires 
four (4) years of progressively responsible 
experience in administration and supervision; 
working knowledge of contract management, 
facility maintenance manangement, marine 
maintenance, grounds/landscape management, 
and capital improvement project development; 
strong oral and written communications 
skills; strong interpersonal skills; and the ability 
to deal effectively with the public. A bachelor's 
degree is required; however, relevant 
experience may be substituted for education 
on a year-to-year basis. 

To Apply: Send resume, letter of interest, 
and three work-related references by Friday, 
November 3, 2000 to: David Ashman. 
Manager of Maintenance and Development, 
City of Long Beach, Department of Parks, 
Recreation and Marine, 2760 Studebaker Rd„ 
Long Beach, CA 90815-1697. 

For more information call (526) 570-3126 or 
(562) 570-3188 

Companies a r e g r o ^ 

JSL 
An Equal Opportunity Employer 

We are seeking qualified: 
• Landscape Maintenance Managers 
• Superintendents 

We offer a wide range of benefits including 
medical, dental, 40IK with 80% matching, 

125 cafeteria plan and education. 
Call (303) 795-2582 or 

email resumes@rbicompanies.com 

FOR CUSTOMER SERVICE, 
CALL US AT 1 - 8 8 8 - 5 2 7 - 7 0 0 8 

http://www.turboturf.com
http://www.ErosionControlTech.com
http://www.jameslincoln.com
http://www.M-and-D.com
mailto:lzola@advanstar.com
mailto:resumes@rbicompanies.com


L/P/M5K/ 
Nationally 11th ranked full service landscape, irrigation, 

maintenance, tree care, construction & pool construction 
company in South & Central New Jersey is seeking career 

minded, skilled and highly motivated professionals to join its 
award winning team. Lipinski's goal is to maintain the leadership 
position in landscape for commercial & residential customers 
and to redefine the architectural approach in the horticultural 

industry as a leading technological edge. 
Currently seeking: 

Landscape Designers/Architects/Salespersons 
Landscape Construction Supervisors & Forepersons 

Irrigation Service Technicians & Forepersons 
Landscape Maintenance Supervisors & Forepersons 

Lawn & Pesticide Applicators 
Experienced Tree Climbers 

Tree Salespersons 

Fax or e-mail resume to 
Human Resource Manager 

Lipinski Landscape & Irrigation, Inc. 
PO Box 605, Ml Laurel, NJ 08054 

Fax: 856-234-0206. E-mail: humanresource@lipinskiland.com 

Help Wanted (Cont'd) 

The forest is thriving in the Big Apple. 

And so can you. 
Bring your arboricultural skills to Central Park Conservancy. As the organization behind 
New York City's greatest natural wonder,, we...offer aft the resources you need to succc^d 
including outstanding growth potential. Right now, we have an exceptional opportunity 
for an entry-level or experienced Tree Climber/Pruner to join our team. 

In this role, you will perfoilh tree pruning, tree removal, planting, deep-root feeding and 
general area/equipment maintenance. v ^ ' V 

To qualify for the trainee position, you must have a valid driver's license and the ability to 
perform heavy, manual labor outdoors. To qualify as an experienced J^ .you ' l J need 1 year of 
related experience operating a bucket truck and̂  ¿tini&ihg with a rope arid saddle. This; position 
can lead to increase^ tesponsibility including the operation of large equipment and vefwcibs. 
For all candidates, a CDL is preferred. \ \ S ^ / i 

We offer a competitive salary commensurate with experience, great benefit!?and a l(toaticri3 
that speaks for itself. For consideration, foryyafd yotir reisume to; Central Parle Conservancy, 
Human Resources, TCP-LM, 14 East 60th FAX::(lt2> : :Hv.,v 

310-6633. Or email: hrdept@ceritfalparknyc.org Explore our careers;and program! at 
www.centralparknyc.org and click on "Get Involved". EOE. " v \ % > x 

cy 
All Pro Landscaping, Inc is hiring Managers, Superintendents and Supervisors looking for an excellent career opportunity. 

All Pro seeks energetic, team oriented candidates with proven leadership, communication and interpersonal skills who wish to take 
on an exciting entrepreneurial job with one of South Jersey's highest quality, fastest growing full service landscape companies. 

