


Before you can beat crabgrass you have t o th ink like crabgrass. 
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Think about mowing and vacuuming all in one quick pass. The new Ferris FAST-Vac*M system has a unique 
side-panel air injection design that produces 27% more air volume than conventional vacuum systems to 
pick up more grass and leaves without clogging. The increased airflow also means better 
debris compaction to keep you mowing longer without emptying. Its spindle-driven vertical 
turbo is narrow, actually more narrow than a standard discharge chute, to get you in and out 
of tight places. To learn more about the new Ferris FAST-VacM and the "9 Months Same as 
Cash" financing on all Ferris equipment, call 1-800-933-6175 or visit www.ferrisindustries.com. 
We'll answer all your questions and match you up with your nearest dealer...fast! 

Ferr is Indust r ies • 5375 N. Main St. • Munnsv i l l e , NY 13409 • w w w . f e r r i s i n d u s t r i e s . c o m • 1 - 8 0 0 - 9 3 3 - 6 1 7 5 
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January 
2 1 - 2 4 Michigan Turf grass 
Conference I Lansing, Ml; 
517/321-1660 

2 1 - 2 4 Professional 
Horticulture Conference of 
Virginia and Trade Show I 
Virginia Beach, VA; 757/523-4734 

2 2 - 2 3 Cornell Organic 
Turfgrass Management 
Short Course I Long Island, NY; 
607/255-1792 

2 4 - 2 6 Gulf States 
Horticultural Expo I Mobile, 
AL; 334/502-7777 

2 9 Maryland Turfgrass 
Conference & Trade Show I 
Baltimore, MD; 301/345-4199 

2 9 - 3 0 Cornell Organic 
Turfgrass Management 
Short Course I Long Island, NY; 
607/255-1792 

29-1 Midwinter Conference I 
Orlando, FL; Turfgrass Producers 
International; 847/705-9898; 
www, tu rf g rasssod .org 

3 1 - F e b . 3 AN LA 
Management Clinic I 
Louisville, KY; American Nursery & 
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Show / Orlando, FL; 800/472-
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March 
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Conference / Aurora, CO; 
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5 - 7 New England Regional 
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Show I Providence, Rl; 401/848-
0004 
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BY RON HALL / EDITOR-IN-CHIEF 

We mean business in '02 

The LM team (I. to r.): Ron Hall, Sue Porter, Carrie 
Parkhili, Jason Stahl and Lynne Brakeman. 

ou can't put your landscape or lawn 
care operation on autopilot and ex-
pect it to be as valuable to your 
customers as you want it to be. The 
same goes for us at Landscape Man-
agement magazine. 

Any business worthy of being 
called a business requires continuous examination 
and and re-examination. That keeps it on track to de-
liver services that meet customers' needs — in our 

case information. 
The year 2002 brings 

new promises and chal-
lenges and some changes 
in this magazine. The goal 
is to make it an even more 
valuable source of infor-
mation for you. Among 
the changes: 

We've relaunched 
and improved our Web 
site, www.landscapeman-
agement.net. It contains 
more content and im-
proved search tools. Also, 
many of you have been re-

ceiving our weekly e-mail newsletter of industry news 
and events. If you're not receiving it, please visit our 
Web site and sign up. 

We've shifted the responsibilities of several edi-
torial team members. Group Editor/Associate Pub-
lisher Sue Porter (sporter@advanstar.com) takes on 
additional and expanded challenges within our Land-
scape Group of magazines, but she'll continue to help 
plan and critique LM's business and operations-fo-

cused coverage. Her knowledge of publishing and her 
experiences as a former business owner make her an 
invaluable member of the editorial team 

However, the day-to-day activities pertaining to 
LM's editorial coverage, its newsletter and the infor-
mation on its Web site are the responsibility of the fol-
lowing people: 

Editor-in-Chief Ron Hall (rhall@advanstar.com). 
That's me. I've been around a while. I joined this mag-
azine (then named Weeds, Trees & Turf) in 1984. 
Contact me with any comments you might have about 
LM, its coverage or any suggestions for making it more 
useful to you. 

Managing Editor Jason Stahl (jstahl@advanstar 
.com) is a graduate of John Carroll University, Cleve-
land, OH, former newspaperman and Cleveland 
Metroparks grounds staffer. Contact him with news 
and new product releases, event announcements and 
any other comments concerning LM or its coverage. 

Web Editor Lynne Brakeman (lbrakeman@ad-
vanstar.com). Lynne, an a ward-winning journalist, 
says that readers shouldn't have to wait to learn about 
up-to-the-minute Green Industry news and announce-
ments. See what she means by bookmarking 
www.Iandscapemanagement.net and subscribing to the 
to our e-mail newsletter. You'll stay up to date. 

Graphic Designer Carrie Parkhili (cparkhill@ad-
vanstar), although an experienced magazine designer, 
is the newest member of our staff. A graduate of Bowl-
ing Green State University in Ohio, she's responsible 
for the readable and pleasing "look" of this publication. 

We've had some changes at LM but our mission re-
mains unchanged —to deliver valuable information 
you can use to improve your businesses, serve your 
customers and grow this great industry. 

mailto:sporter@advanstar.com
mailto:rhall@advanstar.com
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industry almanac 
Toro c l o s e s 
I n d i a n a plant 
BLOOMINGTON, MN — The Toro 
Company closed its Evansville, IN 
plant, shifting manufacturing to 
its Tomah, Wl and Windom, MN 
plants. The move, which affected 
94 employees, is part of a long-
term strategy to strengthen oper-
ations and leverage enterprise-
wide manufacturing assets. Toro 
also sold its Riverside, CA head-
quarters and plant, moving to El 
Paso, TX. 

S hindaiwa g e t s 
n e w distributor 
TUALATIN, OR —Shindaiwa, Inc. 
signed JET Equipment & Tools Ltd. 
of Burnaby, British Columbia to 
distribute Shindaiwa products in 
Western Canada. 

CoCal a c q u i r e s 
Pratt L a n d s c a p e 
DENVER, CO — CoCal Landscape, 
with offices in Denver, Colorado 
Springs and Ft. Collins, acquired 
Pratt Landscape, a division of Pratt 
Properties in Longmont, CO. In-
cluded is 60 maintenance accounts, 
including Pratt Business Park, a 2.2 
million sq. ft. office park. 

FMC r e o r g a n i z e s , 
c h a n g e s n a m e 
TUALATIN, OR — FMC Corp. reor-
ganized into two independent, 
publicly traded companies, one 
chemical, the other machinery. It 
also changed its name to FMC2 to 
reflect this reorganization. 

LM to report on JP's Owners' Network 

The new "Owners' Net-
work" program provides 
real-life networking and 

business-building opportuni-
ties for lawn/landscape com-
pany owners. Landscape Man-
agement will be reporting on 
some of the business-building 
ideas arising from the program. 

Three regional Owners' 
Network Jams kick off the 
program that is being offered by JP Hori-
zons, Inc. The "Jams" are being conducted 
by consultant and trainer Jim Paluch and 
sponsored by Weed Man lawn care. The 
dates and locations are: 

Feb. 12, Dallas, TX 
Feb. 19, Columbus, OH 
Feb. 21, Baltimore, MD 
The formula of the Owners' Network is 

simple but effective — small groups of 
non-competing company owners sharing 
common business-related issues and work-
ing toward developing best practices. Each 
participating member can call upon on the 
other eight to 10 owners in their circle as 
their "Group of Advisors." They'll stay in 
regular communication by teleconferenc-
ing and through internet conferences at 
www.jphorizons.com. 

"We add to this a year-long opportunity 

Paludi launches program 

to efficiently share ideas, for 
participants to create their 
own board of directors and 
help other owners," says 
Paluch, "This is education 
process is interactive and af-
fordable." 

