
Tips on how to 
recession-proof 

your business 

SOLUTIONS FOR A GROWING INDUSTRY 



The conventional wisdom on grub control is shifting from 

a curative to a preventive approach. Fortunately, M A C H 2® 

Turf Insecticide offers effective preventive grub control with 

a powerful curative component as well. 

Apply M A C H 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 M A C H 2 in immediately. 

Unlike other products that degrade on the surface in a single 

day, M A C H 2 can wait 2 weeks or more for your customers—or 

mother nature—to water it in without sacrificing effectiveness. 

Prevent or cure. Unmatched irrigation flexibility. Effective 

control with an award-winning environmental profile. Only 

M A C H 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 wvtrw.mach-2.com. 

MACH 2 
TURF INSECTICIDE 

IT'S ALL YOU NEED 
TO PREVENT OR CURE. 

*7RohMid U .C . Company ©2000 
Always read and follow label directions. 
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Closing the distance between grassy and broadleaf weed control. 

BASF 



events 
WHAT, WHEN & WHERE 

Landscape 
m a n a g e m e n t ! 

VISIT US ON THE WEB AT www.landscapemanagement.net 

P r o u d s u p p o r t e r of t h e s e g r e e a i n d n i t r y p r o f e s s i o n a l o r g a n i z a t i o n s : 

June 

21-23 OPEI Annual Meeting 
Pontevedra, FL; 512/442-1788 

26-27 1st Annual 
Pennsylvania Snow Removal 
Conference I Reading, PA; 
717/238-1673 

28 Scouting for Pests and 
Problems of Woody 
Ornamentals in the 
Landscape / Amherst, MA; 
Sponsored by Umass Extension; 
413/545-0895 

July 

10 University of Missouri-
Columbia Turfgrass Field Day 
Columbia, MO; 573-442-4893 

12-15 ANLA Convention & 
Executive Learning Retreat I 
Cleveland, OH; 202/789-5980x3010 

14 MFPA Tree Identification 
Workshop I Lansing, Ml; 
517/482-5530 

15-17 Texas Turfgrass 
Summer Institute I Austin, TX; 
979/690-2201 

16-17 PLCAA's Legislative 
Day on the Hill & Arlington 
Renewal Project I Washington, 
DC; 800/458-3466; 

18-22 Turf grass Producers 
International Summer 
Convention and Field Day I 
Toronto, Canada; 800/405-8873 

20-22 EXPO 2001 1 Louisville, 
KY; 800/558-8767 

24-27 California 
Association of Nurserymen 
91st Annual Meeting I 
Monterey, CA; 800/748-6214 

3 1 Midwest Regional Turf 
Field Day I West Lafayette, IN; 
765/494-8039 

August 

3-5 Southern Nursery 
Association 2001 1 Atlanta, GA; 
770/953-3311 

4-8 Soil and Water 
Conservation Society Annual 
Meeting I Myrtle Beach, SC; 
515/289-2331 

14-23 International 
Growers' Tour I 
Germany/Denmark; 
www.anla.org 

15-19 ANLA Landscape 
Operations Tour I Dallas, TX; 
www.anla.org 

17-19 ALCA Design/Build 
Workshop I Atlanta, GA; 
800/395-2522 

19-25 International Garden 
Centre Tour I NY/Baltimore; 
202/789-5980, ext. 3010 

21 Cornell University Field 
Day I Ithaca, NY; 800/873-8873 

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 

American Society of Irrigation Consultants 
P.O. Box 426 
Byron, CA 94514-0426 
925/516-1124 

The Irrigation Association 
8260 Willow Oaks Corporate Dr. Suite 120 
Fairfax, VA 22031-4513 
703/573-3551 
www.irrigation.org 

National Arborist Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603-314-5380 
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 
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THAN CAT MACHINES. 
Reliable equipment. Fast service. Knowledgeable people. 
For a store near you, call 1-800-RENT-CAT. 

www.thecatrentalstore.com 
© 2 0 0 1 Cate rp i l l a r 

http://www.thecatrentalstore.com




BY SUE GIBSON / EXECUTIVE EDITOR 

Have a Plan B, Just in case 

Every time I hear a news story on the 
stock market, I think about sheep and 
how mindlessly they stampede together. 
We see this same effect when stockhold-
ers buy and sell in great waves generated 
by the slightest event. Often, these buy-
ing-selling waves make no sense at all, 

but thousands of people participate. It's one of those 
mysterious things driving our economy. 

Economists are the opposite of sheep. It seems each 
one has his or her theory of impending boom or disas-
ter, and a full set of reasons why they're right. Some 
predict our troubles are over, others say the economy 
will continue to wobble, and still more wonder if 
things will really tank later this year. 

Why the confusion? The "leading economic indica-
tors" economists use to measure the economy's perfor-
mance are giving us mixed signals every month. And 
because economists use models based on past markets 
to make their forecasts, they don't have a clear picture 
of how this market will act. Their crystal balls are all 
fogged up. 

I'm not comfortable accepting anyone's prediction 
yet, and neither should you be. 

Like many of your peers interviewed in our news 
story on page 15, you may be having a strong year, 
with plenty of work, advance orders and customer re-
newals. "What recession?" you ask. Or maybe you're 
only feeling a slight pinch from higher prices and only 
sense a slowing momentum. How are you to plan? 

Because the jury's still out, I hope you have a Plan B 
in mind. You can't control the forces moving this econ-
omy on a national or local scale, but you can be pre-
pared. Here's how to recession-proof your organization: 

1. Develop a clear vision of your services, your cus-

tomers and your goals. That's your business plan. If 
you're an in-house operation, define the value you pro-
vide, in case you have to defend your budget someday. 

2. Target your weak spots (having only a few big 
customers, not being profitable enough, having too 
many competitors, struggling with weak cash flow, 
etc.). Then, plan immediate steps to rectify them and 
strengthen your market position. This may lead you to 
some new ways to stand out from your competition, 
add or delete services, or reorganize your operations. 

3. Picture an actual recession, losing key customers 
or having your own costs skyrocket. Make it a worst-
case scenario. How will you weather that storm? Then 
you can prepare a specific, targeted defensive plan, be-
fore you need one. You might get some ideas from our 
cover story on page 22. 

This industry may feel the downturns last, but by 
looking at your operation now, you have the time to 
make it stronger, just in case. 

Contact Sue at 440/891-272 
or e-mail at 
sgibson@advanstar.com 

Economists don't have a clear picture of 
how this market will act. Their crystal balls 
are all fogged up. 

on the record 
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Think Tough. 

FERRIS 

Commercial mowers take a heating equal to that of battlefield tanks. And nobody builds mowers that take a 
beating better than Ferris. From our wheels, blades and decks that kick butt on any terrain, to our revolutionary 
4-wheei IS00 Independent Suspension. It's all engineered to provide years and years of reliable 
operation. Call 1-800-933-6175 or visit www.ferrisindustries.com to learn more al>out our complete 
line of tough walk-l>ehind and 3-wheel riding mowers along with our new Ferris Zs from 48" to 72" 
of cutting power. We'll answer all your questions, and match you up with your nearest Ferris dealer. 

The most durable commercial mowers around. DUMBER I 
in Reliability 

Ferris Industries • 5375 N. Main St. • Munnsvil le, NY 13409 • www.ferr is industr ies.com • 1-800-933-6175 

Circle No. 107 on Reader Inquiry Card 

http://www.ferrisindustries.com
http://www.ferrisindustries.com


RON HALL / SENIOR EDITOR 

A tale of two ponds 

Landscape ponds are the rage in my 
community. Most are of the design-
and-build-yourself variety. Dig a hole, 
put down a liner, fill it with water, in-
sert plants and fish — instant pond. I 
built one of these myself. It was 6 by 
6 ft., and 3 ft. deep in the middle so 

that our fish, our frog and our water lilies would sur-
vive our northern Ohio winters. 

My wife, Vicky, and I loved that pond. I say loved 
because this past winter it sprung a leak. Sunlight ap-
parently caused the poly liner to weaken, and it 
cracked about a foot from the bottom. The carnage 
was awful — two koi, four goldfish and our frog. 

It's all my fault, my wife Vicky tells me. I should 
have used a rubber liner. Or, I should have covered 
the poly liner with stones when I built the pond, like 
she said. Now, she's pressuring me to find a new home 
for our five surviving goldfish. They've been circling in 
a 25-gallon plastic pail located under a downspout on 
the north side of our house since early spring. Vicky 
says they're not happy there. How can she tell? 

We considered repairing our pond — that is until I 
told her about a professionally installed pond in neigh-
boring Catawba Island, OH. That was probably a mis-
take. When she sees that one, she's not going to want 
to repairs ours. 

Casey Enders of Choice Lawn Care, Republic, OH, 
designed and installed the 11-17 ft. pond last season on 
the property of David and Marianne Glasser. 

Homeowner David said that he'd originally talked 
to Enders about installing a smaller water feature just 
behind his home, but Enders persuaded him to go 
with the larger pond — waterfall, koi and aquatic 
plants — because of the lay of the property. 

We considered repairing our pond — 
that is until I told her about a professionally 
installed pond in neighboring Catawba Island 

Dave Glasser says that his new landscape pond requires 
more maintenance than he anticipated, but it's worth it. 

The evening that I visited the Glassers, they were 
sharing a bottle of wine with friends on the deck be-
hind their home. They spend as many pleasant 
evenings there as the mosquitoes will allow, and 
greatly enjoy the beauty and quiet sounds of the mov-
ing water, which is their landscape's showcase feature. 

Since I told Vicky about die Glasser's pond, she's 
been all over me to see it. How much longer can I hold 
out? Every time she sees the goldfish in the pail she 
asks me when I'm going to take her to see it. 

Contact Ron at 440/891-2636 or 
e-mail at rhall@advanstar.com > Wk v 

green side up 
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O N E C U S T O M E R 
SAID THE WAVE OF 



L O O K E D L I K E T H E 



BY LARRY IORII / GUEST COLUMNIST 

I gained more practical information at 
my networking meeting than at any Other 

event I've ever attended. 

Come over to my place 
f you want to learn a lot of useful informa 
tion that you can use in your company, 
hold a meeting. It's as simple as opening 
your home or business for your nome or Dus iness ior an evening to a 
group of local competitors. Last year, I 
held my first networking meeting. This 
year, I hosted two. 

my case, I organized it for local branch members 
of the Profes-
sional Grounds 
Management So-
ciety (PGMS). 
The meeting 
was designed to 
gather informa-
tion I couldn't 
get at tradi-
tional confer-
ences. I think 
it worked 
great. I've at-
tended local, 
regional and 
national con-
ferences for 
25 years, 
but I can 
say without 

a doubt I gained more practical information during the 
two or three hours my meeting took than during any 
other event I've ever attended. 

How to get started 
I mailed a simple notice to all the PGMS branch mem-
bers, suggesting possible discussion topics. My flyer in-
vited them to "open up" and share information. We 
then had an informal gathering at my house, complete 
with favorite local foods. i favorite local foods. 

The two meetings I've held so tar were overwhelm-
ing successes, probably because everyone was eager to 
trade information. Once the guests arrived, I handed 
them a form listing all the discussion topics and let 
them pick five. 

Each discussion group split up into a separate room 
in my house. Every half hour, guests rotated to a differ-
ent room to discuss a different topic or the original one. 

During the rest of last year, owners and key employ-
ees who had attended the meetings continued to thank 
me for having such a useful gathering. Many competitors 
got to know each other better and established better ties 
by trading information. 

— The author owns and operates Down to 
Earth Inc., a landscape firm in Wilmington, DE. He can 

be reached at 302/654-8113. 

Larry lorii sent this letter to PGMS branch members inviting them to a net-
working meeting. Copying this format will be helpful to you when you de-
cide to hold your own meeting. 

my way 



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 2AD 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 , _ _ . , . _ y Circle No. 125 on Reader Inquiry Card 

t i United 
Wd v t Horticultural Supply 

http://www.uhsonline.com


PROVEN 
PERFORMANCE 

Creeping Bentgrass 

KENTUCKY BlUtGRASS 

KENTUCKY B L U E G R A S S 

These are just a few of the top names from more than a hundred seed varieties that United Horticultural Supply 
has to offer the turf professional. No other seed marketing and distribution company has as many top quality seed 
products to offer in all categories and is able to serve every level of customer requirement. 

Our list includes the most elite varieties for the world's best golf courses to general 
reclamation needs for customers in golf course and sports turf management, 
professional lawn care, landscape contracting, commercial turf and sod production. 

Many of these seed varieties are included in blends and mixtures to meet local 
climatic and use requirements and feature pure seed of the highest genetic quality. 

For more information and a copy of our Seed Specification Guide, 
contact your local sales representative or see our web site 

W W W . U H S O N L I N E . C O M 

http://WWW.UHSONLINE.COM


industry almanac 
NEWS YOU CAN USE 

Companies b id for 
Aventis Biotech 
LONDON — Aventis has nar-
rowed the list of potential buyers 
of its agrochemical division, 
CropScience, down to German 
companies BASF and Bayer and 
U.S.-based Dow Chemical. 

Bayer revenues 
exceed $10 mill ion 
PITTSBURGH, PA — Pittsburgh-
based Bayer reported a 13.6% 
increase in sales to $10.1 billion 
for 2000. This is the first time the 
company achieved revenues 
exceeding $10 billion. Earnings 
were also higher as after-tax 
profits rose 32% to $202 million. 

Oyler resigns f rom 
U.S. Lawns 
CALABASAS, CA — Thomas Oyler 
resigned as president of U.S. 
Lawns (USL), the franchise land-
scape maintenance company he 
founded in 1986 and sold 10 
years later to Environmental 
Industries (Ell). Burton Sperber, 
CEO of Ell, said that Ken 
Hutcheson, USL vice president of 
marketing, would assume addi-
tional responsibilities as general 
manager of USL. 

McGinnis Farms 
Has new name 
MOLINE, IL — Deere & Company 
announced that McGinnis Farms, 
Inc., its recently acquired wholly 
owned subsidiary headquartered 
in Alpharetta, GA, is changing its 
name to John Deere Landscapes. 

continued on page 16 

Recession? What recession? 
Busy as ever, Green Industry pros find talk of 
economic slowdown laughable 

a £ 
2 
z 
a 
t/l 

B Y J A S O N S T A H L 

If you want to give Marty Grunder's 
crew a good laugh, he suggests you tell 
them the economy is slowing down. 

Grunder, owner and president of Grunder 
Landscaping Co., Dayton, OH, says his 
crews are as busy as they've ever been de-
spite talk of an economic slowdown. 

"Our sales are $100,000 higher than 
they were last year, and our backlog is the 
same, too," Grunder says. "We have three 
large projects we're working on right now, 
and if they come through, we'll have a 
record year." 

Grunder says he feels his company, which 
grossed $2.4 million last year and handles a lot 
of high-end residential accounts, can stand up 
to tough economic times better than a com-
pany that does primarily commercial work. 
"Most of our residential clients have a com-
bined gross income of $200,000, so even if 
they take a little hit, they're still not going to 
cut their own grass. Their prize possession is 
their home." 

Jim Cam-
panella, owner of 
The Lawn Dawg, 
Hudson, NH, 
says his company 
is behind where it 
wants to be this 
year, but it has 
nothing to do 
with the econ-
omy. "We've 
been trying to sell 
lawn care over 
the last two 

months with snow on the ground," he 
says. 

Still, he says his company is up 44% 
over last year and has had record sales 
over the last couple weeks in April due to 
rising temperatures. He's doubled Lawn 
Dawg's business every year since he 
started five years ago, and he expects the 
same this year with projected revenues of 
$3.3 million. 

Rene West, president of Executive 
Landscaping, Pensacola, FL, says new resi-
dential installations are down slightly. In 
fact, his overall business is down in the first 
quarter. But he expects a better second 
quarter for his company, which grossed 
$2.7 million last year and has already sold 
$1.8 million this year. 