• L a n d s c a p e C o n s t r u c t i o n M a n a g e r / G r o u n d s M a i n t e n a n c e M a n a g e r • P u r c h a s i n g A g e n t 

• C o n s t r u c t i o n E s t i m a t o r / S a l e s p e r s o n « C o n s t r u c t i o n P r o j e c t M a n a g e r s 

• G r o u n d s M a i n t e n a n c e S u p e r i n t e n d e n t s • L a w n a n d Pest ic ide S u p e r i n t e n d e n t 

Experienced leaders w i th strong m a n a g e m e n t and communicat ions skills and a desire to do quality w o r k should apply. 
Comple te compensat ion package includes excellent base salary, bonus opportunity, 
c o m p a n y vehicle, medical , denta l , vision, and 4 0 1 k ret i rement plan, sick a n d personal t ime . j £ § 

Please call Avi @ 609 -261 - 1 6 5 5 for more information on position 
requirements or fax resumes and salary requirements to 609 -261 -1624 . EOE 

ALL PRO 

M A N A G E M E N T C A R E E R S 
Looking for a new challenge? 

Visit our Web site for the latest 
career opportunities. 

It's quick, convenient, confidential. 

www. greensearch. com 
GreenSearch^V 
frfwlut* h. Pron+m U I ^ T T te» U* Or—» y • • 

E-mail: infoQgreensearch.com 
Toll free: 888-375-7787 Fax 770-392-1772 

L A N D S C A P E D E S I G N E R / A R C H I T E C T 
For well-established design/build firm in Northern 
New Jersey. Must be sales and production oriented. 
Competitive salary, commission, profit sharing. 
Fax or Email resume to: 

Jacobsen 
LANDSCAPE DESIGN AND CONSTRUCTION 

413 Godwin Avenue 
Midland Park, NJ 07432 
Fax: 201-444-4334 
Email to: jacobsenlandscape@msn.com 

S E A R C H J O B S • P O S T J O B S • O N L I N E 

• www.greenindustryjobs.com 
• www.landscapingcareers.com 
• www.irrigationjobs.com 
• www.nurseryjobs.com 

OPPORTUNITIES! 
Hennes Landscaping is seeking motivated people 
who want good pay, benefits and a stable company, 

to help us maintain our reputation as Kansas 
City's premier landscaping company. 

We have opportunities for: 

• Division Manager 
• Designer 
• Horticulturist 
• Sales Representative 
• Superintendent 
• Various support positions 

Experience/knowledge of sprinkler systems 
or landscaping preferred, but not required. 

Please respond to: 
Hermes Landscaping 

12421 Santa Fe Trail Drive, Lenexa, KS 66215 
Ph: 913-888-2400 • Fax: 913-888-2418 

Email: hermesl@gvi.net 
E O E 

SMALLWOOD DESIGN GROUP 
SMALLWOOD LANDSCAPE. INC. 

Are you tired of the corporate world? Do you 
want to get back to having fun in your career? 
Small wood is an award-winning landscape 
design-build-maintain firm located in beautiful 
South West Florida. We are seeking highly 
motivated individuals to become part of our team. 
We are currently offering opportunities for the 
following positions: 

• Director of Horticultural Operations 
• Maintenance Sales 
• Maintenance Foreman 
• Landscape Architect 

We offer competitive salaries, excellent 
benefits, a 401k plan and advancement within 
our organization. 

Small wood Design Group/ 
Small wood landscape. Inc. 

2010 Orange Blossom Drive 
Naples, F L 34109 
Ph: 941-597-8136 

Fax: 941-597-4384 
Email: Corporate@smallwood.com 

www.smallwood.com 
Drug F r e e / E O E 

mailto:humanresource@lipinskiland.com
mailto:hrdept@ceritfalparknyc.org
http://www.centralparknyc.org
mailto:jacobsenlandscape@msn.com
http://www.greenindustryjobs.com
http://www.landscapingcareers.com
http://www.irrigationjobs.com
http://www.nurseryjobs.com
mailto:hermesl@gvi.net
mailto:Corporate@smallwood.com
http://www.smallwood.com


Help Wanted (Cont'd) 

LANDSCAPE PROJECT MANAGER 
Full service company specializing in large 
commercial projects in need of manager. 
Duties to include: 

• Computer aided estimating 
• Bidding 
• General managerial 

Candidate should possess related degree, 
preferably a L.A. degree and proven success 
in the commercial sector. 