Says Bob Maffei, Maffei 
Landscape, Cape Cod, MA: 
"Every question that I may 
have about my business I can 

get answered quickly and with the exper-
tise of owners from around the country." 

"It keeps the business owner thinking of 
new ways to reach the goals in their busi-
ness, to examine their leadership style and 
continually raises the bar of professionalism 
among the companies involved," adds Den-
nis Barriball, Hemlock Landscapes, Cha-
grin Falls, OH. 

Landscape Management Editor-in-
Chief Ron Hall says: "When owners of 
lawn and landscape businesses share their 
experiences and ideas with colleagues they 
generate a lot of positive energy and great 
ideas. 

"We'll be introducing you, our readers, 
to some of these business owners and their 
operation-building ideas here on our Web 
site and on the pages of Landscape Man-
agement," Hall adds. 

http://www.jphorizons.com


Rising health insurance costs worry industry 
Budget for rising insurance premiums for 
2002, your company's bottom line is going 
to take a hit. 

Lawn and landscape business owners 
contacted by Landscape Management real-
ize that the tragedy of Sept. 11 is result-
ing in higher premiums for most types of 
insurance, including vehicles, property 
and various forms of liability coverage. 
More troubling to them is the year-to-

year upward spiral of health insurance 
costs with costs rising 20%, more in some 
cases, in 2002. 

"We can't blame every problem on 
terrorists," says Bob Andrews, of The 
Greenskeeper, Carmel, IN. "Health insur-
ance was going up before 9-11." As pre-
miums continue rise, he says, more small 
business owners are going to be asking 
employees to pay more of these costs. 

Jack Robertson, Robertson Lawn Care, 
Inc., Springfield, says his company's health 
care premiums rose 22% from 2001 rates. 
"I don't think this has anything to do 9-11. 
Health care insurance was already on its 
way of getting out of hand." 

Adds Michael Currin, Greenscape Inc., 
Holly Springs, NC: "Medical costs have 
been skyrocketing and really present some 
issues for us as a company. We have had to 
reduce some of the levels of benefits in 
order to keep the cost increases reasonable." 

What can you do about it? Shop 
around, say some business owners. For in-
stance, Rick Kier, Pro Scapes, Jamesville, 
NY, compared prices in the insurance mar-
ket and ended up lowering his costs 
through the New York Nurserymen's As-
sociation. 

"Regardless of economic conditions, 
every few years I think it pays to go out 
to bid and shop around insurance prices," 
he says. —Callista Tomallo 

TPI's suggestions to offset rising premiums 
The Turfgrass Producers International, Rolling Meadows, IL, in its Dec/Ian. 02 Busi-
ness Management newsletter offers these suggestions for coping with rising in-
surance costs: 

^ Take a hard look at the coverage your standard policy provides. 
^ Eliminate excess coverage. Get rid of unnecessary equipment and inventory. 
^ Raise the deductible. The time and effort needed to fill out a claims report are 

often greater than the risk of buying policies with slightly higher deductibles. 
^ Negotiate to reduce your health insurance costs. This will often yield some-

what smaller increases. 

People 6c companies 
Briggs & Stratton named 
Doug Page director of com-
mercial marketing. 

Textron Golf, Turf & Spe-
cialty Products named Jon 
Carlson president of its Turf 
and Professional Lawn Care 
business. 

Exmark Manufacturing Com-
pany's Michael Hirschman, 
national sales manager, an-
nounced his retirement effec-
tive Oct. 31, 2001. Active in 
the outdoor power equip-

ment industry since 1972, 
Hirschman joined Exmark 
in 1990. 

Echo Inc. appointed Joseph 
F. Fahey vice president of 
marketing. 

The RBI Companies added 
Rod Wiberg to its landscape 
design/build team as senior 
landscape architect. 

Agrisel USA appointed Mike 
Zech national sales manager. 

Symbiot Business Group 
named Bruce K. Wilson to its 
Board of Directors. 

The Toro Company, Irriga-
tion Division, appointed Leo 
Lovato managing director, 
sales and marketing. 

Simplot named Mike Tentis 
BEST fertilizer area manager 
for Northèrn California. 

PBI/Gordon Corp. named 
Mark Miller sales manager 
for its professional turf and 

ornamental and agricultural 
products. 

Harmony Products appointed 
Michael P. Bardaro senior 
vice president, chief financial 
officer. 

Scag Power Equipment pre-
sented its "Distributor of the 
Year" award to PACE, Inc. of 
Plymouth, Ml. 

Valent USA named Masayo 
Tada president. 



industry almanac 

New LESCO prez off to fast start 
CLEVELAND, OH — What does a company 
that provides uniforms to service businesses 
have in common with LESCO, based here? 
Plenty, says Michael P. DiMino, 43, who 
started as LESCO's new 
President and Chief Operat-
ing Officer Tuesday, Dec. 
11. And that's what he's 
banking on to give him a 
running start in directing the 
day-to-day operations of this 
longtime professional turf 
products provider. DiMino 
came to the golf course and 
lawn care supplier after 
serving as president and 
COO of Uniforms To You, a Chicago-
based division of Cintas Corporation. 

DiMino met with editors from Land-
scape Management and sister publication 
Golfdom at LESCO headquarters his first 
week on the job. He said that although he 
came from a different industry, LESCO 
approaches and sells to its customers, in 
this case turfgrass and landscape profes-
sionals, in essentially, the same way. 

"There are a lot of similarities to what I 
was doing," he said, including selling di-
rectly to customers. "We had sales people 
in every major city selling directly to ho-

tels and restaurants . . .similar to what 
LESCO reps do. The dynamics of how 
you create the customer and the vertical 
sourcing are similar, too." 

DiMino described himself as 
a "detail" person. One of his 
goals is to study how the com-
pany is serving its customers and 
to investigate technologies to im-
prove operating efficiencies. 
"Everybody has areas where they 
can improve," he said. 

The new president said that 
LESCO "is addressing the right 
issues at the right time." He said 
he will help Chairman and CEO 

William A. Foley execute the company's fi-
nancial plan that's already in place for 
2002. "Our goal is to meet or exceed our 
plans," he added. 

During his 13-year tenure at Uniforms 
to You, the company went from being a 
private, family-owned business to a divi-
sion of publicly held company, and sales 
increased from $60 to $215 million. 

DiMino emphasized that his focus will 
be on helping the company to become 
more profitable, which, he said, will create 
value for shareholders. 

— Ron Hall 

Get with the program 
You're guaranteed to find more than 
one extension service Web site out in 
cyberspace, but the University of 
Massachusetts has a particularly good 
one. As soon as you log on at 
www.umassturf.org, information on 
management updates, workshops, 

publications, 
references, 
education, 
diagnostics 
and pest 
identification 
is a simple 

click away. Make sure to check out 
the management updates from 
UMass Extension Turf Specialists that 
offer the latest regional information 
on disease outbreaks, insect popula-
tion status, cultural strategies for 
managing turf. 

Using Syngenta? You get points for that. 
Earn points every time you purchase a Syngenta product, including Daconil®, 
Barricade®, Heritage®, and more. Then trade points in for valuable rewards your 
business can use. Like a palm PC. A laptop. Or all sorts of equipment. Join 
GreenPartners™ today. Because it's easy to score big with Syngenta. 

www.greenpartnersonline.com 

02002 Syngenta Syngenta Professional Products, Greensboro NC 27419. Barricade*, Daconil*, Green Partners'", Heritage*, and the Syngenta logo 
are trademarks of a Syngenta Group Company 
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PLCAA president explores lawn care in Asia 

Women join PLCAA board for first 
time in history 
The membership of PLCAA recently broke new ground by 
electing its first female director, Gina Neher, of Lawn Pride, 
Indianapolis, IN. The board will have an additional woman 
member with the presence of Jennifer Remsberg, Residen-
tial Market Manager, Bayer Corp., in her role as an ap-
pointed associate director. (If you need more info about 
Gina, her number is 317/882-3200.) 