Most of the maintenance work Total 
Landscape, St. Louis, MO, handles is for 
commercial properties, not expensive 
homes. Still, times are good. "We haven't 

continued on page 16 

INDUSTRY SNAPSHOT 

Here's where some landscape and lawn companies' revenues 
stand so far this year compared to last: 
Custom Lawn Care 8< Landscaping, Washington 
Court House, OH +30% 
Allentuck Landscaping, Gaithersburg, MD +12% 
Raymond Brothers Landscaping, Hillsdale, NJ +15% 
Beebe Landscape Services, East Windsor, CT +10-15% 
Summer Rain, Margate, FL +15-20% 
Joyce Landscaping, Marston's Mills, MA +20% 
Four Square Landscaping, Dallas, TX +20% 
Landscape Images, New Orleans, LA +15% 



industry almanac 
continued from page 15 

"This name change allows us 
to create a larger vision of what 
John Deere Landscapes will 
become," said John Jenkins, pres-
ident of the Worldwide 
Commercial and Consumer 
Equipment Division. "Instead of 
serving just regional markets, 
John Deere Landscapes aspires to 
become a national supplier of 
products and services." 

DuPont w i thdraws 
Benlate 
WILMINGTON, DE — DuPont 
announced that by the end of this 
year, it will stop selling the fungi-
cide Benlate. On the market for 33 
years, Benlate's been been criti-
cized as a health risk. DuPont cited 
high legal costs for its decision. 

Lesco reports d rop 
in net sales 
STRONGSVILLE, OH — Lesco, Inc. 
reported that first quarter net 
sales were down 8.3% compared 
to last year. The company said 
the drop in sales was due to a 
late spring over the northern 
two-thirds of the country, a 
severe drought in Florida and an 
increase in costs. For 2001, the 
company said it believes it will be 
able to report higher earnings 
than last year because of an 
increased presence in stores and 
a rebound in sales growth due to 
normal weather patterns. 

PLCAA Day on the 
Hill dead l ine nears 
MARIETTA, GA — Don't forget to 
sign up for PLCAA's 12th Annual 
Legislative Day on the Hill by 
June 29! Hotel reservations must 
be made by June 22. Contact 
PLCAA at 800/458-3466. 

continued from page 15 

had to seek ou t commercial contracts be-

cause they've been just falling in our lap," 

owner Bob Franey says. 

Franey is on target to reach the $2 mil-

lion mark this year, which would be an 

18% increase over last year. His average 

installation sale is u p 30%. "People are buy-

ing more jobs, and bigger jobs," he says. 

Despite talk of a sour economy, he decided 

to push water features this year, and so far 

his decision was a smart one — he 's sold 

ten valued from $14,000 to $20,000. 

O n e word of caution comes from Bob 

Smart, owner of Yard Smart, Olmsted 

O M I S S I O N 

In the May issue of Landscape 

Management, the first page of the 

article entitled, "Managing Diseases, " 

was omitted. We regret the error. Go 

to www.landscapemanagement.net 

to read the article in its entirety. 

Falls, O H . "Everyone needs to remember 

that, w h e n a recession hits, we ' re usually 

the last industry to slow down and the last 

to get going again," he says. 

W H A T D O YOU B U Y ? 

LM survey respondents who buy: 

One or more (net) 38% 

Seeding equipment 23% 

Large skid-steer loaders . . . . J3% 

Front-end loaders 12% 

Backhoes 7% 

Tree planting equipment 6% 

Trenchers/vibratory plows . . . 6% 

Mini skid-steer loaders 5% 

Mechanized graders 2% 

Articulated units 1% 

Other 6% 

(SOURCE: LM 2000 SURVEY) 

People 6t 
companies 
The J.R. Simplot Com-
pany's Turf and Horti-
culture Group named Hi-
romi Yanagisawa vice 

president 
and general 
manager of 
its newly cre-
ated Inter-

national division. 

The Evergreen Founda-
tion's Board of Directors 
recently expanded with 
the addition of John 
Deere's Bill Klutho and 
Aquatrols' Demie Moore. 

Yazoo/Kees Power 
Equipment named Bob 
Morgan sales manager. 

ProSource One named 
Brad Boroughs turf 
representative in the 
Texas market, David 
Auchter vegetation 
management represen-
tative in Minnesota, 
and Jennifer Smith or-
namental sales repre-
sentative in the South 
Central Turf & Orna-
mental market. 

Becker Underwood 
promoted 
John 
Walther to 
national 
accounts 
manager and 
Mike Sher-
man to 
business de-
velopment 
manager. The 
company also 
hired Wally 
Boilek as 
national 
accounts manager. 

http://www.landscapemanagement.net


The new R-Series R030 All Surface Loader is a small 
machine with big-time performance. Its specially designed 
rubber tracks and light weight allow you to work on 
manicured lawns with minimal surface disturbance. 

About the same size as an ATV, the R030 works wonders 
in small backyards and also fits in the back of a pick-up*. 
With a 31.5 hp Cat* diesel engine and hydrostatic drive, you 
get plenty of smooth, reliable power. 

RQ30 Brief Specs: •Always check the load capacity 
and local laws before hauling in 
this manner. 

Made in USA 

ASV, Inc. 
Grand Rapids, MN 

A Caterpillar Affiliate 
800.346.5954 • www.asvi.com 

R-Series dealerships are still available 
in some areas. Contact ASV for details. 
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industry almanac 

Landscape Management, Golfdom, 
Turfgrass Trends win 17 TOCA awards 
PHOENIX, AZ — The Advanstar Landscape 
Group collected 17 national Turf & Orna-
mental Communicators Association 
(TOCA) awards at the organization's an-
nual meeting held here last month. 

Landscape Management won six awards, 
including firsts for senior editor Ron Hall, 
managing editor Jason Stahl and associate 
publisher/executive editor Sue Gibson as 

Hardscape and edging galore...fill 
the pages of Oly-Ola Sales' "Bric-Edg 

Paver Restraints, the 
Only Serious Choice" 
and "Oly-Ola Edgings, 
the Only Serious 
Choice" catalogs. The 
catalog on pavers 
contains information 
on Bric-Edg's design, 
features and installa-
tion options, while 
the catalog on edg-
ings contains 
scannable drawings 

along with detailed product descrip-
tions of Oly-Ola round top and low 
profile landscape edgings. For a free 
catalog contact Oly-Ola Sales, Inc. at 
800/334-4647 or visit www.olyola.com. 

Scores of hand-held outdoor power 
equipment...can be found in Red-
Max's 2001 catalog. The full color, 20-
page catalog contains photos and com-
plete specifications for each RedMax 

well as merits for the entire staff. Senior 
graphic designer Jeff Landis also collected a 
first for TurfGrass Trends. Landscape Man-
agement's sister publication, Golfdom, won 
10 editorial and design awards, including 
firsts for Larry Aylward, Frank Andorka and 
Lisa Lehman as well as merit awards for Pat 
Jones, Kim Traum, Lisa Bodnar, Frank An-
dorka and Larry Aylward. 

string trimmer, blower, hedge trimmer, 
reciprocator, edger, auger, drill, 
sweeper, chain saw and pole saw. A 
chart in the back is a quick guide to the 
accessories available for each tool. For a 
free copy, contact RedMax, a division of 
Komatsu Zenoah America Inc., 4344 
Shackleford Rd., Suite 500, Norcross, GA 
30093 or call 800/291-8251 ext. 213 or 
visit www.redmax.com. 

Manage property better...with ACRT, 
Inc.'s Green Resource Manager for Win-
dows software package. It lets facilities 
managers track and manage every 
plant, fixture, piece of furniture and 
building with just a click of a mouse. 
Organize inventory data, map and view 
your entire property, schedule and 
track vegetation and hardscape main-
tenance, produce management reports 
and access work histories. For a free 
demonstration copy contact ACRT, Inc., 
P.O. Box 401, Cuyahoga Falls, OH 
44221-0401 or call 800/622-2562 or visit 
www.acrtinc.com. 

In all, the group 
won 17 out of the 29 
editorial and design 
awards for commercial 
publications. 

"Although we've 
been honored to win 
many TOCA awards in 
the past, we're serious 
about constantly im-
proving Landscape 
Management," Gibson 
said. "We believe one 
way to measure our 
progress is in profes-
sional awards programs 
like this one. That 
we've one several 
awards this year, against 
many worthy competi-
tors, is a positive statement about our efforts 
and the professionalism of our staff." 

Scotts goes West 
MARYSVILLE, OH — Scotts Lawn Care 
expanded westward by acquiring Chicago-
based Liqui-Green in May and the lawn, 
shrub and tree business of Northern 
Lawns, Omaha, NB. Mark Long, vice 
president Scotts Lawn Service, said Liqui-
Green's six Chicago-area locations will be 
absorbed into Scotts' three branches. 
Scotts will also be franchisor for Liqui-
Green's franchise locations. Regarding 
Northern Lawns, 21-year owner Dale 
Amstutz will stay on through early sum-
mer to help with the transition. In recent 
months, Scotts also acquired Green 
Valley, Kansas City, KS, and the lawn 
application business of Munie Outdoor 
Services, St. Louis, MO. 

m r* _ r J ^ I JtllE SJ lJ> î ttli äJF 
VIDEOS & LITERATURE FOR THE GREEN INDUSTRY 
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On turfI on ornamentals, on edible fruit trees, 

EAGLE; one of the best systemic fungicides available for turf and ornamentals, now is labeled 
for edible fruit trees. 

EAGLE controls important turf diseases like Brown Patch and Spring Dead Spot, as well as 
ornamental diseases like Powdery Mildew, Scab, Rust and Leaf Spot. 

EAGLE has been tested on popular landscape ornamental plants, and is labeled for use on 
over 100 species, including crabapples, dogwood, roses, apples, apricots, cherries, peaches, 
plums, and grapes. Now a single, cost-effective product controls disease on turf, ornamentals and 
backyard fruit trees. 

EAGLE fungicide. The one and only. 1 

n n U M n Agricultural Chemicals Department 
" J l " 1 - ; m m 100 Independence Mall West / Philadelphia, PA 19106 
I M H H S ^ J 1-800-987-0467 / www.rohmhaas.com 
O 1999 Rohm and Haas. ALWAYS READ AND FOLLOW LABEL DIRECTIONS. Eagle isa registered trademark of Rohm and Haas Company. T-O-312 12/99 
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It's amazing what can be built when you start with the right foundation. 

We've found dirt, rock and grass are the best ones for great equipment. (Not abstract ideas 
or academic research alone.) 

We look at what jobs needs to be done. Take field trips. See the problems and imagine solutions. 

After the prototypes are made, every machine is operated for thousands of hours of tests in the 
most punishing environments. And goes through even tougher tests: Customer feedback sessions. 

All before they wear the name John Deere. 

(Computer-aided design is used and the latest in manufacturing techniques. But what leads to 
the most patents is simply meeting a natural need.) 

SUPERIOR 
TRACTIVE FORCE 

'Total capacity 6x4 Diesel. Includes 200 Lb. 
Passenger and maximum box capacity. 

FAST IMPLEMENT ATTACHMENT AND DETACHMENT 

UP TO 
1400 LB. 

PAYL0AD* 

W W W . J O H N D E E R E . C O M 

http://www.JohnDeere.com


The method works. High-horsepower John Deere tractors are the finest of their kind, 
year in and year out. Gator® Utility Vehicles haul more than their own weight, yet produce 
less ground pressure than the human foot. Award-winning Skid Steers offer an amazing 
patented vertical lift system — and a panoramic 360-degree view. Fast John Deere zero-
turning-radius and rear-steer commercial mowers are equipped with the only decks stamped 
from seven-gauge steel. 

We could go on. But just stop by your John Deere dealer (call 1-800-537-8233 or visit 
www.JohnDeere.com for one near you). And see the latest from a company that got its start 
breaking new ground. 

N O T H I N G R U N S L I K E A D E E R E ® 

http://www.JohnDeere.com


Weather any 
economic storm 
Whether this year's economy soars or slumps, 

be prepared to profit 

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

Ask around about the 
possibility of a recession 
and you'll get differing 
answers. But ask 
around about what 
Green Industry compa-
nies should do to get 

ready for an economic downturn and you'll 
find surprising unanimity. 

Years of experience 
Stephen Hillenmeyer, president of Hillen-
meyer Nurseries, Lexington, KY, surveys 
the economy from a position of long cor-
porate and family experience. He is the 
fifth generation of Hillenmeyers to manage 
a company that dates back to 1841. The 
business expects gross revenues of $7 mil-
lion this year, and employs between 100 
and 150 depending on the season. 

While Hillenmeyer doesn't see a reces-
sion right now, he feels landscape and al-
lied companies should always remain alert 
to the possibility of business downturns. 

"Fortunately, we're not seeing big 
swings in our business right now," Hillen-
meyer says. "Some of our customers cut 



back a little bit last year on our 
services, but this year their ap-
petite is rebounding and, if 
anything, they're ordering 
more from us. 

"One of our commercial 
customers who cut back appar-
ently caught flak from their 
employees, who complained 
that their grounds no longer 
looked as good as they tradi-

"My number one 
recommendation 
for preparing for 
a recession is to 

clean up your act 
now in terms of 

running your 
operations well/' 
— Stephen Hillenmeyer 

tionally had. They have re-
sumed ordering substantial ser-
vices with us." 

The lack of big swings in 
profits is fine with Hillenmeyer. 
"We like to stay on a tried and 
steady course," he says. "We 
have been just moving along, 
growing a little bit at a time, 
and we haven't been chasing 
huge growth every year. 

"We prefer modest and 
steady increases of five, six and 

ten percent a year if possible." 
After a 160 years, Hillen-

meyer Nurseries has learned to 
deal with a fluctuating econ-
omy. "I think we have had 
enough experience to have 
learned that times are not al-
ways going to be easy," he says. 
"So we try to run the operation 
as lean and mean as we can all 
the time. If we do it that way, 
we don't have to cut back 
when times get slow." 

One typical move many 
companies make to counter an 
economic slowdown is to let 
employees go. Hillenmeyer 
does just the opposite: He in-
vests even more in his existing 
good people. 

"Our industry is all about 
people," he says. "And if you 
don't have the quality people 
to maintain the level of what 
you're selling out there, it can 
come back to haunt you. You 
lose a few people and all of a 
sudden you wonder how 
you're going to perform qual-
ity work. And then maybe any 
new people that you bring in 
don't have the culture you just 
lost. 

"We try to keep in mind 
that the good people already 
have jobs, so the likelihood that 
I'm going to get rid of 'x' 
amount of people and replace 
them with really good people is 
very small. It's just not realis-
tic.Those good ones are already 
gone, and we'd just be trading 
down with new people. 

"If we do invest in our peo-

Brothers Chris (left) and Steve Hillenmeyer believe the key to handling a 
recession well is to operate efficiently at all times. 

pie, hopefully we'll reduce our 
turnover and that will help us 
control our costs. Therefore, 
one way to prepare for a reces-
sion is to cut down turnover." 

Although Hillenmeyer 
shoots for 5 to 6% growth in 
the worst times and 10%-plus 
in the best times, he admits 
that sometimes it's been 5 to 
6% in the best times and that 
the company has even lost 
money in the worst times. 

"That's why we've raised 
our business performance stan-
dard," he says. "So my number 
one recommendation for 
preparing for a recession is to 
clean up your act now in terms 
of running your operations effi-
ciently and well." 

Diversification is key 
We heard similar observations 
from John Bass of Lawn Master 
Inc. in West Jordan, UT, a U.S. 
Lawns franchise with annual 
revenues of $400,000 and a 
maximum workforce of 25 
people. 

Like Hillenmeyer, Bass isn't 
feeling the effects of a recession 
on his business right now, 
mainly because his business is 
diversified into three areas: 
chemical applications, Christ-
mas decorations and some 
landscape maintenance. 

Bass finds that his commer-
cial customers, regardless of the 
economy, still want their prop-
erties to look good. "They have 
to keep up appearances," Bass 

continued on page 24 
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says. "I heard a speaker at a re-
cent conference say that as 
apartment houses and office 
buildings get vacancies they 
cannot fill, they tend to spend 
more money getting the prop-
erty to look nice than when 
they're totally filled up. Oddly, 
when their space is totally full, 
they tend to cut back." 

Nonetheless, Bass does not 
believe that his business is bul-

letproof. "It will be interesting 
to see how our spraying busi-
ness does, because that business 
is based on expendable income 
from residential customers." 

Already, Bass has seen one 
classic sign of recession — price 
increases. "Our utility bills 
went up about $1,200 annual-
ized, which is $1,200 coming 
out of my budget now that is 
not replaceable," he says. If his 

own utility bills have gone up, 
the same will happen to his 
customers, possibly affecting 
their ability/willingness to buy 
his services. 