Send resume to: 
Growing Image Inc. 

PO Box 34231 
Indianapolis. Indiana 46234 

317-293-8585 • Fax 317-299-6946 

T H E B R I C K M A N G R O U P , L T D . 
Careers in landscape management 

available in: 
Colorado - Connecticut 

Delaware - Florida 
Georgia - Illinois 

Indiana - Maryland 
Missouri - New Jersey 

New York - North Carolina 
Ohio - Pennsylvania 

Texas - Virginia 
Wisconsin 

E-mail: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

V I C E P R E S I D E N T 
L A N D S C A P E O P E R A T I O N S 

Lied's Nursery Company, Inc., a 300-employee, 
full-service landscape company in Milwaukee, 
Wisconsin, is seeking a seasoned professional to 
lead our landscape operations. The successful 
candidate will lead our landscape design/build 
and landscape maintenance operations. Essential 
responsibilities will be development and 
leadership of the staff, increasing gross profit and 
streamlining operations along with becoming an 
active member of the senior management team of 
the entire company. 

To learn more about our company, please visit 
our website at www.lieds.com. Interested 
individuals should submit via e-mail, fax or mail, 
a resume with salary history and requirements 
along with a cover letter. 

Lied's Nursery Company, Incorporated 
Attn: LM-HR 

N63 W22039 Hwy 74, Sussex, WI 53089 
Fax: 262-246-3569 

Email: Iieds@worldnet.att.net 
Website: www.lieds.com 

EMPLOYERS - JOB SEEKERS 
STOP HERF:I 

FerrelFs Jobs in Horticulture 
is a twice-a-month national newspaper 

and website for Green Industry employment. 
Call: 800-428-2474 

or visit 
www.giantads.com 

Since 1993 

WESTERN STATES RECLAMATION, INC. 
(WSRI) is an 18-year-old company with unique 
clientele & projects. Services and projects include 
land restoration, large landscape/irrigation 
construction, minor earthwork and light civil 
engineering. Present project size ranges from $1K 
to $4M. 

P R O J E C T MANAGEMENT POSITION: 
WSRI seeks an individual with 10+ years of 
experience to handle project management & 
estimating. Requires a minimum of 5 years 
experience in a recognized construction company. 
Position involves supervision of multiple projects 
and intense scheduling of materials, manpower 
and machinery. Ideal candidate will have exp. in 
revegetation, erosion control, urban park 
construction, civil/earthwork. Degree preferred in 
civil engineering, construction management, 
landscape architecture or equivalent. Computer 
literacy a must. 

ESTIMATORS: 
ENTRY LEVEL/MID LEVEL/ SENIOR LEVEL 
• Upper level positions require previous 

construction estimating experience up to $5M 
single project. Must be computer literate and 
have experience with CADD & estimating 
software. Degree in related field preferred. 

• Entry level positions requires computer know-
ledge, good math skills, and 2 years experience in 
related field. Degree helpful. 

Above average salary, benefits, incentive 
program, 401K plan and company vehicle. 

Send salary, history and requirements to: 
WSRI 

11730 Wadsworth Blvd., Broomfield, CO 80020 
Fax: 303-465-2478 • Email: wsrdrc@aol.com 

Website: www.wsreclamation.com 

SALESPEOPLE- CHECK IT OUT! ACRES EMPLOY-
MENT ADVANTAGES... In recent surveys from 90 
Acres Group employees, they rated the top three 
REASONS ACRES BEATS THE COMPETITION: 
Professionalism: Assuring customer service, respect 
& satisfaction. Quality: Experienced, passionate 
employees committed to doing the best job possible. 
Superior Results: Snow, Landscape Maintenance, 
Construction and Nursery. In recent customer surveys, 
2 out of 3 customers rated Acres above peer companies 
in both "WILL" & "SKILL" while scoring Acres as 
"meeting and frequently exceeding expectations!" 
FIND OUT WHY! Acres Group, Northern Illinois' 
largest independent landscape contractor growing at 
+18% seeks additional landscape maintenance sales-
people to continue our growth. Our maintenance 
management and production staff delivers. Are you 
experienced and enthusiastic enough to successfully 
manage and grow an Acres portfolio? If so, apply 
now. Superior compensation and benefit opportunities. 
Three facilities- Naperville, Roselle, Wauconda. Call 
Maureen for immediate confidential consideration. 
Phone: 847-526-4554 Fax: 847-526-4596 Visit us 
on the web at: www.acresgroup.com MEMBERS 
OF THE ILCA SINCE 1985. 10/00 