PLCAA president Mike Ker-
naghan recently visited two 
major Asian franchise shows as 
part of a Canadian trade mis-
sion. His goal was to explore 
the development of lawn care 
in these emerging markets. 
Kernaghan, COO of Weed 
Man International, Toronto, 
Ontario, participated in the 12-
day trip to Manila and Singa-
pore with several other Cana-
dian franchise firms in retail, 
restaurant and services. 

The group attended Asia to 
Asia, a franchise exposition 
held this year in Manila, which 
attracted nearly 250,000 regis-
trants, as well as Global Fran-
chising 2001, another large 
show in Singapore which drew 
franchisors from 60 countries. 

Both shows were eye-open-
ers, said Kemaghan, who de-
scribed the Philippine market 
for service franchises as "ex-
ploding." "There's an emerging 

middle class there," he said. He 
described visiting golf course 
communities with large lots 
that "looked like those you'd 
find in Rochester." Those peo-
ple are looking for similar ser-
vices as their North American 
counterparts, he noted. 

Kemaghan also reported 
that several large family-run 
businesses called Tai-pans ap-
peared to be prime candidates 
to develop new franchise con-
cepts in the Asian markets. 
"Some of them are master fran-
chisors for several restaurant, 
retail and service franchises al-
ready," he noted. 

During his visit to Singa-
pore, Kemaghan had the op-
portunity to meet with other 
international lawn care fran-
chisors from Australia and 
Wales, as well as a group of 
local Green Industry firms. "I 
was hooked up with the largest 
landscape firm in Singapore 

and others," he said. "We 
talked for about three hours. 
Some of them belong to our 
organizations." He noted the 

new professional organization 
for Singapore. 

For more information about 
this visit, contact PLCAA at 

group has just established a www.plcaa.org. 

Liners, pumps, pond kits 
& these patented products. 

Puri Falls® Waterfall Filter 
and PondSweep® Skimmer 

Los Angeles, CA (877)772-7937 
Chicago, IL (888)742-5772 

Pittsburgh, PA (888)772-3278 
www.pondsupplies.com 
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Managers buy Post Landscape Group 
ATLANTA — Managers of Post Landscape Group — Bill Lin-
cicome, Jim McCutcheon and Ken Rogers — bought that 
business from Post Properties, Inc. (NYSE: PPS) this past No-
vember. The company's 240 employees are now a part of 
the newly named HighGrove Partners, L.L.C. with offices 
here and in Charlotte, NC. 

"Our new company will have the benefit of Post's un-
matched landscaping heritage along with an unwavering com-
mitment to innovative design and dedicated customer ser-
vice," said Lincicome, president of HighGrove Partners. 

Post's separate internal landscaping division that performs 
design, installation and maintenance services for its communi-
ties was unaffected by this sale. 

http://www.plcaa.org
http://www.pondsupplies.com


Woods Equipment Company gets 
debt restructuring agreement 
ROCKFORD, IL — Woods Equipment Company will stride 
into the new year with a fresh start thanks to an agreement 
with its debt holders to exchange all outstanding debt and ac-
crued interest for common stock. 

"This will improve the financial condition of our business 
and set us up for continued growth," says Mark A. Miller, 
Woods' Vice President and Chief Financial Officer. 

Upon completion of the restructuring, the company will 
have eliminated $176.7 million of long-term debt and related 
interest. Last year, before restructuring began, Woods had re-
duced its workforce by 18%, downsized facilities in 
Schofield, WI and Gardner, MA, and closed its Charlotte, 
NC facility. 

— Jason Stahl 

Save Big. 
Hire a Professional Irrigation Consultant 
I n d e p e n d e n t i r r igat ion c o n s u l t a n t s can he lp y o u save wa te r , 
e n e r g y and m o n e y by app ly ing the i r k n o w l e d g e and e x p e r i e n c e 
t o t h e e f f i c ien t a n d e f fec t i ve d e s i g n of i r r igat ion s y s t e m s . 
F ind o u t h o w m u c h by c o n t a c t i n g a m e m b e r of t h e 
A m e r i c a n Soc ie t y of I r r igat ion Consu l t an t s . 

industry almanac 
Chipco Academy offers 
training on Chipco line 
MONTVALE, NJ — The 
Chipco Professional Products 
group of Aventis E.S. has 
launched the Chipco Acad-
emy, a free on-line product 
training program for turfgrass 
professionals offering end-user 
training on Chipco fungicide, 
herbicide, insecticide and 
PGR usage. 

Each Chipco Academy 
training program consists of 
information on target pests, 
product chemistries, benefits 

and application procedures. 
After reviewing the informa-
tion presented at www.aven-
tischipco.com, participants 
will be quizzed on-line. Upon 
successful completion of the 
quiz, professionals receive a 
certificate recognizing their 
training, along with a gift 
from Chipco Professional 
Products. 

R e a d ^ n * .landscapemanagement.net 
M o r e ^ 

American Society of 
Irrigation Consultants 
221 NORTH LASALLE ST 
CHICAGO, IL 60601 
312.372.7090 
FAX: 312.372.6160 
WWW.ASIC .ORG 

http://WWW.ASIC.ORG




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 Syngenta's latest imitator product. 

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. 





Free video shows science in action. 
See PROformance technology at work in a free, 
five-minute video. Scientists Dr. Tracey Reynolds 
and Dr. Jimmy Liu demonstrate the autoradiography 
and cryo-SEM techniques used to compare Roundup PRO 
with an imitator on two identical weeds. 

Call I-8OO-ROUNDUP and ask for your 
free Roundup PRO video today 

Always read and follow label directions. Test conducted with MON 77360, EPA Reg #524-475 with comparison to Syngenta product 
carrying EPA Reg. #10182-449. I .Test methodology In scanning-electron microscopy. Monsanto scientists identified penetrated formulations 
of both Roundup PRO and Touchdown Pro 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, 2001. Roundup', Roundup PRO* and PROformance™ are trademarks of Monsanto Technology LLC 
(12748 jet 10/01 J ©2001 Monsanto Company RUPRO-12748 



BY JUD GRIGGS / GUEST COLUMNIST 

Sometimes it's difficult to Swallow your pride and 
admit you need help from an outside source. 

Don't be blind to the help available to you. 

Friends, your best resource 

When I run into roadblocks in 
dealing with some of the chal-
lenges facing all of us in today's 
competitive landscape indus-
try, I can either a) lose sleep 
over the problem and still be 
no closer to solving it than 

when I started, or b) seek advice from friends I've 
made in the industry over the years through my in-
volvement in the Associated Landscape Contractors of 
America (ALCA). 

It still amazes me how these friends will call me 
back even at the busiest times of the year. The advice I 
get is the best in that it comes from business owners 
who have faced the same problems and found innova-
tive ways to solve them. 

Outside eyes 
Last spring, I was struggling with how to restructure 
our landscape maintenance team. I kept coming to the 
conclusion that we weren't making the progress I 
wanted. 

I realized I needed outside eyes to look at our situa-
tion, so I called Mike Rorie of Groundmasters, Inc., 
Cincinnati, OH. Mike is not only a great friend but 
someone I respect. He's grown his landscape mainte-
nance business over the years through hard work and 
smart business decisions. 

When I first talked to Mike he had some immedi-
ate questions and a few suggestions on how to solve 
my problems. I sent him our financial statements and 
job cost reports so that he could better understand our 
situation. 

A few days later Mike called. Instead of offering a 
few simple suggestions, he astounded me by saying, 

"I'm coming down to visit you. When are you avail-
able?" He boarded a plane and spent two of the most 
productive, beneficial days with us we've ever had. 

Mike spent the first day meeting the staff, looking 
at our properties, asking questions and doing lots of 
observing. The next day we started formulating ideas 
and plans to reshape our landscape maintenance divi-
sion. Some of his recommendations to us were: 

• Reduce your labor cost We were spending too 
long on some jobs. Also, we had too many people on 
some of our other accounts. 