The rise in Bass's utility bills 
appears to be a spinoff firom 
the California power crisis. 

"We're located in the West," 
he says. "In addition to our util-
ity costs, fertilizer prices have al-
most doubled from last year be-
cause it's more profitable for 
suppliers to sell natural gas in-
stead of use it to make fertilizer. 
By mid-summer, we may have 
availability problems." 

Good cuts, bad cuts 
With 18 years of business expe-
rience, Bass has some clear ideas 
about how to recession-proof a 
Green Industry business: "One 
thing to do is evaluate your cash 
flow to see how a decrease in 
sales would affect you," he says. 
"Then, if an economic down-
turn happens, you know where 
to make good cuts." 

The distinction between 
good cuts and bad cuts is im-
portant to Bass. "A bad cut will 
make it harder for you to re-
cover afterward. A good cut 
may save you some money and 
won't cripple you in the future. 
You've also got to push sales 
harder than ever. 

"If you have excess equip-
ment like a truck or tank or 
mowers, that's okay in normal 
times. Sometimes we keep 
those for spares. But if you wait 
and the economy declines, 

there will be no market in 
which to sell them. So you may 
want to sell those right away." 

Bass doesn't believe you 
should shed employees like 
extra equipment, though, even 
if the purpose of doing so is to 
enable them to find other jobs 
while the labor market is still 
decent. 

"In theory, that would be a 
kind thing to do," Bass says. 
"But you also don't want to cut 
jobs prematurely. Given how 
much you have invested in 
your employees, it's something 
you don't want to do until you 
have to." 

An alternative to laying 
people off is cutting back on 
hours. "If the need arises, go to 
the whole group and explain to 
them that things are down and 
you don't have work for every-
body. Then ask, 'Rather than 
laying somebody off, will 
everyone agree to work 36 
hours instead of 40"? 

Overall, Bass isn't worried. 
He believes that by taking rea-
sonable precautions, he will be 
able to ride out a potential re-
cession. He does have a warn-
ing, though: "I think that 
poorly managed businesses will 
probably fail in a serious reces-
sion. On the other hand, the 
companies that are ready will 
actually come out stronger 
after any recession." lm 

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

John Bass, owner of Lawn Master Inc., West Jordan, UT, 
thinks recession proofing your business starts with early 
preparation. "The fundamental thing is to get ready so 
that you're not a victim," he says. Here are some specific 
examples of what he means: 

• If you need credit, get it now. Credit may not be avail-
able if a recession develops and gets worse. 

• Get your house in order. That way, if you're going to bor-
row money, you can do it now while interest rates are low. 

• Raise prices if you must, but do it judiciously. 

"When cost increases come down the pike, you have to 
pass them on," Bass says. "If you take those increases from 
your profits, you'll soon be out of business. We're doing 
some market research right now. Based on fertilizer, we al-
ready know we should raise our prices 5%, but will the 
market bear that? Maybe we can only get half of that in-
crease, but we have to do something." 

—JB 





Recession? It may be here already 

BY G E O R G E W ITT E R S C H E I N / C O N T R I B U T I N G E D I T O R 

ho better to tell 
us whether we're 
in a recession or 
not than an eco-
nomic consul-
tant? We asked 
Gary Shilling, 

and here's what he had to say: 
Landscape Management: Our readers 

are sending us mixed signals about whether 
they see the landscape industry in recession 

or not. You're convinced that if we aren't 
in one already, the United States economy 
will be in recession soon? That's a pretty 
bold statement. 

Shilling: Several things lead me to be-
lieve we're already in one. If you look 
around, you've got all the classic signs of a 
recession. 

«'Inventories are out of control That's 
always the first primary cause of a reces-
sion. Despite our progress into more of a 

low-inventory service economy, the role of 
inventories in recessions is still a major one. 
As a matter of fact, in the last two reces-
sions, inventories accounted for an increas-
ing share of the decline in real GDP (i.e. 
the total economy). 

• Confidence is declining. There's been 
a collapse in consumer confidence, CEO 
confidence and small business confidence. 

Productivity growth problems. Pro-
ductivity growth declined in the fourth 
quarter. I'm a long-term bull on productiv-
ity, but in the short-run, when you get the 
disruptive effects of companies cutting 
down on business activity, productivity 
suffers and labor costs rise. In the fourth 
quarter, unit labor costs were up 4.1% an-
nualized while productivity was up 2.4%. 
This is the reverse of what we had been 
seeing when the economy was booming. 

/ Capital spending is starting to ease 
off. "New tech" has found they don't live 
in their own world. They can't prosper by 
taking in each other's laundry. They've got 
to sell their wares, ultimately, to con-
sumers and to "old tech." So "new tech" 
finds itself getting pulled down as well. As 
profits decline and capacity grows, capital 
spending gets cut back, and that hurts pro-
ductivity. 

These are all classic signs of a recession. 
When you look behind the signs for causes, 
you find many economic forces in place 
that tend to cause recession, like: 

/ The delayed effects of the Federal 
Reserve tightening. It takes a year for the 
effect of the Federal Reserve tightening in-
terest rates to work through the system. 
The last tightening — one-half of a per-

continued on page 30 



Wipe out mites 
for up to 28 days 

with a single applica-
tion of Floramite® miticide. 

Floramite gives you quick 
knockdown and unparalleled 

control of a variety of destructive 
mites in all life stages - including 

tough two-spotted spider mites. And 
because Floramite features a unique 
mode of action and highly selective 
activity, it's easy on predacious mites 
and beneficial insects. Economical 
and user friendly, Floramite is safe 
on all kinds of ornamental plants. 
Get control no other miticide can 

Imatch - up to 28 days/all life stages -
'with Floramite. 

Now registered 
in California 
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www.uniroyalchemical.com 
Floramite is a registered trademark of Uniroyal Chemical Company, Inc. 
©2001 Uniroyal Chemical. Always read and follow label directions. 

http://www.uniroyalchemical.com


Landscape Artists -



express yourself. 

Landscaping demands the right equipment. Tough enough to handle all the heavy lifting, digging and pushing 
you've got— and sensitive enough to take care of the most precise applications like grading, leveling and 
laying sod. Thafs why there's one right choice for landscapers like you. Bobcat equipment. It's tough and 
sensitive and fits you like a work glove. 

For a FREE Landscaper's and Groundskeeper's interactive CD-ROM and 40-page 
Buyer 's Guide, call our 24-hour fax-back line: 1-800-6S2-1907 (ext. 702) 
Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 • 701 -241 -8700 C j r c , e N o 1 1 5 o n R e a d e r | n q u l r y C a r d OHC TOUOll AMltta! 
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centage point — occurred in 
May of 2000, so we have a 
while yet before we get past 

that event and into the salutary 
effects of the Fed's recent eas-
ing of interest rates. 

Less lending. About a year ago, 
the Fed told banks, "you're 
being too easy on loans," so the 
banks cut back on lending. 
Now that they're starting to see 
loan losses, they're really get-
ting stringent. A recent Fed re-
port shows a huge increase in 
the number of banks cutting 
back on credit availability, and 
a huge decline in loan demand. 
People who need loans are 
being hung out to dry because 
banks have gotten some big 
loan losses and others don't 
want to borrow. 

^ Energy cost increases. 
These take about a year to 
work through the system, too. 
Outside of California, utilities 
that generate electricity with, 
say, natural gas, typically have a 
combination buying philoso-
phy that includes a mixture of 
long-term contracts and buying 
on-the-spot markets. As those 
long-term contracts run out, 
the utilities are renewing at 
higher prices and passing those 
right through to consumers. 
That means we'll get a delayed 
effect from the increase in nat-
ural gas prices. 

• Uncertainty in Washing-
ton. We've got a split Congress, 
a president with no mandate, 
and, while there's talk of a quick 
tax cut retroactive to the first of 
the year, tax cuts are tradition-
ally delayed in Congress to the 
point where it's too late for 
them to help a recession (the 
cuts may in fact help the recov-
ery because Congress probably 

won't get them in place until the 
recession is virtually over). This 
tax cut will face an especially 
difficult time because we have 
such a divided Congress. The 
earliest they say they could act is 
by the middle of the year, and I 
think we should add another 
three months to that because of 
the lack of a mandate. Since the 
recession probably won't run 
much beyond the end of this 
year, we shouldn't expect the 
proposed tax cuts to ward it off. 

• The stock market is still 
overblown. We've got over a 
100 price-to-earnings ratio on 
the NASDAQ (many times 
higher than historic norms, sug-
gesting that many of those 
stocks are still wildly overpriced 
and headed for some serious 
correction), and the real vulner-
ability now is in profits. Profits 
are getting squeezed by the 
combination of unit labor costs 
going up, the prospect of weak-
ening volume and the fact that 
few businesses have any pricing 
power (and consequently will 
experience price declines as the 
economy weakens.) 

Lower profits mean disap-
pointments, disappointments 
mean lower stock prices and 
lower stock prices mean that 
consumers who have been 
spending from stock appreci-
ation instead of from savings 
will lose confidence and 
spend less, lm 

Fortify your 
balance sheet now 
Lamlscape Management: If we're goitig to be in a recession 
thmugfi the end of the year, what should people in a Iwsiness 
like landscaping do? 

Shilling: Cut back spending that isn't absolutely essential. 
Shed employees while there's still a relatively tight labor mar-
ket in which they can find jobs. Unemployment is what we call 
a "lagging series." It's only when we are well into a recession 
that business gets around to cutting payrolls, so beat the com-
petition to the punch and cut back on your payrolls while your 
people can still find jobs and you're not going to feel upset that 
you're throwing them out when they have no place to go. 

Also, build a fortress-like balance sheet. Look at what is 
essential in your business and what isn't. We've had so many 
"McMansions" (a derisory term for large, showy homes built 
in recent years as a spillover from Wall Street money), and 
my forecast is that they'll go the way of all flesh. There wras a 
lot of work for landscape professionals on those lots, and 
those kinds of contracts will fade fast. 

If I were a landscape professional, I'd be looking for more 
basic kinds of things, maybe "small luxuries. " When times are 
tough, people still want to treat themselves. They might opt 
to have a seasonal flower bed installed as opposed to a bigger 
landscape job. 

If you can do these "small luxuries" in volume, you can 
still make some money. 

— A. Gary Shilling is the president of A. Gary Shilling Sc 
Company, an economic consulting and investment adinsory firm 
based in Springfield, NJ (973-467-0070; shil@ix.netconi.com). 

He has served as chief economist at Merrill Lynch, imitten 
books and magazine articles, and is a freqnent guest on 

national televisicm programs as well as a regular columnist for 
Forbes magazine. Shilling is widely regarded as one of 

Wall Street's leadingecvnomist-prvgnosricators. 

mailto:shil@ix.netconi.com


For as little as $10 a day you can ride a winner. 
Wouldn't it be great to be able to 
deep-tine anytime you want? State-of-
the-art turf practice calls for tining 
throughout the year, not just spring 
and fall. Now that's a winning idea. 
By using the Redexim Charterhouse 
Finance Program', you'll have several 
options for leasing or purchasing turf 
equipment that may surprise you. 
Rates are competitive and the pro-
grams are flexible to fit your needs. 

Based on industry averages, it 
can cost you less than $10 a day to 

have your very own Verti- Drain®. If you 
qualify, you can extend payments on 
your Verti-Drain for as long as seven 
years - unheard of in the industry. That 
makes it cost friendly for everyone. 

Counting on contractors or doing 
without because of weather, scheduling 
conflicts or budget crunches can be a 
thing of the past. This season your turf 
can be a winner. 

Log on to our website or call today 
for complete details. 

Redexim Charterhouse Finance Program provided by bankgroup financial services. Circle No. 116 on Reader Inquiry Card 

Breaking barriers to better turf. 

Redexim Charterhouse Inc. 
950 Sathers Drive 
Pittston Township, PA 18640 
1-800-597-5664 
Tel: 570-602-3058 
Fax: 570-602-3060 
www.redexim.com 

http://www.redexim.com


BEST® fertilizers are part of the J.R. Simplot Company, 
one of the largest privately held agri-businesses in 
the world. Since 1953 BEST has built upon the 
resources of this leader in research and development, 
to exceed the expectations of its customers. 

BEST professional turf fertilizers lead the industry 
with a broad mix of technologies, some of which 
include: homogenous pellets, controlled-release 
POLYON® PROM and TriKote®, stabilized nitrogen 
UMAXX® and UFLEXX®. 

World-class fertilizer has made BEST the preferred 
choice on every part of a golf course and with every 
type of landscape. BEST offers a variety of greens 
grades, pre-plant, controlled-release, herbicide 
combinations, and specialty formulations to meet 
specific turf and landscape requirements across the 
country, and around the globe. 

Often It's What 
You Don't See 
That Makes Our 
Fertilizers BEST 

Reliable N-P-K delivery, balanced secondary elements 
and micronutrients, predictable response, consistent 
results are what you will see every time you apply 
BEST fertilizers. 

BEST backs its distributors with thorough 
product training and state-of-the-art order 
processing to ensure you get the precise 
product you need, when you need it. For 
all the reasons why we're BEST, visit your 
distributor or call 800-992-6066. 

Circle No. 117 on Reader Inquiry Card 

Phone: 1-800-992-6066 • Fax: 209-858-2519 • www.bestfertilizer.com 
©2001 J.R. Simplot Company. All rights reserved. 

http://www.bestfertilizer.com


OPERATIONS 

Make lawn maintenance 
low maintenance 
Common sense ideas for selecting and siting trees 

and plants for affordable long-term beauty 

B Y R A L P H N I C O L O S I , P H . D . 

Too often, landscape ar-
chitects and designers 
create landscapes with 
little, if any, regard as to 
how much it will cost to 
maintain them. Their 
designs can become so 

boggled in aesthetics, harmony, composi-
tion and the interrelationship of spaces that 
they fail to recognize the costs associated 
with property upkeep. 

With the exception of payroll and 
taxes, grounds maintenance is one of the 
most costly operating expenses property 
and facility managers face. Consequently, 
landscape architects and designers have an 
obligation to deliver a finished product to 
their clients that reflects serious considera-
tion of long-term maintenance and associ-
ated costs. Select street trees that can survive limited space, reflected heat and — in the North — de-icing 

products. 

Understanding consequences 
A commercial landscape design should do 
the following: 

• Maximize a property's overall ap-
pearance, drive-by and curb appeal. 

• Control current and future landscape 
and grounds care costs and expenses. 

• Protect and enhance the client's land-
scape investment through careful plant se-
lection and placement. 

As a result, a successful landscape archi-
tect or designer knows how to do more 
than just draw pretty shapes. He or she un-
derstands every consequence of every com-

ponent of a proposed landscape before it's 
installed, when it's installed and 10 years 
after it's been installed. 

Pick the right plants 
Proper plant selection and placement is a 
cornerstone of good design. Select and 
arrange species and cultivars suited for 
their purpose, such as providing screens, 
accents or shade. Choose and site them 
with minimum maintenance as one of the 
primary considerations. 

Pest resistance: Regardless of their aes-

thetic value or intended use, avoid plants 
that are even marginally susceptible to 
pests. Why increase the potential for regu-
lar chemical control? It's environmentally 
unsound and expensive. For example, 
while crabapple trees are attractive orna-
mentals, many of the cultivars still in the 
trade are susceptible to apple scab, which 
requires regular fungicide applications. 

Culture: Match plants with their site 
conditions. Urban settings present a harsh 
environment for trees and shrubs. Usually, 

continued next page 



the soils are compacted, heat 
reflects from parking lots and 
sidewalks, and the plantings are 
exposed to urban pollution 
such as de-icing agents. Flower-
ing dogwoods thrive on coun-
try hillsides but could never 
tolerate these tough urban con-
ditions and should be avoided. 

Select plants with few cul-
tural or physical maintenance 
requirements both generally 
and within the specific context 
of the design. It's not wise to 
select plants that require regu-
lar pruning or ornamentals that 
are weak-wooded or produce a 
lot of fruit. Also reconsider 
using plants that require spe-
cific soil conditions. 

Fast-growing shrubs such as 
pyracantha or forsythia require 
regular pruning. Sweetgum 
trees annually produce thou-
sands of 1-in. diameter spiny 
fruits that are messy, unsightly 
and difficult to clean up. Plants 
that require acidic soils such as 
rhododendrons and river 
birches need costly remedial 
soil amendments to ensure 
their survival when they're 
planted in the wrong site. 
Herbaceous perennials were er-
roneously marketed years ago 

as low-maintenance plantings, 
but they should be used with 
discretion as well. 