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, 214-526-5665. 
www.amigos-inc.com. 10/00 

READY FOR A CHANGE? Come join one of the 
Largest Vegetation Management Companies in the 
United States DeANGELO BROTHERS, INC. is 
experiencing tremendous growth in all of our divisions 
and has immediate openings for the following positions: 
•FOREMEN: Qualified candidates must have proven 
leadership, communications and interpersonal skills. 
Industry related background preferred, but willing to 
train the right individuals. »TECHNICIANS: Candidates 
must be responsible, reasonable persons willing to 
work on weed and brush control crews. Positions 
involve driving trucks and operating spray and/or 
trimming equipment. «TREE TRIMMERS/BUCKET 
OPERATORS: We are seeking tree trimmers with 
railroad and/or utility line clearance experience. 
Climbing and bucket operations experience is pre-
ferred. «HI-RAIL OPERATORS: Qualified candidates 
must have CDL & drivers license with Tank & Hazmat 
endorsement, be willing to travel away from home for 
extended periods of time and possess good mechanical 
abilities. We offer a good starting salary, 
benefits, training, advancement and a drug free work 
place. Must enjoy moderate travel and overnight 
stays. A valid drivers license is required. For a career 
opportunity and confidential consideration, contact our 
24 hour, 7 day a week Employment Hotline 
at 800-355-8944 or send resume to: DeAngelo 
Brothers, Inc., Attn: H.R. Dept., 100 North Conahan 
Drive, Hazelton, PA 18201. Fax: 570-459-5500 
EOE/APP/M-F 4/01 

FLORAPERSONNEL, INC. In our second decade 
of performing confidential key employee searches 
for the landscape/horticulture industry and allied 
trades worldwide. Retained basis only. Candidate 
contact welcome, confidential, and always free. 
1740 Lake Markham Road, Sanford, FL 32771. 
PHONE (407)320-8177. FAX (407)320-8083. 
Email: Hortsearch@aol.com Website: 
http://www.florapersonnel.com 12/00 

Want to move up? We are hiring for two estimator 
positions in our Irwindale, California office. The 
successful candidate must have at least 3 years 
experience bidding landscape installation work and 
possess a valid California driver's license with a clean 
record. Some prior computer experience is also 
necessary. Additional beneficial qualifications include: 
Microsoft Word and Excel knowledge, possess a 
CLT certification, maintenance estimating, large 
commercial and public works estimating. The position 
is demanding and requires a self-motivated person 
who knows how to manage their time. Combined with 
the competitive base salary, benefits include (with 
restrictions) Health plan, 401k, company car and a 
very generous sales bonus plan. Interested 
applicants contact Larry Rudd at Mariposa 
Horticultural Enterprises, Inc. at 626-960-0196 or 
sales® mariposahorticultural.com 10/00 

DIRECTOR OF OPERATIONS- Tovar's Landscape 
Contractors, Inc. is seeking a self motivated director 
of operations. Candidate must have strong manage-
ment skills. Responsible for complete operations 
including supervision of field personnel. Salary based 
on experience. Please forward resume to: 
31W377 W. Spaulding Road, Elgin, IL 60120 or 
Fax:847-695-0417. 10/00 

Let Classified Advertising 
Work For You-

Contact Leslie Zola: 
1 -800-225-4569 ext. 2670 or 440-891 -2670 

Fax: 440-826-2865 • E-mail: lzola@advanstar.com 
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cleanup crew 
THIS AND THAT • 

Fine design 
Twenty-six landscape professionals were 
recently honored for being the best in 
landscape design, maintenance and 
lighting at the 42nd Annual 
Beautification Awards presented by the 
Orange County/Long Beach Chapter of 
the California Landscape Contractors 
Association (CLCA). 

The "Sweepstakes Award" for best 
overall entry went to Bruce Wayne Co. for 

\ 9 | | the Crockett 
J M b Residence in Newport 

^ F Ç f t f f Coast. Richard Taylor 
i & Associates took 
^ ^ V k J ^ S ^ B home the 

"President's Award" 
for best entry in any 
landscape installation 
category. The 

"Judges' Award" for maintenance was 
awarded to Brian Smith & Associates. 