• Eliminate the poorly performing accounts. In 
some cases, it was costing us money to maintain a 
property! 

• Develop a contract book to organize our ac-
counts. Through this we assigned an A, B or C to rate 
our accounts and set up a process to be better pre-
pared at renewal time. 

• Set up tracking devices. These would enable us to 
hold our account managers and foremen accountable 
for the financial performance of our jobs. 

By looking at our situation through unbiased, astute 
eyes, Mike Rorie was able to see some things I over-
looked. 

I encourage you to take the time to do the same 
thing. Sometimes it's difficult to swallow your pride 
and admit you need help from an outside source. 
Don't be blind to the help available to you. Build your 
own network of outside experts who can help your 
business. Attending ALCA or other professional asso-
ciation meetings is one of the best ways to start. 

— The author is vice president of operations at 
Smallwood Design Group/Smallwood Landscape, Inc. 

in Naples, EL. He is also a member of our Editorial 
Advisory Board. 



Here's how you can turn your employees 
into business partners intent upon cutting costs 
and building revenues 

B Y R O N H A L L / E D I T O R - I N - C H I E F 

Dan Foley plays the 
"game of business.' 

Businessman Dan 
Foley and other play-
ers on his team hud-
dle at 7 a.m. every 
Tuesday morning. 
There are usually 

about 10 people in the huddle. 
They're forecasting the financials 
for the month. 

Together they scrutinize their 
landscape operation's key num-

bers. This is how they 
determine winning and 
losing. Then, with each 
person responsible for a 
particular line item, 
they develop action 
plans to get these num-
bers where they want 
them to be. 

This is just one facet 
of the game being 
played at D. Foley Land-

scape, Inc., Walpole, MA. Foley 
says that "the game"— better 
known as open-book management 
— is greatly benefiting his organi-
zation. His experiences with the 
system have convinced him that it 
can offer substantial profit- and 

team-building bene-
fits for other land-
scape/lawn opera-
tions, too. 

Educating em-
ployees about key fi-
nancial aspects of the 
business and then 
empowering (and re-
warding) them to put 
this knowledge to 
work is a powerful tool 
for improving a com-
pany's operating effi-
ciencies and/or cutting 
costs, says Foley. 

"One thing I think 
is confusing about the 
open-book manage-
ment concept is its 
name," he adds. 

No kidding! Foley 
himself amends the defini-
tion by sometimes referring to 
the system as "the game." (He 
follows many of the suggestions 
offered by Jack Stack, a popular 
expert on the subject who collab-
orated with author Bo Burling-
ham to write the book, "The 



Great Game of Business.") Other 
times he refers to the process as 
"sharing the success." 

However you describe it, don't 
fear it, he says. "In this process you 
teach employees to think and act 
like business owners," explains 
Foley, who started his company 
after graduating with a business de-
gree from Babson Col-

lege in 1989. 

"It's not about digging out your 
check book and passing it around to 
your employees. It's not even neces-
sarily about sharing financial state-
ments with your employees. And 
it's not about paying financial 
bonuses to your employees, al-
though that may a part of it." 

And, most of all, insists Foley, 
open-book management is not a 
fad. "It's been around awhile and it 
works." Indeed, the system's key 
points — sharing appropriate 
company financial information 
and offering incentives to spur 
production or efficiencies among 
employees — aren't new. But it 
wasn't until people like author 
and consultant John Case 
("Open Book Management: 
The Coming Business Revolu-
tion") put the elements into 
comprehensive business sys-
tems that it excited owners 
of U.S. businesses, particu-
larly small- and medium-
sized businesses. 

Foley's company, 
which focuses on com-
mercial landscape main-
tenance, has been play-
ing a variation of that 
game since 1998. He 
says he's sorry now 

that he didn't get his 
team onto the field and start 

playing sooner. 
He says that open-book man-

agement has benefited his opera-
tion by: 

ta improving and stabilizing 
profits, 

• infusing his company with a 
spirit of teamwork, 

DiBennedetto 

You have to know 
your numbers 
Nick DiBennedetto used to think that if he worked 
hard and served his clients well, profits would take 
care of themselves. He now realizes that's not 

enough. Not in today's market-
place. 

"My partner and I were both 
trying to push to the next level 
and we were discouraged about 
our employees not really seeing 
why we wanted to push and 
being involved in the decision 
making," says DiBennedetto, 
whose company specializes in res-

idential landscape construction and maintenance. 
DiBennedetto, at the urging of consultant Jim 

Paluch, began taking a harder look at the fiscal side 
of the company, including switching to open-book 
management about two years ago. 

The step signaled a big commitment for 
DiBennedetto, co-owner of N.D. Landscaping, Inc., 
Topsf ield, MA, who readily admits he's more com-
fortable with production than accounting. 

"I realized that if I didn't have the discipline to 
know my own numbers, how was I going to share 
them," he says. The journey to a more financially 
stable and profitable company starts with having 
a solid budgeting process, he insists. 

When DiBennedetto began to study his com-
pany's financials and, particularly, when he got key 
foremen involved in tracking certain critical num-
bers from week to week, the company started to 
perform much better. 

"We meet once a week on our numbers, a half 
hour meeting, and we go through a one-page ex-
ercise where we look at direct costs," says 
DiBennedetto. "It helps us tighten up a little bit of 
every area of the company." 

—RH 



D. Foley Landscape managers track their 

efforts with Tuesday morning meetings. 

I getting more people within his 
company involved in the budgeting 
process, 

I giving team members more responsi-
bility for making day-to-day decisions 
that he formerly made, and 

I improving employee recruiting and 
retention. 

John Barringer has also been bringing 
open-book management into his company, 
Barringer Landscape Services, Charlotte, 
NC, for several years. He describes the 
process as "evolving" only as fast as his 
company of about 25 employ-
ees is able to generate more and 
better data to track and posi-
tively influence employees' deci-
sion making and performance. 

"We do it more and more as 
we can generate good numbers," 
he explains. "If you don't do ac-
counting on a weekly or 
monthly basis, and a lot of peo-
ple just leave that up to their ac-
countants, you don't know what 
you're doing month in and month out." 

In fact, he and some of his managers 
met a couple of days before this past 
Christmas to determine whether to work 
the Saturday following the holiday. 'We 

John Barringer says 

you need good data. 

were trying to close 
out the year with a 
little flourish," says 
Barringer. 

The first step in 
implementing an 
open-book business 
style is also the most 
basic, he says: "You 
reveal to your em-
ployees that the 
number one reason 

we're in business is to make money. Every-
body must understand that. Then we all 
have to speak the same language 
and make sure that everybody is 
on board." 

Wayne Richards, vice presi-
dent and COO of Cagwin & 
Dorward, Novato, CA, says that 
as his company grew he realized 
that to become more profitable it 
would have to find a way to give 
employees, particularly man-
agers, more responsibility. The 
company has over 300 employ-
ees contributing to five profit centers — 
landscape maintenance, landscape con-

struction, irrigation, tree care 
and environmental restoration. 
But Richards didn't want to as-
sign more financial responsibil-
ity to his managers without first 
educating them to the signifi-
cance of some of the company's 
critical numbers, specifically 
those numbers that the man-
agers directly affect. 

'We were fearful of turning 
loose financial information to 

our employees because we didn't know 
what the result would be," he admits. 

Even so, impressed with an open-book 
management presentation at an ALCA 
Masters seminar, Richards' team began de-

Richards: informed 

employees perform 

veloping its own home-grown system. In 
1997, Cagwin & Dorward presented the 
concept to its employees. 

"We brought about 40 or 50 of our 
managers and did on-site training," recalls 
Richards. "We had to do some upfront 
development so that they understood the 
information." 