Plant placement: Be aware 

of trees and shrubs' mature 
sizes in relation to their prox-
imity to other landscape ele-
ments to avoid creating addi-
tional regular maintenance. 

Select plants 
with few cultural 

or physical 
maintenance 
requirements 

both generally 
and within the 

specific context 
of the design. 

Don't plant trees such as pin 
oaks that have pendulous lower 
branches next to walkways, 
streets or parking lots where 
those branches could interfere 
with traffic. Likewise, fast-
growing, spreading shrubs such 

as burning bush and dense 
yews shouldn't be sited within 
confined areas. 

Variety: In addition to pro-

viding seasonal color and tex-
tural interest, a variety of plant 
species will reduce the likeli-
hood of pest problems and sub-
sequent maintenance costs. 
Monoculture plantings (e.g. the 
use of one species of shade 
tree) are more susceptible to 
insect and disease infestations 
than mixed species plantings. 
Webworm infestations on 
Honeylocust trees, for exam-
ple, can defoliate individual 
trees and spread rapidly to oth-
ers throughout a landscape. 
Furthermore, because mono-
culture plantings are uniform in 
texture, size and general ap-
pearance, even minor insect or 
disease damage is more notice-
able than if it occurred in a di-
verse planting. 

Location, location, location 
The location of elements in a 
landscape influences its long-
term maintenance needs nearly 
as much as the elements them-
selves. Locate sidewalks, for ex-
ample, according to "desire 
lines," the preferred convenient 

How large will this tree become as 
it matures? What is its purpose? 
These are vital considerations for 
a commercial site like this one. 

routes people choose when 
walking from one place to an-
other. If sidewalks aren't placed 
properly, people will damage 
lawns and shrubs by establish-
ing shortcut paths. 

Don't plant beds, trees and 
other landscape elements too 
close to one another or to a 
lawn border's edge. These areas 
become too difficult to mow ef-
ficiently. Configure bed lines 
and other defining elements in a 
landscape to provide easy access 
and maximum maneuverability 
for mowers and other mainte-
nance equipment. 

Maintenance will be easy here. 

Small plants can grow into large 
plants. Site them properly. 

Tackling trees 
Street trees: Tree lawns (the 

areas between sidewalks and 
streets) are difficult environ-
ments for most trees because: 

• limited space restricts 
root growth, 

continued on page 36 



Honda trimmers. More power. Less smoke. Virtually smoke-free Honda 4-stroke trimmers don't whine like 2-strokes, run on straight gas, and 

are 360' inclinable. They cut operating costs up to 60% compared to similar sized 2-stroke trimmers. Plus, it won't bog 

down, regardless of which of its eight optional attachments you use. Also, be sure to check out our new 4-stroke Stick Edger. 

You'll find it in the no smoking section, too. For more information, call 1-800-426-7701 or visit www.honda.com. 

H O N D A 
Power 
Equipment 

Circle No. 118 on Reader Inquiry Card 
AM Taking care of tomorrow S environment today. ©2001 American Honda Motor Co. Inc. For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment 

http://www.honda.com


These low-growing evergreens don't block the view in this parking lot, and mulch allows the area to be main-
tained without mowing. However, plants so close to the road can suffer damage from de-icing spray. 

continued from page 34 

• adjacent surfaces of side-
walk and street reflect intense 
heat, and 

• regular use of salt or 
other de-icing agents in the 
north creates toxic soil salinity 
levels. 

That's why it's critical to 
specify the most urban-toler-
ant species for street tree 
plantings. 

Carefully consider size 
(height and breadth) and 
branching habits when speci-
fying trees for tree lawns. 
Trees that will grow tall 
shouldn't be placed where 
there are existing or planned 
overhead utility lines. Be care-
ful of the types of trees you 
site at properties' entrances 
and exits. They shouldn't in-
terfere with pedestrian or ve-
hicular traffic, or obscure the 
vision of motorists and pedes-
trians entering or exiting a 
property. In these areas, use 
trees with fastigiate or upright 
growth habits as opposed to 

those with broad and full 
branching patterns. 

Trees that tend to heave 
sidewalks (river birch, Norway 
maple, honeylocust) should 
never be used. 

Parking lot plantings: Jus t 

as with street tree plantings, 
trees and shrubs specified for 

parking lot islands and borders 
must be urban tolerant. They, 
too, are subjected to the dan-
gers of snow piling, reflected 
heat and limited planting 
areas. 

Plant trees with upright-
growing branches to avoid in-
terfering with traffic and ob-
scuring pedestrian and 
motorist visibility. Similarly, 
shrubs used in parking lot is-
lands or separation islands 
should be dwarf-growing with 
a maximum size of three feet 
at maturity. 

Building and foundation 
plantings: No landscape ele-
This small island creates a mainte-
nance problem because of the 
small area of turfgrass that needs 
regular tending and mowing. 

ments should be positioned 
where they will block lighting 
or create recessed spaces that 
could potentially compromise 
security and safety. Walkways, 
patios and other communal 
areas should be designed and 
planted so they remain unob-
structed and open. Don't select 
trees or plants that will block 
windows at any stage of growth 
and maturity. 

To minimize future mainte-
nance, building plantings 
should be spaced as follows: 

• Medium-sized shrubs (to 
six feet at maturity) should be 
sited no closer than four feet to 
buildings. 

• Small shrubs (to three 
feet at maturity) no closer 
than two feet. 

• Shade trees (those ex-



Above: (Top) Trees' mature height should be considered when 
overhead features like power lines are involved. (Bottom) Access 
to meters is important but adequate screening should be offered 
to the passerby. 

ceeding 45 feet in height at maturity) no closer than 20 feet. 
• Ornamental trees no closer than 12 feet to buildings. 
While much of this has to do with common sense, we 

sometimes don't see it exhibited in some of the ill-conceived 
designs in newly constructed commercial developments. We 
need to restore low maintenance to landscape design and 
make it one of the most important criteria by which it's 
judged. We need to restore common sense in landscape de-
sign. LM 

— Ralph Nicolosi is with Landscape 
Management Consulting, Columbus, OH. 

He can be reached at 614/487-1967. 

You don t have to buy our 

best-se l l ing XT140 Line 

Tr immer to get best - in-

indust ry pe r fo rmance . 

That ' s because all Pro-

Ser ies " t r immers have 

one great feature that no 

other t r immers have. 

The M-Se r i es engine. 

This compact powerhouse 

has a rotary-valve carb for j 

easier starts. And vibrat ion . 
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operat ion. Plus an igni t ion 

coil warrant ied for a lifetime. 
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Pro-Ser ies Tr immers. 
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Managing 
diseases 
Don't be a "fungicide addict." Know how contact and 
systemic products differ, and use them effectively 

PHOTOS COURTESY: 
DAVEY TREE EXPERT COMPANY 

B Y H E N R Y T. W I L K I N S O N 

Fungicides are only "needed" be-
cause of our high expectations 
for turf quality, but more peo-
ple are relying on them because 
of their availability and the in-
creasing demand for "perfect" 
turf. I describe this as "fungi-

cide addiction," and believe it leads to poor grass 
and anxiety. 

Chemicals used as fungicides 
Tables 1 and 2 list chemicals that are registered for 
turfgrass use. Check your local regulations to de-
termine what you can use. Also, some of these 
materials are no longer available. Table 1 lists 
fungicides considered systemic, while Table 2 lists 
those considered to have contact activity. 

The common name refers to a fungicide's 
active ingredient; the trade name refers to the 
marketed name; and the chemical class refers 
to the active ingredient's chemical structure. 
The mode of action refers to how the active in-
gredient inhibits a fungus, and the resistance 
risk indicates how likely it is that a fungicide 
will perpetuate a genetic change (i.e. chemical 
resistance) in a fungus. 

How contact fungicides work 
Contact fungicides are also known as protectants 
because they're intended to intercept a fungus and 
prevent it from infecting (getting inside) a grass 
plant. They inhibit fungi not by penetrating plant 
tissues, but by interfering with their growth and de-
velopment in a number of ways, i.e. multiple site 
inhibitors (MSI). MSIs reduce the risk of fungal re-
sistance. To develop resistance, a fungus needs to 
change its DNA. In nature, changes in fungal DNA 
are brought about by several mechanisms. 

I won't explain these complicated processes, 
but you should know that most genetic changes 
kill fungi, and these changes hardly ever occur. 
When a fungus has to change its DNA more than 
once, the chances of it succeeding are so rare that 
it won't happen. Therefore, contact fungicides re-
main effective even if you use them repeatedly. 

Since they're toxic to many non-target fungi 
that are beneficial to your turf, repeated use of con-
tact fungicides isn't a wise choice. To work, they 
must cover plant surfaces before fungi attack If the 
fungal pathogen attacks the leaves, it's easy to apply 
the contact fungicide to them. Remember to apply 
the fungicide frequently since the leaves are grow-
ing and the new leaf tissue will be unprotected. In 

continued on page 39 

Editors' note: Last month, 
Part I of this two-part 
series looked at ecological 
factors that cause turf dis-
ease development, as well 
as basic strategies for man-
agement. Unfortunately, 
the first page of that article 
was omitted from the mag-
azine. You can read the 
entire article at 
www.landscape 
management.net or, if 

you call 440/891-2623, 
we'll fax you the missing 
page. This month's article 
explains the difference 
between contact and sys-
temic products and 
explains how to choose 
which kind of product best 
suits your turf. 

http://www.landscape


How do you get 
more power to 
the root of your 
weed problem? 



The proof is in the leaf.1 

Monsanto scientists used scanning-

electron microscopy to photograph 

the effects of weeds sprayed with 

Roundup Pro and an imitator. 

Taken just one hour after 

application, these images clearly 

show more formulation in the leaf 

sprayed with Roundup Pro. 

Get Roundup Pro* herbicide with 
patented PROformance technology. 
In the first two hours, it delivers three times more 
power to the roots than Glypro Plus herbicide. 

The proof is in the roots/ 
Scientists also used autoradiography 

to photograph and measure the amount 

of herbicide in the roots two hours after 

application. Time after time, at least 

three times more herbicide showed up 

in the weeds sprayed with Roundup Pro. 

With the imitator, barely any herbicide 

has moved to the roots. 



Scientific photography taken 
two hours after application 

shows three times more 
Roundup Pro in the 

roots. More color 
means more 
herbicide. 

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

In the first two hours, 
almost no imitator 

herbicide has moved 
to the roots. 

The proof is in your control. 
See for yourself the difference Roundup Pro with patented 

PROformance technology can make in your weed management 

See your dealer or call I-8OO-ROUNDUP for more information. 



Free video shows science in action. 
See PROformance technology at work in a free, 

five-minute video. Scientists Dr. Tracey Reynolds, 

Ph.D., and Dr. Jimmy Liu, Ph.D. demonstrate the 

autoradiography and cryo-SEM techniques used 

to compare Roundup Pro with Glypro Plus 

on two identical weeds. 

Always read and follow label directions. Test conducted with MON 77360, EPA Reg #524-475 with comparison to Dow product 
carrying EPA Reg # 62719-322. 1 Test methodology: In scanning-electron microscopy Monsanto scientists identified penetrated 
formulations of both Roundup Pro and Glypro Plus in the mesophyll cell layer. These micrographs support the evidence that 
formulations containing Monsanto's patented PROformance technology rapidly penetrate the leaf surface. 2.Test methodology 
Radiolabeled formulations were applied at equal acid-equivalent rates. Radioactivity was visualized by autoradiography following 
a simulated rain event two hours after application Monsanto laboratory tests, 2000. Glypro Plus is a trademark of Dow AgroSciences 
LLC Roundup', Roundup Pro* and PROformance™ are trademarks of Monsanto Company. [10613 jet 1/01 ) 
©2001 Monsanto Company RUPRQ-10613 

Call 1-800-ROUNDUP and ask 

for your free Roundup Pro 

video today! 



continued from page 38 

the spring, this could be every week or 
more. 

The growth of the crown, rhizomes, 
stolons or roots can also leave their new 
leaf tissues exposed to fungal pathogens, 
but the problem is further complicated 
by the fact that they're surrounded by 
soil. Soil and organic matter will filter 
and bind many chemicals to their sur-
faces, which forces you to use more 
compound to achieve disease control. It's 
a vicious cycle you won't win because 
these compounds also unbalance the turf 
ecosystem and create weak turf. 

How systemic fungicides work 
Systemic fungicides have been around 
for only 20 years. They're called "sys-
temic" because, once applied to turf, 
they move. 

Beware: Systemic implies that the 
compound will move into all of a plant's 
cells. You might think that if you apply 
it to the leaves, it will end up in the 
roots, and if you apply it to the soil, it 
will end up in all the roots and leaves. 
This, however, is not the case! 

Some fungicides are described as lo-
cally systemic, which means they only 
move a few cells away from the point of 
entry. This is most likely the case for the 
majority of systemic fungicides. 

Table 1 lists 19 systemic fungicides. 
For the most part, they have different 
active ingredients (chemistries). They 
also have different carriers, or materials 
upon which the active ingredient is 
loaded for the purpose of application. 
The carrier itself can have fungicidal ac-
tivity and can affect how the active in-
gredient reacts and enters a plant. Com-
panies that develop a fungicide test 

continued on page 40 

TABLE 1: S Y S T E M I C FUNGICIDES G R O U P E D BY 

CHEMISTRY A N D M O D E OF ACTION 3 

Common name Trade name Mode of action Resistance risk 

(benzimidazoles): 

benomyl Tersan1991* mitotic poison (SSI) high 

thiophanates Fungo, Cleary 3336 mitotic poison (SSI) high 

(phenylamide): 
metalaxyl Subdue, Apron RNA synthesis inhibitor high 

mefanoxam Subdue MAXX RNA synthesis inhibitor high 

(1,2,4-triazoles): 

(pyrimidinemethanol): 

fosetyl-aluminum Aliette indirect plant activity low 
(a) Some are single-site inhibitors (SSI), and a few are multi-site inhibitors (MSI). SSIs 
have a moderate to high risk of developing fungicide resistance. 
(*) Systemic fungicides marked with an asterisk are no longer available. 



continued from page 39 

many carriers to determine which works 
best. However, each grass type has different 
surface chemistries, and each will react dif-

ferently to a carrier. Sometimes, one fungi-
cide can be more effective than another be-
cause of the carrier. 

Don't overestimate how well fungicides 

with translocative or systemic properties 
work In most cases I've seen, the com-
pound's movement, once applied, is limited 
to short distances within the plant. Proof of 
this is how quickly fungicidal protection is 
lost when the grass plant actively grows or 
when the pathogen is aggressive. 

Another limitation with systemics is that 
they take three to five days to move into a 
plant, redistribute and build up enough ac-
tive ingredient. 

I've observed systemics fail to control a 
disease they purportedly are effective 
against. This results from applying systemic 

Contact fungicides that control dollar spot 
(shown here) well are chlorothalonil, mancozeb 
and thiram. 

fungicide when disease pressure is high; the 
pathogen simply overruns the plant before 
the fungicide reaches full effectiveness. 
Combine this with rapid or poor turf growth 
and it appears as though the fungicide failed. 

To be effective, systemic fungicides must 
be applied when disease severity is low. This 
means you have to scout your turf and look 
for the start of disease. This is why it's im-
portant to use as many turf management 
techniques as possible to slow down the rate 
of disease development. 

Which systemic is best? 
Use a fungicide that's effective against the 
fungus causing the disease in your turf. 

FOR OVER 
50 YEARS 

Innovation. Experience. Support 

^Hpress 8/ower 
800-285-7227 www.expressblower.com 

Cxpress Blower is a division of Rexius Forest By products, Inc., Eugene, OR 

Circle 123 
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TABLE 2: CONTACT FUNGICIDES 
Common name Trade name 

captan 

chloronebb 

chlorothalonil 

etridiazole (ethazole)' 

mancozeb 

PCNB (quintozene)b 

thiram 

Chemical class 

Captan 

Terraneb SP 

Daconil 

Terrazole, Koban 

Fore, Manzate 

Turfcide, Terraclor 

Spotrete 
a Also known as "protectant" fungicides. Contact fungicides remain on plant surfaces and 
don't penetrate into tissues. All are multi-site inhibitors and have low risk for supporting 
fungal resistance development, 
b Purported to have some systemic activity. 

carboximide 

chlorinated aromatic 

nitrile 

triadiazole 

ethylene bis-dithiocarbamate 

chlorinated aromatic 

dithiocarbamate 

tive fungicide. If repeated appli-

cations are needed during a sin-

gle season, use another product 

with a different mode of action. 