The CLCA's top honor, the "Meridian 
Award," was also presented to Stuart J. 
Sperber for substantial beautification of 
the environment. Sperber is president 
and co-founder of Valley Crest Tree Co., 
Inc., Calabasas, CA. 

Stuart J. Sperber 

Geese go bye-bye 
There once was a story 'bout a goose named Gil, landed in a field and let out a lit-
tle shrill, took off on the fly and told his buddies to make a break, the source of his 
fright was an inflatable snake. 

It's true, folks. As reported out of the Tacoma News-Tribune, Mick Davis, a main-
tenance superintendent for Commencement Bay Mill Co., had enough of the geese 
that had taken over the company's front lawn, so he went to the local store and 
bought a snake-shaped inflatable lawn decoy for $6.99. When the flock of 30 
geese showed up, the lead goose saw the snake, turned tail and took off, with the 
rest of the flock following. Apparently, only two gutsy geese strut around the lawn 
now. It just goes to show there's more than one way to skin a cat, er, goose. 

Recruiting edge? 
In the highly competitive college 
recruiting market, Temple University 
may have just picked up an edge — at 
least wi th prospective students who 
love scenic surroundings. Temple's 
Ambler campus has officially been 
designated an arboretum, having ful-

filled the requirements set forth by 
the American Association of Botanical 
Gardens and Arboreta (AABGA). The 
187-acre campus features rolling hills, 
forest, fields, and many learning gar-
dens: an herb garden, ground cover 
garden, native plant garden, rock 
wall, woodland garden, wetland gar-
den, trial garden, along with large 

perennial borders. The Temple 
University Landscape Arboretum, 
open to the public, is cared for by hor-
ticulturist Stephanie Cohen, who was 
recently given the 2000 Garden 
Communicator's Award by the 
American Nursery and Landscape 
Association (ANLA). 
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But no one has to know how easy... 
Sure, you had to cut around a lot of obstacles, but you did it in record time! And if 
the customer's turf looks better than ever? You did it all on a Grasshopper, and it's 
never been easier. The secret is in the equipment. 

No one has to know how easy mowing is with Grasshopper's front-mounted deck, 
where you have the visibility to trim and mow. Or the advantages of HydraSmooth™ 
steering that eliminate all footwork. By all means keep mum about how you stay 
comfortably in control with the Ultimate Operator Station. You complete your job 
ahead of schedule and still feel renewed for the rest of the day. 

Snow removal & turf renovation 
systems, PTO-driven, for no-slip RPM. 

If you're lucky maybe they won't notice all the comfortable legroom 
you enjoy while reaching the deck under shrubs and 

trees. You'll be the envy of every other 
contractor if anyone finds out... 

You can't even break a sweat with 
maintenance so accessible and easy. 

So keep these secrets low-profile -
much like the terrain-hugging 
Grasshopper design - and let your 
quality of work speak for itself. 

Give us a call or visit our website for details on Grasshopper's complete 
line of true zero-turn (True ZT) mowers and large capacity leaf/grass 

collection systems. 

DuraMax™ 90° FlipUp™ Deck 
(44" to 61"). Bag, mulch or discharge 
using the same (44" to 72") deck. 

First to Finish...Built to Last 

YOUR NEXT MOWER 

Ask for our free video on the Quick Converter Implement System, which transforms 
your air-cooled or liquid-cooled Grasshopper True ZT power unit into a compact turf 
renovation and snow removal system. 

It's easy to finance or lease a Grasshopper! Ask for details. 

The Grasshopper Company I P.O. Box 637 I Moundridge, KS 67107 U.S.A. I Phone:316-345-8621 I Fax:316-345-2301 
www.grasshoppermower.com I Ask for free video. c2000, The Grasshopper Company 
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http://www.grasshoppermower.com


THE NEW BUNT0N MOWERS. IT'S A PRIDE THING. 
At the end of the day, your reputation depends just as much on the equipment you use as the job you do. 
So, we built our new walk-behinds and zero-turn riders to give you more comfort, durability and style. 

For a Bunton dealer near you, call 1-888-922-TURF or visit us online at www.ttcsp.textron.com. 

Works As Hard As You. 
Circle No. 103 on Reader Inquiry Card 
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