The results have been very encouraging, 
he insists. In addition to allowing employ-
ees to share in financial gains arising from 
increased efficiencies and cost-cutting, it's 
allowed management to delegate much 
day-to-day decision making. 

"All the fears we had never 
came fruition," says Richards. 
'We got a lot of people in our 
company involved in helping 
us to become more successful. 

"By sharing financial infor-
mation the people making de-
cisions have a much better un-
derstanding that little 
mistakes here and there can 
have a huge impact on the 
bottom line. We know that a 

lot of costs are being controlled by people 
in the field." 

The types of financial information that 
companies provide employees varies from 
company to company, but to work it must 
be information these employees can di-
rectly affect. 

Foley and his managers, for instance, 
track gross profit dollars, which, in the 
case of D. Foley Landscape, Inc., has been 
a reliable indicator of net profits. In other 
companies, particularly start ups and those 
that are rapidly growing, this may not be 
the case, cautions Foley. 

Adds Richards, "our financials are 
shared with everyone in our organization, 
but in different forms." For instance, peo-
ple in the field get information that they 
have the greatest impact on, like direct 



labor, materials, equipment, even uni-
forms. Department managers and key ac-
count managers get more detailed financial 
statements. With 13 different locations, 
the company uses e-mail to communicate 
and relies upon management at each 
branch to pass along pertinent information. 

But what's in it for the employees who 
are asked to take on added responsibility? 

Generally, employees earn financial 
bonuses for meeting or exceeding well-de-
fined production or cost-saving goals. 
Most companies post these goals (Foley 
calls them "scoreboards") so that employ-
ees can track their progress day-by-day, 
week-by-week. 

"We let everybody participate in the 

benefits of having profit in our organization, 
so everybody does have a stake in the out-
come," adds Foley. "Because people under-
stand that, they're more willing to make de-
cisions for the benefit of the company." lm 

Circle 111 



ooking for that one true economic 
weathervane? Keep watching the 
economic indicators but remember 
to focus on your own market. 
Many landscape professionals are 
so uncertain about the direction of 
the economy that they've devised 

two, or even three, different operating budgets with 
scenarios for growth, no growth or negative growth 
(see sidebar). Those who have survived past reces-
sions stress the importance of good business basics, 
especially now. 

"As far as preparing the business for the future, it 
is really no different than any other time," says Chuck 
Mclntire, President, TurfPride, Inc., Kennesaw, GA. 
"A savvy owner or manager is in tune with fluctuations 
in his market or business and manages accordingly." 

Most contractors and lawn care operators are op-
timistic about 2002 business, but they're also real-
istic about the shifting economy and the need to 
adapt quickly. 

Frank Mariani, President of Mariani Landscape, 
Lake Bluff, IL, sums it up: "If the economy is garbage 
and my 'guesstimate' for business is wrong, I want to 
shift. I don't want to shift in two months. I want to 
shift in two weeks." 

This nimble philosophy 
is critical to survival, but also 
challenging for marketing 
and sales. The key, say ex-
perienced contractors, is 
your customer relationships. 

"Any Green Industry 
manager who wants to keep 
the operat ion profitable 
needs to do everything to 
hold on to the customer he 
or she has," notes Ed 
McGuire, President of The 
Lawn Co., S. Dennis, MA. "It's also important to focus 
on obtaining new customers, because usually if you're 
not growing, you're sliding back." 

Frank Mariani tracks his 
business week by week. 



Customer relationships as we know them may shift 
if business slowdowns and layoffs continue. Some in-
siders expect significant low-balling in the near future, 
and wonder if their customer relationships can outlast 
those price pressures. Even if when a turnaround be-
gins, it will take some months to recover and for peo-
ple to return to work. The surprises of 2001 have had 
strong psychological effects on both residential and 
commercial clients. 

It should not be surprising if some long-time cus-
tomers take work in-house, contact other contractors 
or ask for more value for the money. Be prepared to 
answer their objections with a plan of your own to be-
come more valuable and critical to their needs. 

Familiarity breeds respect 
Business experts have long recommended the practice 
of "grading" customers from "A" (good business, quick 
pay, minor problems) to "F (poor business, slow/no 
pay, constant hassles). Smart entrepreneurs concen-
trate their efforts and service mix on the best cus-
tomers. Several Green Industry professionals already 
do this and are focused on replacing their "bottom 
feeders" with higher quality customers. In the process, 
they're also adjusting services to concentrate on deliv-
ering their "cash cows." 

"We are redefining the services we provide and 
the clients we serve so that we can maintain consis-
tency and efficiencies," says Jeff Aronson, President, 
As You Like It & Potomac Valley Landscaping, Po-
tomac, MD. "We are defining who we are and what 
we do. The most important thing is to solidify rela-
tionships with existing customers. When times get 
busy, we take these relationships for granted. Great 
customer contact and support allow good companies 
to maintain sales." 

"In (landscape) maintenance, we're renewing old 
acquaintances and making sure all channels are open 
in case work becomes available," explains Rick Ran-
dall, President of RBI Companies, Littleton, CO. 
"We're contacting clients and getting long-term con-
tracts signed. We're emphasizing talking to clients." 

How much communication is enough? Thomas 
Hall, President of Halls Horticulture Design Inc., Char-
lotte, NC, believes in a comprehensive approach: "We 
are communicating with newsletters, e-mails, quality 

Rick Randall looks for 

long-term relationships. 

control visits, thank you let-
ters, holiday gifts and more. 
And yes, we plan to deliver 
consistent quality and con-
tinue to strive to improve. 
We feel this will reinforce 
our value." 

"A lot of our clients are 
uneasy (about the econ-
omy)," notes J. Landon 
Reeve, President of Chapel 
Valley Landscape Co., 
Woodbine, MD. "Our opportunity is, how do we 
take advantage of this? This is still a very strong mar-
ket. We have more opportunities than we could pos-
sibly handle." 

Jim Campanella, owner, The Lawn Dawg, Nashua, 
NH, also sees opportunities for sales. "Sales won't 
come as easy as in recent years but they will still come. 
We must continue to market aggressively and be more 
persistent and diligent in pursing new business, and in 
saving potential cancels." 

'While we have consistently done a very good job 
continued on page 30 







continued from page 27 

keeping customers over the years, we are ap-
proaching 2002 with the idea that we need to 
do a better job at customer retention than we 
are now doing," says McGuire. "We're not try-
ing anything new. We just want to make sure 
we are living up to our customers' expectations." 

Be their best partner 
Adding value is easier said than done, but 
what matters is how your customers perceive 
your value. As commercial and residential 
customers revise budgets in the wake of a 
changing economy, it pays to become proac-
tive and address the issue. 

"I want my customers to please talk to me 

first before they change," says Jesus Medrano, 
owner, CoCal Landscape, Denver. "I want 
to know what's on their mind. For our cus-
tomers, it takes 20 years to develop a beau-
tiful landscape, so it's a serious investment 
for them." 

"Team up with your customer," suggests 
Tony Bass, owner, Bass Custom Landscapes, 
Bonaire, GA. "It may be time to change the 
marketing message to, 'We're flexible to save 
you money.'" 

"You have to be proactive in this case," 
adds Ron Kujawa, President, KEI, Cudahy, 
WI. 'Tell your customer, 'Let's talk first, then 
make adjustments.'" 

Often, long-time contracts are ripe for re-
visiting, he notes. 
"We got back to 
several long-time 
accounts and said, 
'Let's re-check the 
specs.' With newer 
and very efficient 
equipment, we 
may need to adapt 
the specs and 
maybe even charge 
less." 

Experienced 
pros say it's good to review these accounts 
regularly. Most agree, however, that cus-
tomers wanting reduced prices for regular 
maintenance services should get reduced ser-
vices. "A company that cuts prices and keeps 
the service levels high can tank," Kujawa says. 