If you aren't achieving ade-

quate disease control, consult 

with a turfgrass pathologist before 

selecting other fungicides, LM 
— The author is a professor at 

the University of Illinois. 

They don't work equally against 

all fungi. It's important that you 

develop your own information 

on fungicide effectiveness. 

O n e of the main differences 

among the active ingredients of 

systemic fungicides is their 

m o d e of action. In selecting a 

systemic fungicide, use this 

checklist of considerations: 

• W h a t disease do you 

want to control? 

• W h a t fungicides have 

good activity against "my" dis-

ease? 

• W h a t order of resistance 

risk do various products show? 

Then, choose the most effec-

R e a d w v vlandscapemanagement.net 
M o r e ^ 

Visit our Web site's "This Month's Features" 
page for a Quick Reference Guide to con-
tact and systemic fungicides for managing 
turfgrass diseases that spells out which 
products are most effective against which 
diseases. 

Maybe It's Time to Look 
into an Aeration System 

1-800-AER8TER 
610-965-6018 • www.otterbine.com 

P r o d u c t l e a s i n g a v a i l a b l e . 

Circle 121 

N o one should 
have to live with 
poor water quality. 
Being the industry 
leader for over 50 
years, Otterbine 
offers a variety of 
surface spray and 
sub-surface aeration systems that effectively 
circulate water and transfer oxygen. And 
with independent testing conducted by 
the University of Minnesota, you can rest 
assured that Otterbine systems will surpass 
all industry standards and your expectations. 
The result? Beautiful, healthy waterways— 
on the surface, as well as below where it 
counts! 

http://www.otterbine.com


• PRESENTS award-winning landscape management 

Property at a glance 
Location: BNA Corporate Center, 
Nashville, TN 

Staff: AAA Lawn Industries 

Category: Small site 

Year site built: 1984 

Acres of turf: 3 

Acres of woody ornamentals: 2 

Acres of display beds: 1,800 sq. ft. 

Total paved area: 7 acres 

Total man-hours/week: 50 

Maintenance challenges 
• Working around tenants and their 
vehicles 

• Old irrigation system 

• Maintaining mature plants with 
limited budget 

On the job 
• 4 full-time staff, 8 seasonal employ-
ees, 2 licensed pesticide applicators 

BNA Corporate 
Center 
A 2000 Grand Award Winner off the 
Professional Grounds Management Society 
for Small Site 

t's rumored that AAA Lawn Industries 
employees who take care of the BNA 
Corporate Center whistle George Strait 
tunes while they're mowing and weed-
eating. It probably has a lot to do with 
the fact that both AAA and BNA are lo-
cated in Nashville, TN, where any cow-
poke with a six-string and a dream can 
shoot for jukebox glory. 

But the only string AAA employees 
play with is located at the end of a trim-
mer. And just because BNA is a small 
property doesn't mean they have time to 
sing in the sun. Extra care is taken to 
keep grass clippings out of 1,800 sq. ft. 
of flower beds. Crew members edge tree 
wells once a week, and clear curbs, side-
walks and patios with backpack blowers 
after they mow and edge the property. 
On the property's north side, they use 
weedeaters to attack a slope steeper than 
Clint Black's Stetson. There is plenty to 
prune on this property, including pfitzer 
junipers and creeping euonymus. Since 
the irrigation system is old, it needs to be 
constandy monitored. 

The quality work at BNA is reflected 
in crisp edge lines and eye-pleasing 
mowing patterns. On a bright spring 
day, the Bradford pear trees are breath-
taking, as are the Yoshino cherry trees 
and specimen Japanese maples. Color? 
The crew puts out over 10,000 annuals 
each spring. 

Flower beds are meticulously weeded and 
groomed by a dedicated specialty crew. 



Japanese maples decorate a courtyard between the buildings where tenants can take a break from their hectic day. (Inset) A bright pansy and 
tulip display welcomes building tenants to work. 
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Three landscape 
company managers 
talk about the risks 
and rewards off 
installing 
hardscaping 

Hardscaping done right 
can be a landscape pro-
fessional's signature 
mark, especially in high-
end residential and com-
mercial markets where 
price isn't a huge factor. 

Those contractors who can "deliver the 
goods" at the price promised are a hot com-
modity. 

Whether it be a simple brick-edge de-
sign to showcase a flowerbed or an elabo-
rate, natural-looking stone wall nestled 
around a koi-filled pond, it seems like 
everyone these days wants to add a feature 
to their outdoor space. Consumers are 
hungry for products and materials similar 
to the ones they see on HGTV (Home and 
Garden Television). The astute contractor 
will find a way to feed their insatiable ap-
petite with appealing designs that will 
make their homes stand out. 

Unlike plant installations, hardscapes 
carry huge financial risks. Retaining walls 
that fail and pavers that crack cost contrac-

A PHOTO COURTESY YARDMASTER, INC. 

tors thousands of dollars to redo. Whether 
the installer or the manufacturer is to 
blame, the results can be disastrous to a 
contractor's reputation. 

The rewards for properly installed hard-
scaping are big, though. To get an idea of 
how others have succeeded in this field, we 
asked three contractors from across the 
country to lay out their blueprints for hard-
scape project success. Here's what they 
had to say: 

LARGE CONTRACTOR 

Name: Kurt Kluznik, CCLP 
Title: President 
Company: Yardmaster, Inc. 
Location: Painesville, OH 
2000 revenues: $9 million 
Business mix: 50% residential, 
50% commercial 
Employees: 250 
Company profile: Started business in 1971. 
Has three locations in Cleveland area, one 
in Columbus and another in Detroit. Op-
erates 50 to 60 crews of up to six members 



a team, depending 
on the job. More 
than half of the de-
sign/build services 
the company pro-
vides are devoted to 
hardscapes (i.e. 
water features, 

walls, patios, walks, arbors, fences, gaze-
bos, pools, etc.). 

Product picks: "We buy a lot of stone from 
manufacturers and from quarries in Ohio 
and Pennsylvania. We also use a lot of the 
Unilock products." Wood, liners, filters, 
pumps, outdoor lighting and irrigation sup-
plies also top their product list. 

Design stage: "We have landscape architects 
on staff who do our design work. Through 
their interview process with our clients, we 
get a feel for what our clients like and what 
will work well with the site. We try to pick 
up colors and textures that already exist on 
the site and match those styles or properties 
with the products we'll be using. I think 
more people are being exposed to creative 
and functional landscape design, and that 
exposure is driving the market. 

"We also have a studio loaded with 
photos portraying samples of our work and 
pallets of materials and styles, so when cus-
tomers visit they actually pull a photo or 
material from our display board and find 
exactly what suits their tastes. It also ex-
poses clients to other hardscape possibili-
ties they weren't looking for when they 
first came in." 

Profit tips: "We get our budget clues from 
the types of homes our customers own. 
We also have an excellent estimating 
process that develops the most cost-effec-
tive budget for each project." 

Extra help: "We subcontract some of our 
work (even some design work) to meet the 
'seasonability' or demands at the time. 
We'll also use subs who worked for us at 
one time but now have their own design or 
construction businesses." 

Words of wisdom: "Hardscaping is a lot of 
fun because it allows you to get creative. 
However, there are lots of risks involved. If 
you build a wall and it falls, or if a patio 
doesn't drain right and you have to redo it, 
it can cost you $100,000. It takes a lot of 
experience. Plus, there's a lot of non-bill-
able time that's involved before you set 
foot on the site. If you don't estimate that 
time, it can be a nightmare." 

MEDIUM CONTRACTOR 
Name: Mike Wheat 
Title: Owner 
Company: Wheat's Lawn & Custom 
Landscape 
Location: Vienna, VA 
2000 revenues: $6.7 million 
Business mix: Mostly residential 
Employees: 80 off-season/90 peak season 
Company profile: Started in 1978, the 
company serves high-end residential ac-

counts. Service mix 
includes 30% de-
sign/build, 55% 
maintenance and 
15% turf and 
tree/shrub care. Of 
design/build ser-
vices, 25% is de-

voted to hardscape. Also employs a mason. 
Specific hardscape services include pavers, 
retaining walls, benches, arbors and gaze-
bos. Operates two- to three-man crews; 
number of crews depends on the job. 

Product picks: "We look for quality prod-
ucts with great manufacturer and dealer 
support. That's critical to us." 

Design stage: "We have landscape archi-
tects and designers on staff." 

Profit tips: "We interview our clients to 
learn what their wants and needs are, and 
then we present various options to them 
based on what they tell us. We're in a 
high-income area, so price really isn't an 
issue." 

Extra help: "We do everything in-house. 
We subcontract some electrical work." 

Words of wisdom: "Be selective with 
clients, and make sure you price accu-
rately. We're not in it to make a quick 
buck. We're in it for the long-term rela-
tionship with our customer. Our customer 
service is second-to-none, and that's key to 
our success." 

SMALL CONTRACTOR 
Name: Michael Becker 
Title: Co-owner 
Company: Estate Gardeners, Inc. 
Location: Omaha, NE 
2000 revenues: $470,000 
Business mix: Mostly residential 
Employees: 15 
Company profile: Estate Gardeners, Inc. 
was established in 1993. Landscape de-
sign/build installation work amounts to 
80% of the services they provide, with the 
remaining 20% devoted to garden mainte-
nance. Operates three-person crews de-
voted to both installation and mainte-
nance. "In our area, we have the highest 
percentage per capita of millionaires. We 
have one customer who hired us to install 



"Educate yourself 
about the materials 

and processes of 
installing them 

properly by talking 
with your suppliers. 

Never cut corners. 
Follow the manufac-
turers' suggestions. 

two 10,000 sq. ft. lakes, the cost of which 
will equal our total sales of last year." 

Product picks: "When purchasing products 
for our hardscape projects, I'm looking for 
quality and appearance. I can't use a highly 
durable product if it doesn't look good. 
Looks and durability have to go hand-in-
hand. If I'm doing segmental concrete re-
taining walls, I want blocks I can break for 
comers. With pavers, I'm looking for a va-
riety of colors and shapes. Unfortunately, I 
think these man-made walls lack the soul 
of natural products, but they're effective 
for what they're made to do. You can't 

beat these walls when it comes to strength. 
And we do incorporate natural materials 
such as moss rock boulders and rubble 
stones when we can." 

Design stage: "We do our own landscape 
designs with the help of a computer soft-
ware program. We also charge for our 
landscape designs, and make that clear 
when we meet with clients. At the end of 
the design process, the customer can keep 
the design and do what they want with it." 

Profit tips: "Before we plan designs for cus-
tomers, we want to know their budget 

constraints and ultimate goals for the entire 
site. From there, we develop a master plan 
and begin to inventory their favorite colors, 
garden preference such as an Italian or 
French design, and lifestyle needs. Com-
munication is key to our success. We listen 
to our customers as well as educate them. 
Many times, they've never worked with a 
design/build firm and don't know what to 
expect. They want a nice garden, but they 
don't know how it comes together." 

Extra help: "A good network of subcon-
tractors is key in keeping ahead of a pro-
ject. However, any communications go 
through us first. We're the ones our cus-
tomers go to if they have a question or 
concern. This gives us control over the en-
tire project." 

Words of wisdom: "Educate yourself about 
the materials and processes of installing 
them properly by talking with your suppli-
ers. Never cut comers. Follow the manu-
facturers' suggestions. Like your lawn 
chemicals, always read the labels first. Un-
like landscape work, hardscape work can 
cost you thousands of dollars if something 
goes wrong." lm 
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All natural 
Manufacturers talk about the increasing demand 
for natural-looking hardscape products 

B Y V I C K Y P O U L S E N 

Natural products seem to be all 
the rage when it comes to 
hardscape. But since they can't 
always be used to create the 
desired look, manufacturers 
offer synthetic products that 
can withstand tough weather 
conditions and look as beautiful 
as the real thing. 

As a result of watching 
home improvement projects on 
television and visiting large re-
tail home outlet stores, con-
sumers today are more savvy. 
They demand innovative de-
sign, expert workmanship and 
quality products. They also 
look for outdoor products that 
reflect their lifestyle and the 
personality of their home. 

Many consumers consider 
their yard a natural extension 
of their living space, and that 
probably explains why there's 
been an explosive growth in 
patio, pond, gazebo, terrace 
and deck sales. 

We went to product manu-
facturers and asked them what 
the hottest items in the hard-
scape market are today. Here's 
what they had to say: 

Bomanite, Madera, CA 
559/673-2411 
Chris Stewart, Vice Presi-
dent/Technical Services 

Hardscape products: Colored, 
textured and imprinted archi-
tectural concrete paving. 

Key trends: "Consumers are 
looking for textures and colors 
that highlight patterns and 
achieve an antiquing effect. 
Some patterns vary from for-
mal to abstract patterns to non-
repetitive stone slate-type ma-
terial that can also be 
combined with different tex-
tures to create a different look 
or accent different design areas. 

The Bomanite process be-
gins with a concrete mix 
poured into forms to create a 
monolithic slab. After initial 
floating, a dry-shake color hard-
ener is hand cast evenly across 
the plastic surface of the wet 
concrete, then uniformly 
floated into the surface. A sec-
ond shake of color is applied, 
then the surface is refloated. 

These pavers from Bomanite 
achieve an antiquing effect 

When textured tools are going 
to be used, a release agent is 
applied across the colored con-
crete's surface. The next step is 

the imprinting phase, then the 
sealer when the concrete is 
well-cured." 

continued on next page 



provide an attractive, random 
appearance. 

continued from page 47 

Best features: "The sealing 
process prevents moisture pen-
etration and protects the color. 
Monolithic construction elimi-
nates loose or "turned up" 
paving materials. Bomanite has 
greater durability and structural 
strength of its plain gray coun-
terpart and can take on the 
color, texture and pattern of 
other materials." 

Curv-Ritef Way land, IVII 
800/366-2878 
John Mindling, Director of 
Sales 

Hardscape products: Alu-
minum landscape edging and 
paver restraints. 

Key trends: "In today's market, 
there seems to be a movement 
toward more natural land-
scapes. Contractors are in-
stalling flower beds that have 
softer lines. Long, sweeping 

curves have replaced hard, for-
mal rectangular bed shapes. 
People also seem to want new 
landscape installations to look 
as if they've been in place for 
years. 

We've found that contrac-
tors are looking for landscape 
edging that's easy to install, 
flexible enough to incorporate 
curvilinear designs, and strong 
enough to maintain straight-
aways. They also want edging 
that maintains their bed design 
edges but doesn't draw atten-
tion to itself, and they want it 
to stand up to abuse from pro-
fessional maintenance equip-
ment." 

Best features: "Curv-Rite was 
started with the intent of mak-
ing a safe, easy-to-install land-
scape edging product. We 
chose to make the product out 
of aluminum because of its 
unique properties. Aluminum 
is a renewable resource that's 

lightweight yet extremely 
durable; won't rust like steel or 
rot like wood; impervious to 
heat and won't crack in the 
cold; and has the ability to be 
flexed into many shapes. 

"Our telescoping design 
runs through the entire section 
of edging, eliminating waste 
and speeding up the installation 
process. This connection elimi-
nates the need for separate 
connector pieces to join sec-
tions together. You also don't 
lose the ability to connect sec-
tions together if you cut a sec-
tion in half. The profile of our 
landscape edging is symmetri-
cal, which means it cannot be 
installed upside down." 

Master-Halco, 
La Habra, CA 
562/694-5066 
Michael Lindsey, Marketing 
Manager 

Hardscape products: Offers a 
variety of fence solutions, from 
chain-link to wood fencing, or-
namental iron to vinyl. 

Key trends: "We're seeing an 
accelerated growth in PVC 
(vinyl) fencing primarily be-
cause it's low maintenance. 
You never have to worry about 
painting, rotting, warping, ter-
mites, corrosion or rust. When 
you consider the benefits of 
vinyl, it's a cost-effective solu-
tion in the long run. Wood has 
also peaked in price lately, 
where the cost for vinyl has de-

creased in recent months as it 
becomes more mainstream." 

Best features: "Ease-of-installa-
tion is an important factor to 
our installers. Our products are 
designed to be user-friendly 
and aesthetically-pleasing. A 
complicated installation can 
cost a contractor time and 
money. Our fence systems are 
engineered to reduce installa-
tion mistakes. 

"For example, our Monu-
mental Iron Works fence is a 
modular system made up of 
many component parts de-
signed to support each other. 
Using industrial rivets, the con-
structed panels have the solid 
look and feel of authentic orna-
mental iron." 

Permaloc Corp., 
Holland, MI 
800/356-9660 
Bob Anderson, Director of 
Sales and Marketing 
Hardscape products: Alu-
minum edging. 

Key trends: "The addition of 
elaborate and complex bedding 
designs using aluminum land-
scape edging, brick pavers and 
increased amounts of decora-
tive stone is the hot trend." 

Best features: "The vertical 
grade changes and curvilinear 
demands incorporated into 
these new residential designs 
require the installer to use pro-
fessional grade products such as 



aluminum landscape edging and paver re-
straints to achieve long-term integrity." 

Versa-Lok Retaining Wall 
Systems, Oakdale, IVIN 
800/770-4525 
Matt Singer, National Sales Manager 

Hardscape products: Segmental retaining 
wall systems. 

Key trends: "Landscape professionals are 
seeking more natural-looking products like 
our weathered Accent segment and Mosaic 
retaining wall systems which provide an at-

tractive, random appearance. Our weath-
ered concrete units undergo a tumbling 
process to create rustic, old world charac-
ter. We carefully blend specific colors to 
give our products a more natural look. For 
example, in the midwest, we can dye our 
block with a brown/tan blend to fit the aes-
thetic needs of that region. Because they're 
integrally-colored, units may be split or 
modified without loss of color. Our con-
crete SRW units can create beautiful hard-
scapes such as planters, staircases, columns, 
free-standing walls, concrete patios and 
large retaining walls." 

Best features: "Our concrete segmental 
units offer unlimited design capabilities. 
Solid units are so versatile that curves, cor-
ners, steps and columns can be made using 
only one block. By sawing or splitting solid 
units, structurally stable comers ranging 
from 25-degree outside comers to 140-de-
gree inside comers can be built. With all 
our products, no mortar or concrete foot-
ings are required." 

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 • Hotel/Resort 
• Golf Courses 

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! 

Call now for information packet and a quote. 
"CoU^ree (888) 623 728S 

Austin (SI2)2823237 
QfPour labor solution for the millennium and bepond... <^fase (S12)282 09S8 

"Other Industries are also eligible for this type of work permit...call us now to find out if your company is eligible 

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. 
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TOOLS OF THE TRADE 

HARDSCAPE proaucis 

Chip off the old block 
Presto's Geoblock porous pavement system is a series 
of interlocking blocks designed to offer turf protection 
and load support in areas used by heavy vehicles. The 
blocks create a flexible structural bridge system within 
the topsoil layer to support and distribute concenti 
loads. For more information contact Presto at 
800/548-3424 / Circle no. 273 

Paving the way 
Bomanite Corporation offers a variety of col-
ored, textured and imprinted architectural con-
crete paving. The company offers 100 patterns 
and 25 colors in textures such as slate, granite, 
limestone, sandstone, cobblestone and used 
brick. Also offered are two types of imprinting 
tools for smooth surfaces (such as tile or brick 
patterns) and natural textured surfaces (such as 
granite or wood patterns). For more informa-
tion contact Bomanite at 559/673-2411 or 
www.bomanite.com / Circle no. 272 

Edging along 
PermaLoc Corporation's CleanLine aluminum 
landscape bed edging is easy to install and 
available in 1/8- or 3/16-in. thickness by 3-, 4-

or 5-1/2-in. 
depth. Finishes 
include mill 
(natural alu-
minum), black 
duraflex (elec-
trostatically ap-
plied, baked on 
paint) and black 
anodized. 
Heavy alu-
minum stakes 
lock on to the 

edging and anchor it into the ground. An inter-
locking snap-down connection eliminates pos-
sible weak points in the system. For more infor-
mation contact PermaLoc at 800/356-9660 / 
Circle no. 274 

Go mosaic 
Versa-Lok's mosaic retaining wall system 
provides an attractive, random appearance 
while maintaining installation simplicity and 
durability. Mosaic walls use three solid con-
crete units of varying heights and widths to 

v- W — ^ * * — 

achieve a complicated yet classic appear-
ance. The split face of each unit blends well 
into any natural or architectural environ-
ment. For more information contact Versa-
Lok at 800/770-4525 or 
www.versa-lok.com / Circle no. 275 

Nice curves 
Curv-Rite's aluminum edging system is avail-
able in two different thicknesses — 1/8-in. 
and 3/16-in. — and is available in mill finish, 
deco-black, deco-bronze, deco-green or 
black anodize. Its telescoping design runs 
through the entire section of edging, elimi-
nating waste and speeding up installation.For 
more information contact Curv-Rite at 
800/366-2878 / Circle no. 276 

http://www.bomanite.com
http://www.versa-lok.com


A broadcast application of AMDRO® PRO fire ant bait can rid the entire area of fire ants in just 2 weeks. Or eliminate 
the queen and her colony within 3 to 7 days of a mound treatment. Either way, the whole nasty bunch is dead and gone. 

For more information call 1-800-888-5948 or visit our Web site at www.topprospecialties.com. 
Always read and follow label directions. 
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Tractor versatility, 
choices grow 
AGCO CORP. 
770/813-9200 
www.agcocorp.com 
The ST compact tractor series from 
AGCO, Atlanta, GA, consists of six 
4-wheel drive units ranging from 
24 to 44 hp. Four large units (30.3 
to 44.2 hp) come with 16-speed 
transmissions. 
Circle #257 

BELARUS 
414/355-2000 
The Eicher 364 is a 39-hp utility 
tractor with air-cooled diesel en-
gine, three-point hitch with 
draft/position control, and a lift ca-
pacity of 2,213 lbs. 
Circle #258 

BOBCAT 
701/241-8740 
infocenter@bobcat.com 
New for 2001 is the T190 com-
pact track loader from Bobcat, 
West Fargo, ND. It's rated at 1,900 
lbs. and is only 66 in. wide. 
Circle #259 

ALLMAND BROS. 
800/562-1373 
www.allmand.com 
The new Allmand TLB-220 com-
pact tractor loader is 3,115 lbs. 
and features a Robin EH65D air-
cooled gasoline engine generat-
ing 20.5 hp at 3,600 rpm. 
Circle #260 

ASV 
800/346-5954 
www.asvi.com 
The RC-30 all-surface loader from 
All Season Vehicles, Inc., Grand 
Rapids, MN, is just under 4-ft. wide 
and 6-ft. tall on its rubber tracks. 
Circle #261 

CATERPILLAR 
www.cat.com 
The new Caterpillar 416D back-
hoe loader features 74 net hp and 
14-ft., 5-in. of backhoe digging 
depth with standard stick and 18-
ft., 1-in. with extendible stick. 
Bucket rotates 205 degrees. 
Circle #262 

JOHN DEERE 
800/537-8233 
www.deere.com 
The John Deere 5320 has a 45-hp, 
three-cylinder diesel engine and 
comes with either four-wheel 
drive or MFWD capability. Trans-
mission has nine forward and 

continued on page 54 

• Bobcat T190 
compact track loader 

Features to consider 

• Horsepower 

• Lift capacity 

• Digging force 

• Breakout force 

• Attachment options 

http://www.agcocorp.com
mailto:infocenter@bobcat.com
http://www.allmand.com
http://www.asvi.com
http://www.cat.com
http://www.deere.com
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continued from page 52 
three reverse speeds. 
Circle #263 

NEW HOLLAND 
717/355-1121 
www.newholland.com 
Nine models in the Boomer line 
from New Holland, New Hol-
land, PA, can be equipped with 
a model 7106 or 7308 front 
loader. Units come with a 540-
rpm rear PTO and a live 2000-
rpm mid-PTO. 
Circle #264 

Allmand Bros. TLB-220 • 

KUBOTA TRACTOR 
888/458-2682 
wwwfkubQt<uQm 
The 24-hp two-range transmis-
sion B2410, 27-hp three-range 
B2710 and 30-hp three-range 
B2910 from Kubota Tractor, Tor-
rance, CA, are the top of the 
company's line. All have a Kub-
ota E-TVSC diesel. 
Circle #265 

LONG AGRIBUSINESS 
252/823-4151 
The LandTrac 280 and 360 from 
Long Agribusiness, Tarboro, NC, 
are powered by Mitsubishi indi-

Circle 126 

rect injection diesel engines. The 
280 is a 28-hp, 91.5-cu. in. unit 
with 27 PTO hp at 2600 rpm. 
Circle #266 

MTD PRODUCTS 
330/225-2600 
www.cubcadeUom 
The 7360SS Cub Cadet compact 
tractor from MTD, Cleveland, 
OH, has a 36-hp, four-cylinder, 
liquid-cooled diesel engine; dif-
ferential lock and four-wheel 
drive; and hydrostatic power 
steering. 
Circle #267 

POWER TRAC 
800/THE-YARD 
w w w . p Q w g r - t r a c . C Q m 

The PT1430 tractor from Power-
Trac, Tazewell, VA, has a 30-hp 
Deutz diesel engine. It articulates 
plus/minus 45 degrees and oscil-
lates 12 degrees in each direc-
tion. 
Circle #268 

SCHAEFF 
214/357-8300 
www,schaeff,CQm 
Its Dallas, TX division distributes 
the SCL 515 compact loader 

from Langenburg, Germany-
based Schaeff. It's powered by a 
Deutz F41 50-hp engine with 
air/oil cooling system. 
Circle #269 

TORO CO. 
800/525-0059 
www.toro.com 
The Z Master series from Toro, 
Bloomington, MN, is based on a 
tractor powered by either a 20-
hp or 25-hp Kohler Command 
Pro air-cooled engine with elec-
tronic key ignition. 
Circle #270 

YANMAR 
800/550-9530 
The 36.5 hp V4-5 wheel loader 
from Yanmar Diesel America, 
Buffalo Grove, IL, has lift capaci-
ties of 4,134 lbs. (full lift) and 
6,945 lbs. (low lift) in its 0.65-cu. 
yd. bucket. Two-mode control 
lets operator select fully auto-
matic or fixed-speed mode. 
Circle #271 

Read vlandscapemanagement.net 
More ^ 

To read more about tractors used in the landscape industry, visit our web site www.landscape-
management.net. 

http://www.newholland.com
http://www.cubcadeUom
http://www.pQwgr-trac.CQm
http://www.toro.com


Ilrmif KKKK information on produits and services ad veri i seil in (his issue. 
NAME (please print) 

TITLE 

F IRM 

ADDRESS* 

CITY 
*ls this your home address? 

PHONE ( ) 

E-MAIL A D D R E S S . 

Signature: 

M A N A G E M E N T 

June 2001 A 
This card is void after August 15, 2001 

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 O255 Landscape Contractors (Installation & Maintenance) 
03 O 260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
04 O 285 Irrigation Contractors & Consultants 

C Other Contractors/Service Companies (please specify) 
LANDSCAPING/GROUNDS CARE FACILITIES 
05 O 290 Sports Complexes 
06 0295 Parks 
07 O 305 Schools. Colleges & Universities 

C Other Grounds Care Facilities (specify) 
S U P P L I E R S 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 O 370 Manufacturers 

O Other (please specify) 

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

-FAX ( _ 

_Date:_ 

2. Which of the following best describes your title? (fill in ONE only) 
12 O10 Executive/Administrator - President. Owner. Partner, Director. General Manager. Chairman of the 

Board. Purchasing Agent. Director of Physical Plant 
13 O 20 Manager/Superintendent - Arborist. Architect, Landscape/Grounds Manager. Superintendent. 

Foreman. Supervisor 
14 O30 Government Official - Government Commissioner. Agent. Other Government Official 
15040 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 

3. SERVICES PERFORMED (fill in ALL that apply) 
17 o A Mowing 22 O F Turf Fertilization 27 O K Paving. Deck & Patio Installation 
18 O B Turf Insect Control 23 O G Turf Disease Control 28 O L Pond/Lake Care 

24 O H Ornamental Care 29 O M Landscape Installation 
25 O I Landscape Design 30 O N Snow Removal 
26 O J Turf Weed Control 31 O 0 Other (please specify) 

19 O C Tree Care 
20 O D Turi Aeration 
21 O E Irrigation Services 
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 0 1 4 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 
®?000 Advansttf Communicjtion» Ine All rights reserved 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

N O P O S T A G E 
N E C E S S A R Y 

IF M A I L E D 
I N T H E 

U N I T E D S T A T E S 

POSTAGE WILL BE PAID BY ADDRESSEE 

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 I N C 
P O B O X 5 0 5 4 
P I T T S F I E L D M A 0 1 2 0 3 - 9 6 9 7 



\ \ m r n FREE information on produits and services advertised in this issue. 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

N O P O S T A G E 
N E C E S S A R Y 

IF M A I L E D 
I N T H E 

U N I T E D S T A T E S 

POSTAGE WILL BE PAID BY ADDRESSEE 

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 B O X 5054 
P I T T S F I E L D MA 01203-9697 

M A N A G E M E N T 

June 2001 A 
This card is void after August 15, 2001 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT free each month: 
O Yes O no 

NAME (please print) 
TITLE 
FIRM 
ADDRESS* 
CITY .STATE . _ZIP_ 
*ls this your home address? 
PHONE ( ) 

O Yes O No 

E-MAIL ADDRESS. 

Signature: 
1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O255 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) 
LANDSCAPING/GROUNDS CARE FACILITIES 
05 O 290 Sports Complexes 
06 0295 Parks 
07 O 305 Schools. Colleges & Universities 

O Other Grounds Care Facilities (specify) 
SUPPL IERS AND CONSULTANTS 
08 O 355 Extension Agents/Consultants for Horticulture 
09 O 360 Sod Growers, Turf Seed Growers & Nurseries 
10 0365 Dealers. Distributors. Formulators & Brokers 
11 0370 Manufacturers 

O Other (please specify) 

Save TIME and fax it: 
41 3 - 6 3 7 - 4 3 4 3 

_FAX (_ 

2. Which of the following best describes your title? (fill in ONE only) 
12 O10 Executive/Administrator - President. Owner. Partner. Director. General Manager. Chairman of the 

Board. Purchasing Agent. Director of Physical Plant 
13 020 Manager/Superintendent - Arborist. Architect. Landscape/Grounds Manager. Superintendent. 

Foreman, Supervisor 
14 030 Government Official - Government Commissioner. Agent. Other Government Official 
15 040 Specialist - Forester, Consultant. Agronomist, Pilot, Instructor. Researcher. Horticulturist. 

Certified Specialist 
16 050 Other Titled and Non-Titled Personnel (please specify)_ 

.Date: 

3. SERVICES PERFORMED (fill in ALL that apply) 
17 Q A Mowing 22 O F Turf Fertilization 27 O K Paving. Deck & Patio Installation 
18 O B Turf Insect Control 23 Q G Turf Disease Control 28 O L Pond/Lake Care 
17 O A Mowing 

19 O C Tree Care 
20 O D Turf Aeration 
21 O E Irrigation Services 

24 O H Ornamental Care 
25 O I Landscape Design 
26 O J Turi 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 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 D 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 
47 016 Tractors 
48 017 Truck Trailers/Attachments 
49 018 1 rucks 
50 019 Turfseed 
51 020 Utility Vehicles 
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BY BALAKRISHNA RAO 

Satin moths 
What are satin moths? Please explain 
biology and management options. 

— TORONTO, CANADA 

The satin moth (Leucoma 
salios) is an introduced 

I pest. Its larvae are about 1 x/i 
to 2 in. long, black with a line 

of yellow or white spots on the back 
and reddish brown tubercles with hairs on 
each segment. The larvae are active during 
April and May, feeding on pole-sized Pop-
ulus in natural strands and plantations in 
New England and southeastern Canada, 
and also in Washington and Oregon. 