As for low-ballers stealing customers away, 
many landscape professionals are not very con-
cerned. Bob Andrews, President of The 
Greens-keeper, Carmel, IN, believes customers 
are more educated than in the past. "Smarter 
customers now understand the difference be-
tween good, bad and indifferent service." 

Marketing mix 
Challenging times require inventive re-
sponses, such as Swingle Tree & Landscape 
Services' recession pyramid. 'We established 

Tony Bass "teams" with 
his landscape clients. 

Andrews says clients 
know good from bad. 

the pyramid to 
look at our ser-
vices by type and 
determine which 
ones we believe 
are going to be the 
first to go and the 
last to go," says 
Tom Tolkacz, 
President. 'We are 
adjusting our mar-
keting approaches 
based on this now." 

Like many others in the industry, Greg 
Bechtold, vice president of Longhorn Main-
tenance Inc., McKinney, TX, is focusing 
more on marketing for 2002. "We're step-
ping up advertising and direct mail and get-
ting more aggressive with getting commer-
cial maintenance 
accounts. We're 
doing more hob-
nobbing with peo-
ple, attending 
Chamber of Com-
merce meetings, 
developing rela-
tionships, etc. Our 
focus is to go after 
clients who can af-
ford our services." 

Savvy contrac-
tors also realize the benefit of quick response 
to customer inquiries. This new sense of ur-
gency is obvious at Down to Earth Land-
scape, Wilmington, DE. According to Pres-
ident Larry Iorii, "If we have a new telephone 
lead, it is handled immediately. We figure if 
they're calling us, they're also calling two or 
three others and we want the chance to get 
the job. We try to do it immediately if we 
can, to squeeze it in." 

Iorii also uses every advantage he can to ce-
ment new business and enhance existing cus-
tomer relationships. 'We're using our creden-
tials to the max, including any accolades, 
awards — anything complimentary we have. 

Tom Tolkacz reviews his 
company's services. 

Opportunities 
for lunch 
They say recessions are times "when 
the big dogs eat." Don't let all that 
negative economy talk get in the way 
of opportunity. Landscape Manage-
ment polled several experienced pro-
fessionals for their take on new areas 
for growth, and here's just some ideas 
they suggested: 

• Subcontract concrete and 
excavation work for general 
contractors 

• Pressure washing 
• Security lighting systems & 

pruning services 
• Residential phase-by-phase 

renovations 
• Water management services 
• Organic landscapes 
• Government/school construction/ 

maintenance projects 
• Large flag pole installation 
• Buy a competitor 
• New opportunities & staff 

generated as competitors go out 
of business 



We put them all 
on the table to 
clinch the work." 

The same sense 
of urgency is ap-
parent at Rainy 
Days Irrigation Inc., 
Gamer, NC. David 
Williams, owner, 
explains: "We're 
going to follow up 
every lead, good or 

bad, no matter what. We're going to try to 
make something happen with good customers 
or bad. In the past, we just took orders. Now, 
we're actually going to start selling." 

Make your move 

Because the economy shows little sign of 
pointing one way or another, most success-
ful professionals we contacted, there's still 
reason for optimism about 2002 business. 

"Have a plan of how 

you're going to deal 

with the market 

as you see it." 

— J. Landon Reeve 

"I just hope small business people do not 
give away any chance at a decent bottom line 
because of exaggerated and mostly psycho-
logical fears that I really believe are unfounded 
at this point," adds Bill Hoopes, Director of 
Training and Development at Scotts Lawn 
Co., Maiysville, OH. "I remember the reces-
sion of the 1980s, when everyone preached 
doom and gloom, and we continued to grow! 

"In tough times, people like to spend their 
hard-earned dollars on important things, and 
home has traditionally been high on the list 
of items for which Americans will spend." 

Reeve also sees opportunities as well as 

reasons to focus. "I think you have to look at 
the next two years seriously and evaluate 
how strong or weak you feel about the mar-
ket, and adjust. Things can change quickly. 

Six months down the road, it could be dif-
ferent. Just make sure you have a plan of how 
you're going to deal with the market as you 
see it. And be a little cautious." l m 

The Basic Training for Ground Operations 
in Tree Care 5-part video set offered by 
the National Arborist Association (NAA) 

was produced to help the company owner or 
supervisor meet the challenge of training 
employees in the safe performance of quality 
tree care work. 

The vital information contained in the video set 
was designed to provide training for newer 
employees but also contains information that 
will benefit even the experienced tree care 
worker. The 5 videos cover: 

• Worker Orientation 
• Vehicle Safety 
• Job Planning & Preparation 
• Working Safely & Efficiently 
• Brush Chipper Operation & 

Maintenance 

Call for a FREE promotional video & catalog of 
many other tree care & safety products. 
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Larry Iorii says to jump 
on new opportunities. 



Property at a glance 

Location: Atlanta, GA 

Staff: Post Landscape Operations 

Category: Condo, Apartment Complex 
or Planned Community 

Total budget: $275,000 

Year site built: 1997 

Acres of turf: 1 

Acres of woody ornamentals: 10.25 

Acres of display beds: 27,000 sq. ft. 

Total paved area: 33 acres 

Total man-hours/week: 160 

Maintenance challenges 

• Maintaining vines and window 
boxes with arbor truck 

• Managing water garden 

• Monitoring Watersmart irrigation 
system 

Project checklist 

Completed in last two years: 

• Wildf lower plot project on gas 
easement 

• Liriope installation at Town Square 

• Post additions at River Room 
Restaurant 

Post Riverside 
2001 PGIVIS Grand Award Winner for Condo, 

Apartment Complex or Planned Community 

Post Riverside is an 80-acre, 
mixed use, "live, work, walk 
and play" planned commu-
nity that contains 527 
apartment units. That's a 
lot of picky residents, and 
the employees of Post 
Landscape Operations, At-
lanta, GA, know they have 
to he extra meticulous with 
the grounds or they'll hear 
about it. 

One of the most difficult 
features to maintain is the entirely or-
ganic Urban Vegetable Garden, which is 
designed to resemble Claude Monet's 
Garden at Giverney. The Post Land-
scape team coordinates three plantings a 
year, and prov ides materials, support and 
advice to apartment dwellers. 

Speaking of organic, Post Landscape 
claims total dedication to 100% organic 
fertilization of all of the property's trees, 
shrubs, annuals and perennials. 

A quarter-mile parkway winds its 

Post Landscape technicians maintain more than 
10 acres of woody ornamentals and 27,000 sq. 
ft. of display beds at Post Riverside with its 
527 apartment units. 

way through the heart of the commu-
nity and features 27,000 sq. ft. of color 
beds (annuals, perennials and roses) 
and 160 pots that demand a rigorous 
maintenance and irrigation program. 
Keeping this parkway sharp helps 
maintain the community's 98% 
occupancy rating. 

On the job 

• 4 full-time staff, 1 seasonal employ-
ees, 4 licensed pesticide applicators 





Buy right in 
Industry experts say good equipment 
buying policies and practices will keep 
you profitable 

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

Before buying a nice piece of equipment like this Ransomes Turfcat 600 rotary, do your math. 

2002 
What effect should 

the current slow 
economy have on 
your equipment ac-
quisition plans for 
2002? Not much, 
provided you al-

ready have good equipment acquisition poli-
cies and practices in place. 

That was the consensus of the experts we 
talked to as the year 2001 — the year of an 
economic slowdown and the infamous Sept. 
11 attacks by terrorists on U.S. soil — drew 
to a close. 

"Let's assume that our readers have de-
veloped purchasing habits that are well 
grounded," says Ken Hutcheson, Vice Pres-
ident and General Manager of U.S. Lawns 
Inc., the Orlando-based nationwide division 
of Environmental Industries, Inc. "If they do, 
then today's economy requires no significant 
changes in their purchasing habits." 