Adult moths are satiny white and appear 
in June and August. Females can lay up to 
1,000 eggs in clusters on twigs, trunks or 
leaves in June and July. Larvae appear in 
August and feed on leaves until it gets cold. 
They overwinter as small larvae that become 
active when it gets warm. 

Like gypsy moths, satin moths pupate 
around May in cocoons on trees. Adults 
emerge in June. 

Treatment is not necessary, but if defo-
liation is severe, consider applying Bt 
(Bacillus thuringiensis) in spring. Products 
like Dipel or Foray Bt work well. 

Dying spruces 
We planted many spruce trees in June 
2000. Last winter, needles turned pale, 
and a few turned brown. What's the 
problem? 

— Ml 

Based on your description, I'd say the prob-
lem is transplant shock. Digging and trans-

planting causes trees to lose large amounts of 
functional absorbing roots, which causes 
water and nutrient uptake problems. This is 
further aggravated by too much or too little 
moisture, including flooding and/or drought. 
The roots are the mechanical pumps, and if 
they're broken or diseased, they become 
dysfunctional. This disruption and imbal-
ance in water uptake leads to the drying out 
of plant tissues. This can be further aggra-
vated by wind and excessive évapotranspira-
tion from exposed plant parts, particularly in 
evergreens when the ground is frozen. And 
beware — plants may look green for a pe-
riod of time only because they're using their 
reserve water and nutrients. 

Consider the possibility of girdling at the 
base of the stem. Mechanical girdling from 
nylon or wire left during planting can disrupt 
moisture and nutrient uptake. Examine the 
roots for decay from root rot fungal disease. 

Guard against overfertilizing these plants, 
particularly with a water-soluble source of 
quick-release fertilizer. Improper fertilization 
with high salt index can bum absorbing 
roots. Also, don't mulch too close to the 
trunk as it can cause rodent feeding activity. 
Provide proper watering, mulching, fertiliz-
ing and pest management as needed to im-
prove plant health. 

Annual grassy weed 
management 
In the past, we've used Surflan to man-
age annual grassy weeds. In some situa-
tions, we've had poor results. What do 
you think we might be doing wrong? 

— OH 

From your question, it isn't clear whether 
you used Surflan as a pre-emergent (before 

the grassy weeds emerged) or as a post-
emergent (after the weeds emerged) herbi-
cide. Surflan is a selective pre-emergent 
herbicide that controls annual grasses and 
several broadleaf weeds. It doesn't work as 
a post-emergent herbicide. 

If you've used Surflan as a pre-emergent 
herbicide and experienced variable results, 
the following explanation might be help-
ful. Make sure you're following sound pro-
cedures when tank mixing. Follow the 
label guidelines while mixing Surflan alone 
or in combination with other materials. It's 
important to have agitation all through 
mixing as well as spraying. Without proper 
agitation, Surflan may settle to the bottom 
of the sprayer tank, which could contribute 
to poor results. Surflan doesn't have to be 
incorporated, but water in within 21 days 
with 1/2 to 1 in. of water. 

Oxalis, violets everywhere 
Many of our residential and commercial 
lawns have oxalis (wood sorrel) and 
violets (Viola sp.). How should we man-
age this problem? 

— OH 

Application of an herbicide such as Turflon 
II Amine should help. Provide two applica-
tions of this herbicide four to six weeks 
apart. Delay watering for 24 hours and 
seeding for three weeks. If the area was re-
cently seeded, wait until it 
has been mowed two 
to three times before 
treating. 

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, ^ k 

mailto:sgibson@advanstar.com


The Evergreen Foundation 
Bringing proiessionals and volunteers together to create green spaces that improve our lives 

It 's a p r o v e n f a c t : 
Green spaces such as public greenways and trails: 

• Act as filters to cleanse the air of pollutants 
• Act as sound buffers 
• Have a calming effect on mind and body 
• Are places for recreation as well as enjoyment 
• Provide habitat for wildlife that would otherwise be driven away 

The Evergreen Foundation is unique among existing organizations working 

to create new greenways. We harness the skills and resources of professionals 

in the Green Industry, including manufacturers, and couple them with dedi-

cated volunteers from local communities. 

WE INVITE YW TO JQIN US 
Became a member af the Evergreen Foundation 

in one of three ways 

• Green Backer 
• Green Supporter 
• Green Promoter 

For »ore information ahait |omwg the 
Everjreeo Foundation please contact 
Den Gardner, Development Director 

120 W. Main St.. P.O. Box 156 
New Prague. MN 56071 

1.877 758.4835 
www.evergreenfoundation.com 

evergreenfoundig>aol.com 
evergreen 
Aitiiawii f o u n d a t i o n 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

Reprints of Landscape Mangementarticles, 
advert isements, news i tems or special announcements are 
avai lable th rough Advanstar Market ing Services. 
Customized to meet your speci f ic needs, reprints are 
h igh ly effective when you use them to: 
• D e v e l o p d i rect -mai l campa igns 
• P r o v i d e product /serv ice literature 
• C r e a t e trade s h o w d is t r ibut ion materials 
• P r e s e n t informat ion at conferences and seminars 

Extend your coverage to your website. Custom 
reprint packages include an E-Print of the same 

article to post on your website. 

ARTICLES 

N E W S ITEMS 

ADVERTISEMENTS 

ADVANSTAR MARKETING SERVICES 
MARCIE NAGY 

1-800-225-4569 ext. 2744 • 440-891-2744 
Fax: 440-891-2740 
Email: mnagy@advanstar.com 

INDUSTRIAL ATTACHMENT 

POWER SWEEPERS 
Quality. 

Strength. 

Dependability. 

All Season 
Performance. 

Our products are designed for 
tough cleaning, low maintenance, 

and easy operation Sweeping the World 

2800 N Zeeb Road • Dexter. Michigan 48130 • (800) 715-5308 • www sweepster.com 

Circle No. 131 
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Caterpillar Ine . . 
Chevrolet Truck 
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http://www.evergreenfoundation.com
mailto:mnagy@advanstar.com


•'350 Gallon". 
Units 

Starting at 
$3995 

"COMPARE... 
BEFORE YOU BUY" 
• Industry Leading 

Performance 
• Wood or Paper Mulch 
• Low Maintenance 
• Easy to Use 

FOR MORE INFORMATION OR 
TO SEE A DEMONSTRATION 

CALL 800-638-1769 
Check us out on the web at www.easylawn.com 

Circle No. 133 

CRITTER CONTROL 
Refer only the best...Critter Control 

• The nation's leading animal control firm 
• We protect your customers and their homes 
• Over 100 offices from coast-to-coast 
For the number of the Critter Control office 

nearest you, call toll-free: 

(800)451-6544 
Ask for a FREE copy of our Wildlife Supplies catalog 

The name "Critter Control" is not available in Minnesota. 

"I earn 78% more 
with a FINN HydroSeeder 

7 bought my first hydromulching machine for price. But 
it's a toy compared to my new FINN HydroSeeder. I've 
easily doubled my production. " 

BRIAN KERBER, THE LAWN FIRM, EXC&SIOR, MN 

Call today. See why the most successful contractors 
agree: Nothing makes money like a FINN 
HydroSeeder. 

• Inequaled production and reliability 
• Superior service and technical support 
• Exclusive HydroSeeder Additive System™ 

for outstanding results 

F Ì N N 
CORPORATION 

Innovative equipment 
enhancing the world's landscape 

1-800-543-7166 
www.finncorp.com 

Fairfield, Ohio 

Circle No. 130 

' No other product 
j beats the durability 
, and design flexibility 

of VERSA-LOK solid 
retaining wall units. 

No exceptions. Only VERSA-LOK, with 
its unique pinning system, permits construction of an 
unlimited variety of curves, corners, 
and steps without specification of 
special units. C a U ( 8 0 Q ) 7 7 0 _ 4 5 2 5 f o r 

FREE Design 
& Installation 

Guidelines. 

Retaining Wall Systems 
Oakdale, MN • (800)770-4525 • www.versa-lok.com 

Circle No. 132 Circle No. 129 
L A N D S C A P E M A N A G E M E N T 

http://www.easylawn.com
http://www.finncorp.com
http://www.versa-lok.com


Cut and clean 
RedMax says the 25.4cc stato-charged two-
cycle engine that powers the HEZ2500S edger 
is the only engine of its size that meets CARB II 
and EPA clean air standards without a catalytic 
converter. An adjustable wheel holds the blade 
at the desired height. A "J" handle lets you 
control the blade angle. 
For more information contact RedMax at 
800/291-8251 ext. 213 or www.redmax.com I 
circle no. 250 

Break some ground 
V & B Manufacturing's 15 Groundbreakers 
landscaping tools can handle rugged earth 
moving to fine finished ground grooming due 
to their multi-purpose tool heads and range of 

Muscle up 
Kawasaki's new KEL26A edger features a 26cc 
engine, weighted blade and wider wheel 
stance for clean edging. Its optimum gear re-
duction ratio produces the torque needed to 
muscle through tough edging jobs. It weighs 
11 lbs. and a loop-style handle adds comfort. 
For more information contact Kawasaki at 
vyyvw.kawasaki.com I circle no. 255 

Brush up on cutting 
Lowell Corporation's Porter-Ferguson line of 
brush cutters includes a 27 in. long, 4 5/8-lb. 
cutter with 1 1/2-in. cutting capacity, and one 
that's 34 in. long, weighs 7 3/4 lbs. and cuts 

material up to 2 in. thick. Composite grips min-
imize slippage, and a slide power shift allows 
worker to exert maximum leverage on tough 
material. The company says its Porter point cut 
pruner, 24 in. long and 3 lbs., can cut right 
down to its tips with minimal handle spread. 
For more information contact Lowell Corp. at 
800/456-9355 or www.loweljcorp.com I 
circle no. 256 

Light up your landscape 
Architectural Landscape Lighting's Focca accent 
and floodlighting luminaires accentuate land-
scape features, signage, building entryways, 
gardens and pathways. They feature a stream-
lined, low scale, cone-shaped lamphead with a 
large format lens and attachable, angled visor-
glare shield. Options include visors, louvers and 
colored lenses. 
For more information contact Architectural 
Landscape Lighting at 800/854-8277 or 
www.alllighting.com I circle no. 253 

Stumped? 
Blue Bird International's stump grinder features 
a 14-in. diameter blade with carbide-tipped 
teeth that offers cutting depth up to 12 in. The 
HiPower Double V drive belt offers more opera-
tor stability and control. Other fea-
tures include an ergonomic handle 
and user-friendly lift handles. 
For more information contact 
Blue Bird at 303/288-5880 or 
www.bluebirdintl.com I 
circle no. 254 

Rough rider 
The John Deere Worksite Gator's mig-welded uni-

body construction and independent, single A-arm 
design make it ideal for off-road work. Other fea-
tures include a three-cylinder, 18 hp, liquid-cooled 
Yanmar diesel engine, 1,400 lbs. of payload capac-
ity and an additional towing capacity of 1,400 lbs. 

For more information contact John Deere In-
quiry Department P.O. Box 12217, Research Triangle 

Park, NC 27709 or Twvw.johndeere.co I circle no. 252 

handle sizes — 16, 26 and 36 in. Corrosion-
resistant ductile iron tool heads are fitted 
rectangularly to the handles to prevent loosen-
ing. 
For more information contact V & B 
Manufacturing Co. at 800/443-1987 or 
www.vbmfg.cpr I circle no. 251 

http://www.redmax.com
http://www.loweljcorp.com
http://www.alllighting.com
http://www.bluebirdintl.com
http://www.vbmfg.cpr


Business For Sale (Cont'd) | Educational Opportunities 

For all 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 

BOX NUMBER REPLIES: 
Landscape Management LM Box #, 
131 W. First St., Duluth, MN 55802 

FOR ADVERTISING INFORMATION AND 
AD PLACEMENT, CONTACT: 
LESLIE ZOLA, 1-800-225-4569, (ext. 670) 
or 440-891-2670, Fax: 440-826-2865 
Email: lzola@advanstar.com 

Business For Sale 

L a n d s c a p e M a i n t e n a n c e B u s i n e s s 

Established 15 years in Colorado Springs, CO. 
Netting $92,655 per year 

Total Price Only $115,000 
A. Jay Hoyal & Co. - 800-757-6088 

L A N D S C A P E 
C O N S T R U C T I O N C O M P A N Y 

W e l l E s t a b l i s h e d 
2 0 - y e a r L a n d s c a p e C o m p a n y 
B o s t o n , M a s s a c h u s e t t s A r e a . 

Annual volume $3.1 million PLUS! 
Company breakdown: 

• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well managed and organized operation 
with a meticulous fleet. Will sell with or 

without the Real Estate, which has all the 
necessary provisions for repairs and parking. 

The 2001 backlog to date is $2.9 Million! 

Contact G L O B A L BUSINESS KXCHANGE 
MR. JOHN F. D O Y L E at: 781-380-4100 

Unique lucrative, long established 
Service Business in 

Affluent Resort Community 

Features Include: 
• Nursery 
• Approximately six acres 
• Buildings and facilities 
• Vehicles and equipment 
• Excellent contracts 

$1,380,000 in net sales for 2000 
Please reply to Email: 

janeschwiering@norrisrealestate.com 

L a w n C a r e & M a i n t e n a n c e 
C o m p a n i e s F o r S a l e 

Orange County, FL • Gross: $800,000 
Pinellas County, FL • Gross: $400,000 

South Florida • Gross: $2 Million 

For more information on the above lawn care 
companies and other data, check our website: 

www.preferredbusinessbrokers.com 

All Conversations are Confidential 
Preferred Business Brokers 

Jay Holion, PCO 
Licensed Broker 

863.858.4185 • 800.633.5153 • Fax 863.853.3193 

Landscape and Irrigation Business in Northern 
Colorado. 30 employees w/tiered management. 
Owner doing about 15 hours a week and bidding 
alone. Has land and buildings. Over 500K equipment, 
150K inventory, over 400K net. Terms and training. 
Call VRBB: 877-353-0045. 6/01 

Business Opportunities 

EXPO 2001 
Inside Booth 

1702 
Check out our 

Outside 
Demo Area! J j j j j j j l l j j y 

The Best in Synthetic Golf Facilities 

W e will TRAIN YOU to b e SUCCESSFUL 
in t h e Backya rd Put t ing G r e e n B u s i n e s s 

Cal l t h e P u t t i n g G r e e n P r o s 
Tol l F r e e 8 7 7 - 8 8 1 - 8 4 7 7 

w w w . t h e p u t t i n g g r e e n c o m p a n y . c o m 

FREE APPRAISAL • N o BROKER FEES 

S E L L I N G Y O U R B U S I N E S S ? 

Professional Business Consultants 
can obtain offers from Qualified Buyers 

without disclosing your identity. 
Consultant's Fees are paid by the buyer. 

C A L L : 7 0 8 - 7 4 4 - 6 7 1 5 
Fax: 630-910-8100 

C Q N K L I N P R O D U C T S 
Start Your Own Business! 

Use/market, new technology liquid 
slow-release fertilizer, micro-nutrients, adjuvants, 

drift control, seed treatments, etc. 
BUY DIRECT FROM MANUFACTURER. 

FREE Catalog - 800-832-9635 
Fax: 320-238-2390 

Email: kfranke@clear.lakes.com 

NOW... Learn professional Landscaping and 
Gardening at home. Our program provides 
thorough training in all phases of commercial and 
residential landscaping. Diploma awarded. Free 
brochure describes program and opportunities in 
detail. Call 1-800-326-9221 or write Lifetime 
Career Schools, Dept. LF0141, 101 Harrison 
Street, Archbald PA 18403. 5/01 

for Sale 

I T U R B O T U R F I 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE, BEAVER fALLS, PA 15010 

1-800-822-3437 www.turboturf.com 

R a d i u s 
by Motorola 

N E W ! 
UHF460 • VHF150 • L o w Band 

Programmed To YOUR Systeml 
[ C o m p a t i b l e w / O t h e r S y s t e m s ] 

"Talk t i anyhei fy t r a m a n y w h e r e 
a n the c e u r s e e r l e b r 

| Hand Helds from $155.00 
Mobiles from $278.00 

-Full Year Warranty-

CALL 800-231-0103 

SAVE! 
4 0 ' X 7 5 ' X 1 4 ' 

$9,437 
Build ft Yourself And Save!!! 10,000 Sizes. Bolt-Together All Steel 
Buildings & Homes. Call Today For A Price Quote And Brochure. 

H E R I T A G E B U I L D I N G S Y S T E M S . 
8 0 0 . 6 4 3 . 5 5 5 5 

h e r i t a g e b u l l d i n g s . c o m 

L A N D S C A P E DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more 1/8" scale 

Stamp sizes from 1/4" to 1 3/4". 
$87 • $6 s/h VISA. MasterCard, or 

MO's shipped next day. Checks delay 
shipment 3 weeks. CA add 7.50%Tax. 

/FreeBrochure AMERICAN STAMP CO Loci calls 12290 Rising Rd LM1. Wilton, CA 95693 
916-687-7102 Voice or Fax TOLL FREE ( 8 7 7 ) 6 8 7 - 7 1 0 2 

mailto:lzola@advanstar.com
mailto:janeschwiering@norrisrealestate.com
http://www.preferredbusinessbrokers.com
http://www.theputtinggreencompany.com
mailto:kfranke@clear.lakes.com
http://www.turboturf.com


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

FACTORY LIQUIDATION 
70 OFF 

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

• 20 year roof & wall warranty 
• Plenty of room for storage & 

a workshop 

Prime Steel 
Some Other 

Sues Available 

40 X 65 (3 LEFT) 
40 X 85 (1 LEFT) 
50 X 110 (2 LEFT) 
60 X 150 (1LEFT) 

1 - 8 0 0 - 2 9 1 - 6 7 7 7 EXT 4 0 2 

TOPSOIL PROCESSING EQUIPMENT 

T S C R E E N ™ 
A screening plant for skid steer loaders. 

800-837-3344 

SEEDLAND.COM 
LAWN & TURFGRASS SEEDS 

Grosses for warm, cool & transition zones. 
Buy Seed Direct - Commercial Sales Online. 

(888) 820-2080 
www.Seedland.com 

Mid-"70s FINN 1500 Gallon 
Hydro-Seeder 

• Diesel Powered 
• Mechanical Agitation 
• Totally Reconditioned! 
• Brand new electric reelhose, fittings 

Mounted on 1978 Ford 1800 Cabover, 
with CAT Diesel. Beautiful Condition! 

Total Package - $22,500 
Call Neal @ Colonial Gardens Youngstown, OH 

330-539-5964 

25 Used Spray Trucks 
MUST SELL 

Excellent condition, check out 
www.getgreenthumb.com/trucks.html 

Or call Albert 
972-727-9595 

landscapersupply.com 
WHERE THE PROS SHOP 

1-800-895-4589 

usedhydromulchers.com 

MOWER REPLACEMENT PARTS 
FREE 200 Page Catalog - Save $$$$ 

Mower Blades • Air & Oil Filters 
Trimmer Line • Belts • Plugs 
Over 20,000 Blades in Stock 

M O W M O R E SUPPLIES 
1-800-866-9667 

Order FREE Catalog LM01 

Help Wanted 

MANAGEMENT CAREERS 
Looking for a new challenge? 

Visit our Web site for the latest 
career opportunities. 

It's quick, convenient, confidential. 

www. greensearch. com 
E-mail: info0greenfMrch.com «f^^V 
Toll frea: 888-375-7787 /* 

GreenSearch "V-

PROFESSIONAL 
GROUNDS 

MANAGEMENT 
M A N A G E M E N T POSITIONS 

Our commitment to excellence has resulted 
in an overwhelming demand for our services 
in the northeast and mid-Atlantic region. 
Control Environmental Sen/ices, Inc. is part 
of Control Services Group, a national service 
provider with 90 years of experience in the 
building maintenance industry. We offer full 
benefits, continuing education, profit sharing 
and more. 
Please respond to Carol Durst, Director, H/R 
Control Environmental Services Inc. 
737 New Durham Rd., Edison, NJ 08817 
1-800-548-6063, ext. 74 
Fax: 1-732-548-4359 
cdurst@controlsg.com 

CONIROL 
E N V I R O N M E N T A L S E R V I C E S 

Recognition for our greatest asset... People 
and a respect and an understanding of 

our greatest resource... Nature 

AMERICAN LANDSCAPE 
COMPANIES - EOE 

CAREER OPPORTUNITIES with 27 year-old 
award-winning company are available in the 
following areas: 

• Landscape Sales 
• Nursery Sales 
• Estimating 
• Landscape Management 

Experience in commercial, public works and 
production housing preferred. Sales rep will 
service all of Southern California. Salary 
commensurate with experience. Benefits. 
Send resume to HR fax 818-999-2056 or 
e-mail to hr@ americanlandscape.com 

MANAGEMENT 
Chicago Metropolitan Area 

Anderson Pest Control, a leader in pest management 
services for more than 75 years, is experiencing 
significant growth and has immediate opportunities 
for experienced managers. 

Anderson is looking for individuals that have strong 
communication and interpersonal skills. This 
position requires administration of all aspects of 
branch operations including full budgeting and 
profit & loss responsibility. With an inside staff of 
four and a field staff of up to twenty you will need 
experience in leading a service team. A college 
degree is preferred. 

We offer excellent growth opportunities, incentive 
and benefits package including: Matching 401(k), 
health, life, dental & vision, company vehicle and 
paid vacations. 

For immediate consideration, fax or email resume, 
salary history and cover letter to: 

Mark O'Hara 
Email: anderpest@AOL.COM 

Fax: 630-834-9298 
EOE - Drug Free 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 

California - Colorado 
Connecticut - Delaware 

Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Missouri - New Jersey 

New York - North Carolina 
Ohio - Pennsylvania 

Texas - Virginia 
Wisconsin 

Fax: 301-987-1565 
E-mail: jobs@brickmangroup.com 

Web site: www.brickmangroup.com 

GET FAST ACTION WITH 
THE DYNAMICS OF 

CLASSIFIED ADVERTISING! 

To advertise in Landscape Management 
contact LESLIE ZOLA: 

8 0 0 - 2 2 5 - 4 5 6 9 ext. 2 6 7 0 or 4 4 0 - 8 9 1 - 2 6 7 0 
Fax: 4 4 0 - 8 2 6 - 2 8 6 5 • E-mail: lzola@advanstar.com 

http://www.Seedland.com
http://www.getgreenthumb.com/trucks.html
mailto:cdurst@controlsg.com
mailto:anderpest@AOL.COM
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:lzola@advanstar.com


C L A S S I F I E D S H O W C A S E 

Help Wanted (Cont'd) 

Art Equal Opportunity Employer 

RBI Compan ies 

Our landscaping team is seeking an experienced 
Area Manager 

based in Northern California 

We offer a wide range of benefits including medical, dental, 
401k with 80% match, 125 cafeteria plan and education. 

Confidential fax to (303) 738-8857 or email to 
resumes@rbicompanies.com 

Employment Growth Opportunities 
Carson Landscape Industries is seeking qualified 

individuals to work in the Sacramento area. 
Current openings are available for: 

• Irrigation Department Manager/Technician 
• Irrigation Service Technician 
• Production Job Supervisor 
• Installation Job Supervisor 
• Maintenance Account Management 

For year-round employment, 
401(k), medical/dental benefits, and the 

opportunity to work for one of Sacramento's 
premiere companies, please fax or mail resumes to: 

Carson Landscape Industries 
9190 Jackson Road 

Sacramento, CA 95826 
Fax: 916-856-5410 

EMPLOYERS - JOB SEEKERS 
STOP HERE! 

Ferrell's 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 

GreenIndustryJobs.com 
• www.greenindustryjobs .com 
• www. landscapejobs . com 
• www.irr igat ionjobs .com 
• www.nurseryjobs .com 
• www.treecarejobs .com 

INCREDIBLE OPPORTUNITIES 
to grow personally and professionally with a 

progressive and aggressive company 
leading the way in design/build projects in 

Collin County, Texas. 
• Landscape Design and Sales Position 
Enthusiastic, creative person with a landscape 
design/architecture background, to take care of 
client consultation, design, estimate process and 
sale of high-end residential projects. 

• Landscape Construction Supervision 
Organized, detailed, enthusiastic person with a 
background in high-end residential and commercial 
landscape projects, including hardscapes and 
water features. 

Fax or email your resume to: 
Longhorn Maintenance Inc. 

972-562-6265 
abechtold@ longhorn. ws 

TEUFEL LANDSCAPE 
Offering its services for 111 years, Teufel Nursery, 

Inc. has become one of the largest green industry 
companies in the Northwest, employing over 460 

people. The company is diversified into four major 
areas consisting of Horticultural Supplies, Nursery 

Production, Wholesale Plants, Commercial 
Landscape Construction & Maintenance. 

Teufel landscape is currently seeking an 
experienced Senior Foreman for our Residential 
Landscape Installation Department This person 

should be proficient in all areas of residential 
landscape construction including: water features, 

masonry, wood structures, detailed plantings, 
pavers. Compensation will be commensurate 

with individual's ability and knowledge. 
Excellent benefits, including 

Medical/Dental/Vision • 40l(k) 
Paid Time Off • Cafeteria Pre-Tax Plan 
Wholesale Discounts • Moving Expenses 

Please apply or send resume to: 
Attn: HR-1 

Teufel Nursery, Inc. 
12345 NW Barnes Road, Portland, OR 97229 

Fax: 503-672-5009 • 800-483-8335 
Email: tylers@teufel.com 

www.teufel.com 
EOE 

WHY NOT? 
Why not become more than you are? 

Why not work with a premier company? 
Why not live in a great place? 

Why not grab the opportunity of your life? 

We are always looking for great people in 
Maintenance • Installation • Irrigation 

Zuke's Landscape 
Phone: 916-635-6502 • Fax: 916-635-6504 

Email: zukes@pacbell.net 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

Use Landscape Mangement reprints to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 

Custom reprint packages include an E-Print 
of the same article to post on your website. 

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

MARCIE NAGY • ADVANSTAR MARKETING S V C S 
1-800-225-4569 ext. 2744 or 440-891-2744 

SALESPEOPLE- CHECK IT OUT! ACRES 
EMPLOYMENT 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, 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 sales people to continue our growth. Our 
Construction Department is looking to expand in 
the design/build market. If you're a Landscape 
Architect who is highly motivated to aggressively 
build a design team, with 5-7 years of experience, 
Acres Group is looking for you! Superior compen-
sation and benefit opportunities. Acres Group, 610 
W. Liberty St., Wauconda, IL. Contact Tom Balleto 
for immediate confidential consideration. 
Phone: 847-526-4554 x88; Fax: 847-526-4587; 
Email: Thomas.Balleto@acresgroup.com 
Visit our website at: www.acresgroup.com 
MEMBERS OF THE ILCA SINCE 1985. 6/01 

MANAGER, DISPLAY GARDENS- The Chicago 
Botanic Garden, located 30 miles north of Chicago 
in Glencoe, seeks an individual to direct, coordinate 
and monitor the maintenance programs for 25 display 
gardens to ensure proper care and development of 
collections. Work with the horticulturists to develop 
and support the highest maintenance standards 
and maximize operational efficiencies. Serve on 
interdepartmental teams and work groups, and as a 
liaison with other program areas to provide horticul-
tural expertise and support. Write articles and present 
lectures related to plants and their care. Position 
requires a BS in Horticulture or related plant science 
with five years supervisory experience. Strong 
interpersonal skills are needed along with the ability 
to excel in a team environment. Please submit 
resume with cover letter to: Carol Chaney, 
Chicago Botanic Garden, 1000 Lake Cook Road, 
Glencoe, IL 60022. Position open until filled. 
EOE 6/01 

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 12/01 

Show Your 
TRUE 

C O L O R I N C R E A S E S R E A D E R S H I P BY 4 0 % ! 
Advertise in Landscape Management! 

Contact Leslie Zola: 1-800-225-4569 ext. 2670 
or 440-891-2670 • Fax: 440-826-2865 

E-mail: lzola@advanstar.com 

mailto:resumes@rbicompanies.com
http://www.giantads.com
http://www.greenindustryjobs.com
http://www.landscapejobs.com
http://www.irrigationjobs.com
http://www.nurseryjobs.com
http://www.treecarejobs.com
mailto:tylers@teufel.com
http://www.teufel.com
mailto:zukes@pacbell.net
mailto:Thomas.Balleto@acresgroup.com
http://www.acresgroup.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:lzola@advanstar.com


cleanup crew 
THIS AND THAT • 

Y u u u u m m y 
Imagine getting this call: "Yeah, I'd like to order one 
thousand linear feet of hibiscus, a ton of leafy ficus 
branches and a truckload of eugenia. Oh yeah, and 
100 gallons of spring water to wash it down with." 

The call is from the San Diego Zoo to San Diego, 
CA-based Miramar Wholesale Nurseries. The plant 
material is not going to be used to decorate the 
grounds but feed, and entertain, the animals. Not 
only do the giraffes, rhinos, gorillas, etc. find the stuff 
tasty, they also like to play with it. In fact, it's part of 
their behavioral enrichment program. This plant 
material stimulates the animals' minds and pleases 
their palates. 

Of course, all of this "play food" spells big bucks 
for Miramar, one of the largest commercial landscape 
centers in southern California. 

Excess supervision 
Jim Creager of Natural Lawn has had 
about enough of his pickiest customer, a 
local elected judge who's also — get this 
— his relative! 

One day, the judge called him and 
asked him to mow his lawn. He was in 
court that day, so it was his wife who gave 
Creager a tour of their property. It was a 
nice-sized home on two lots with several 
beds, a couple of brush piles, an old dog 
pen and a vegetable garden. The problem 
started the next time Creager visited, be-
cause the judge's wife once again showed 
him the whole property and detailed 
what to mow and what not to mow. In 

fact, every time he shows up, she gives 
him the same rundown. 

"She feels the need to tell me every-
thing that needs to be done as if I'm a 
moron," Creager says. 

Plus, he's been told that the beds must 
never have a single leaf in them, and they 
call as late as 11 p.m. to see if he's coming 
the next day. 

"You should have seen the look on her 
face when I unloaded my new Z mower 
last year," Creager says. "She said, 'You're 
not going to mow my lawn with that 
thing, are you?' I've tried twice to get rid 
of them but they just keep calling." 

T H O S E D A R N CRITTERS 
What's the nastiest critter you've ever 
come up against while on the job? 
Tell us in 200 words or less and you 
might win one of our golf shirts, 
which are going fast. We'll pick the 
best story, and you might even see it 
in print if you win. Entries are due by 
July 15, 2001. Send your submissions 
via e-mail to jstahl@advanstar.com or 
snail mail to: Landscape Manage-
ment, 7500 Old Oak Blvd., Middle-
burg Heights, OH 44130. 

For his story, we salute Jim with a 
"Landscape Management" golf shirt. 
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Check out these features that set the Dixie Chopper apart! 

Velvet Touch Control Steering - Every "Z" Mower Should Be This Smooth 

Lifetime Mower Frame Warranty* - it Doesn't Get Any Better Than This 

Top Ground Speed of All "Z" Mowers - Makes YOU More Productive 

Engine Options Include Honda, Kawasaki, Kohler, and Yanmar Diesel Power 

Call today to experience the Dixie Chopper and see what you've been 
missing in your business. We'll be glad to tell you and show you what 
tens of thousands already know; the Dixie Chopper is tops for "Price, 
Performance and Reliability". 

Circle No. 102 

niYK nunnnsn UKJXËL. UIMUI # !.#» 
The Worlds Fastest Lawn Mower 
www.dixiechopper.com 

765-CHOPPER 

http://www.dixiechopper.com


DOWNLOAD THIS, introducing Silverado 3500. Most payload capacity; 

New available Duramax Diesel VS. 300 hp, 520 Ib.-ft. torque. The most powerful diesel you can get in a pickup; 

More towing capacity than the competition with the available Vortec 8100 V8. 340 hp, 455 Ib.-ft. torque; 

From Chevy. The most dependable, longest-lasting trucks on the roadi+ 877-THE TRUCK or chevy.com/silverado 

S I L V E R A D O H D 

Circle No. 103 

All c laims exclude other G M vehicles. *When comparably and properly equipped. Max imum payload capacity includes weight of driver, passengers, optional equipment and cargo. t B a s e d on horsepower. 
**Based on comparably equipped vehicles. t tDependab i l i t y based on longevity: 1 9 8 1 - 1 9 9 9 full-line light-duty truck company registrations. C 2 0 0 1 G M Corp . Buck le up, Amer ica! 