To Hutcheson, a person who has well 
grounded purchasing habits is a person who 
knows that: 

• Equipment is just equipment. "It's not 
emotional. There are too many equipment 
junkies in our industry. In fact, I visited a con-
tractor the other day who, although in other 
ways is an excellent manager, surprised me 
when he opened his garage door: he had 
twice as much mowing equipment, some of 
it new or nearly new, as he needed to do his 
annual dollar volume." 

• A piece of equipment is just a machine — 
a machine that produces revenue. 

I The revenue a machine will produce in 
ratio to the capital required for it is crucial. "For 

continued on page 36 



A glimpse into the future of landscaping. 
Introducing the revolutionary Stihl 4-MIX™ 
engine technology, soon to be featured in the 

FS 110 Trimmer. It's the first 4-stroke trimmer engine 
that self-lubricates with premixed fuel. Our patented, 

low-emission engine burns cleaner than conventional 
2-stroke trimmer engines, while remaining lighter and 

more powerful than a conventional 4-stroke. The future 
is here. Are you ready for a Stihl? 

Available in California, Spring 2002 

Visit us at the GCSAA Show, Booth #705. 



As a general rule, a mower like this new Walker unit should pay for itself within three years. 

Pre-buying tips from the pros 

continued from page 34 

example, if a machine will produce 75,000 
sq. ft. of turf in an hour, and will cost me 
$7,400, how does that compare to a machine 
that will produce 45,000 sq. ft. in an hour 
while costing me $3,000? It's a no-brainer." 
Not every decision is that easy; many will re-
quire the contractor to sit down with a cal-
culator." 

The Opportunity Cost of Labor can't be 
ignored. "Over the last five or six years, all of 
us in this industry struggled with labor be-
cause it was in short supply. The people we 
considered to be 'our labor pool' were in 
many cases out working in the construction 
industry. So, if that new machine will pro-
duce 75,000 sq. ft. an hour, and I need to 
have one operator sitting on it, that's a key 
issue — and one you cannot put a calcula-
tor to. It's a case of sitting back as a manager 
and thinking, 'I have five well-trained, ca-
pable employees, but I cannot readily find a 
sixth.' That consideration will affect your 
equipment purchasing decision. If your 
labor situation is still tight — and for many 
people it is — you might do better to pur-
chase a more expensive machine if it will let 
you use labor more productively, no matter 
what the capital outlay is. That's an indi-
vidual judgment call." 

Consultant Rod Bai-
ley of Bellevue, Wash-
ington agrees that "you 
need to base your 
equipment buying de-
cisions on sound con-
siderations such as your 
budget assumptions for 
the coming year or two, 

more than just on prevailing economic con-
ditions." 

"And that should not be too hard to do," 
Bailey says. "At this time of year, most con-
tractors, particularly those in the commer-
cial arena, will have their contracts in hand 
for the year 2002. And I think it's sound pur-

continued on page 38 

Brian Burley, Sheffield Financial: 
• Don't purchase on anticipated 
income. " W e see a lot of people do 
that, and it gets them in trouble." 
• Don't tie up revolving lines of credit 
on large capital purchases. "When 
times are recessionary, and people are 
losing contracts, they need to have 
those lines of credit available to them, 
possibly to help float them through a 
bad time or for maintenance. And 
they really should not tie up those 
short-term financing options on long-
term purchases." 
• Do consider total cost of purchase. 
"As with consumer car purchases, '0% 
financing' can backfire. Those incen-
tives are usually teasers and very 
restrictive. The objective is to get you 
in the dealer's door. Look carefully at 
deferred interest programs that 
charge interest from the sale date. 
This can often add hundreds of dollars 
to the cost. Anytime there is a zero 
interest deal, there's a catch some-
where. So you've got to consider the 

total cost of the purchase." 
As a landscape contractor, one of 

your ten commandments for business 
is to first establish a "working rela-
tionship" with a local dealer. They are 
the backbone of a successful business. 
A good dealer can make or break you 
— and, in an economic slowdown, 
they are even more important. 

Ken Hutcheson, U.S. Lawns: 
"Project your revenue. That's the key. 
Before you buy equipment, you need 
to have the appropriate revenue in 
hand. If you do that, things will be no 
different for you this year than for last 
year as far as equipment purchases are 
concerned." 

Rod Bailey, consultant: 
"Do your cash flow and profit plan-
ning. This is especially true in a bad 
economy. With good planning and 
budget management you should 
know what's going to happen to you 
before it hits you as a surprise." 

Rod Bailey: budget 
before you buy 



Here's a deal good enough to sit up and beg for. 

A genuine Great Dane Scamper HG now at an unbelievable price. And best yet, 
you can put it on the card, taking advantage of the John Deere Credit revolving 
credit plan. No ordinary walk-behind, this dual-drive hydro is one of the easiest 

to use. Thanks to single-lever tracking. And a wide wheel stance for greater 
stability on hills. See your dealer today for a great deal on a Great Dane. At this 

price you really can afford to run with the big dogs. 

'Offer good through March 31, 2002. Subject to approved credit for qualified buyers on John Deere Credit Revolving Plan for commercial use. 
Reduced payments for first 12 months based on 1% of amount financed. After first 12 months, payments will be based on 3% of the amount 

financed. Taxes, freight and setup may increase monthly payments. Available at participating Great Dane dealers. See dealer for details. 

Scamper HG -15 hp * 36 in. cut 



continued from page 36 

chasing practice to base your buying deci-
sions on contracts in hand, and not on con-
tracts possibly in hand." 

"Some things do not change in a reces-
sion," Bailey continues. "For example, as a 
general rule you should still expect any in-
vestment in equipment to pay for itself 
within three years." 

Buy vs. lease 
The age-old question of "buy vs. lease" is not 
as much of an issue as it used to be — at least 
according to Hutcheson. 

'Today, the two options are so similar that 
the only distinguishing factor in my eyes is 
the possibility that a lease may offer you 
chances to save money on service and main-
tenance for the machines," Hutcheson says. 
"If you have a lease program that allows you 
to return the equipment at the end of the 
warranty/lease period, then you may be fool-
ish not to lease. The plan U.S. Lawns uses 
makes it possible for us to minimize down-
time without getting into the repair business. 
We do this with the support not only of the 
finance companies but also of the manufac-
turers. When the equipment comes in, say 
a new mowing machine, we do not do any 
of the repairs beyond basic maintenance. 
When necessary, we send the units to the 
dealer to get repaired. Ideally, if the warranty 
period is two years, and the lease is over, at 
that time the machine goes back to the man-
ufacturer and we bring in a new machine. 
That way we never get into repair mode." 

Brian Burley, vice president of Sheffield 
Financial Corp., a Clemmons, NC-based fi-
nancial services company serving the Green 
Industry, amplifies the point. "It's six of one, 
half a dozen of the other. In most cases, con-
tractors are going to buy, and sometimes their 
accountants will want them to lease for tax 
reasons because the contractor can treat the 
monthly payment as an expense as opposed 
to depreciating it. I recommend that the con-

tractor carefully do the 
math before trying this 
option because it's tricky 
in the sense that what 
matters is your total cost 
for the equipment in the 
end. You have to know 
that dollar amount in 
order to make this kind of 
decision. Basically, I'm 
talking about adding up 
what the payments are, 
what you put down, until 
you get to the total cost 
of the machine over the 
life of the loan or lease." 

Consultant Bailey also 
points out that a lease 
might be a good option 
for a contractor who 
needs to conserve work-
ing capital, or who has 
reached his borrowing 
limit. Also, leasing is 
sometimes just plain cheaper. "I used to man-
age a fairly well-known landscaping company 
called Evergreen in Washington State, and 
we did a lease vs. buy analysis on every truck 
we considered buying. We found that, on av-
erage, it cost us five dollars per month less to 
lease than it did to buy." Part of that is due 
to the possibility that a leasing company may 
have access to capital at lower financing rates 
then contractors can get, or may get better 
original prices on the equipment. 

Not everybody cutting back 
The current economic slowdown does not 
mean that mowing contractors are automat-
ically trimming their equipment buying plans 
for the coming year. For one thing, not every-
body's business is hurting. "In fact, some of 
the contractors I know are increasing their 
business substantially," says Bailey. 

Decisions to buy "more or bigger" may be 
driven by two other factors: 

Match the size of the equipment to the task for better efficiency. 

• Dealer/manufacturer incentives 
• Individual contractor needs 
The current crop of incentives (and a slow 

economy usually produces buyers' incentives, 
just as in the consumer automobile market) 
doesn't seem focused on price but rather on 
terms. "As far as we can tell," says Bill Kent, 
manager of Western Equipment in Kent, 
WA, "the slowdown has not yet reached the 
stage where it drags prices down. The in-
centives being offered today are mostly 
around payback terms — offering contrac-
tors a chance to buy a piece of equipment 
with no money down and no payments for 
perhaps six months." 

Burley has seen the same thing. "Back in 
August and September of this year, there 
were manufacturer and finance company 
promotions out there which generally offered 
a 'buy now, no payments until spring' op-
tion," he says. 
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A good time to sharpen up 

In the "silver lining" department, a recession 

may be a good opportunity to take the time 

to sharpen your business skills, and not just 

in equipment purchasing. "Pay attention to 

your budget planning and cash flow plan-

ning," Rod Bailey advises. "Maybe do some, 

'What if?' scenarios. In particular, make sure 

you're going to be able to meet your cash 

flow needs in a down economy. The more 

advanced knowledge you can give yourself 

in a slow economy, the better off you're 

going to be." 

— The author lives and works in Mendham, 
NJ, and is a frequent contributor to LM. 

Time to buy bigger/better? 

As U.S. Lawns' Hutcheson indicated ear-

lier, a contractor may wish to buy a "bigger" 

(in the sense of more productive) piece of 

mowing equipment if it offers a chance to 

address oppressing local problems like labor. 

"If I can add 30% productivity just by in-

creasing the size of the equipment I own, 

then I 'm probably foolish not to do it," 

Hutcheson says, "especially if a particular 

piece of equipment means that I can add 

customers without having to add labor, re-

gardless of the economic climate." 

Going back to the theme that you should 

base your purchasing on your actual business 

needs, Sheffield's Burley counsels: "Upgrade 

purchases make sense for somebody who's 

been running all walk-behinds, and who looks 

forward to a couple of new or expanded con-

tracts that would benefit from the efficien-

cies of a larger ride-on zero-tum mower or 

some other piece of equipment that would 

allow them to take on more work without 

adding additional labor." 

Bailey has one question you should ask 

before buying bigger: "Will you be using the 

larger piece of equipment 60% or more of 

the time than it is available? If the answer is 

yes, you may well wish to take advantage of 

that larger piece of equipment." 

First to Finish ... Built to Last. 
Real control with ComfortRide™ is standard - with no gimmicks that sacrifice 
quality of cut - providing a ride so smooth that putting in a day's work is 
not much work at all. Real liquid-cooled engines - the kind that include 
three cylinders and solid cast-iron construction - provide maximum power 
to mowing decks and implements. DuraMax™ decks let you mulch, bag or side 
discharge using the same deck. Grasshopper gives you a quality cut every time. 

Get the real facts on why Grasshopper is "First to Finish ... Built to Last." 
Send for literature, ask your Grasshopper dealer 

or visit our Web site for details. 
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body else do their lawn mainte-
nance," says Dan Kilgas, Prod-
uct Category Manager for 
Ariens/Gravely. "A lot of them 
are living on postage stamp-
sized pieces of land, so they 
don't necessarily need a huge 
unit to do massive amounts of 
mowing. So I think the smaller 
units are going to become more 
prevalent in future years." 

Hal White, Vice President 
of Marketing for Ferris Indus-
tries, believes it will be the big-
ger zero-turns with 72-in. 
decks and diesel engines that 
will grow in popularity. 

"I think you'll see the larger 
zero-turn market take more 
and more of the mid-z market. 
The smaller zero-turns with 
larger decks will then start fill-
ing that niche," White says. 

Mike Houge of Husqvama 
agrees. "I think the 61s will be 
a big seller. The question will 
be whether you want a 26-hp 
fuel injected motor or a 23-hp 
one for a price point." 

With larger mowers in 

mind, Walker Manufacturing 
has come out with a mower 
that features a new engine, 74-
in. deck and larger gas tank. 
Husqvama introduced a 
mower with a 72-in. deck last 
year. Ferris added a 61-in deck 
to its 1000Z. "It's pretty unique 
in the industry to have that 
wide of a deck on that small of 
a machine," White says. 

Walk this way 
Bigger mowers may be hot, but 
they're also more expensive. 
And with the economy in re-
cession, many are hedging their 
bets by paying attention to the 
walk-behind market. Those 
who aren't in it are studying it, 
and those who are in it are im-
proving their current lines. 

Ariens/Gravely completely 
redesigned its walk-behinds. 
"Part of any great strategy says 
that you want to go where the 
competition isn't," says Barry 
Adamski, Product Manager for 
Ariens/Gravely. "We already 
have a very good zero-turn, but 

our walk-behind line was 10 
years old, so it was pretty anti-
quated compared to our com-
petitors." 

"Our walk-behind line has 
been energized with the ECS," 
says Dan Dom of Exmark, re-
ferring to the addition of Ex-
mark's popular Enhanced Con-
trol System (ECS) to all of its 
walk-behinds, including the 
Turf Tracer hydros and Metro. 

continued on page 42 





continued from page 40 
"A lot of people stuck to the 
original design, and maybe it 
lost appeal or interest. Dealers 
have put more focus on walk-
behinds because riders can only 
go to so many areas and slopes." 

Some companies have re-
sisted jumping into the walk-
behind market for various rea-
sons. Warren Evans of Dixie 
Chopper, for instance, believes 
that the zero-turns flat-out out-
produce the walk-behinds. 

"Anybody's belly-mounted 
zero-turn can outmow three to 
four walk-behinds," Evans says. 
"They have a purpose for hill-
side use, but we've been able 
to go anywhere on hillsides 
that walk-behinds can go." 
Evans did admit, though, that 
stand-ons have taken a good 

piece of the market because 
they fill a niche for customers 
transitioning from a walk-be-
hind to a rider. 

Collection system wars 

Two companies in particular 
have invested in new hi-tech 
collection systems for their 
ride-ons, and both are saying 
their system is the best. And 
it's obvious that a lot of 
thought has been put into 
these improvements with the 
idea that they will become hot-
ticket items. 

Through an affiliate com-
pany named Giant Vac, which, 
according to Hal White, started 
out working in the jet turbine 
industry and evolved that tech-
nology to the outdoor power 
equipment industry, Ferris In-

John Deere's new Quik-Trak stand 
behinds and riders. 
dustries has developed a turbo 
collection system for its IS 
3000Z and 1000Z mid-mount, 
zero-turn mowers. White says 
it's different than conventional 
systems in that it moves 27% 
more air and doesn't plug. 

Walk-behinds: Alive or dead? 
• "Everyone right now is zero-turn crazy. It 
has all the flavor of a fad, though. Everyone 
predicted the demise of the mid-sized walk-
behinds, but if demand for them is going 
down, it's going down very slowly." 
Barry Adamski, Product Manager, Ariens-Gravely 

• "I think there will always be a need for 
walk-behinds, mostly because of cost. They 
make cheaper ones with lightweight decks, 
which last three years and you're done. Starter 
guys will look for cheaper ones." 
Jim Velke, Director of Product Development, 
Wright Manufacturing 

• "We're currently looking at the walk-behind 
market to see if there's a need and a large 
enough market for it." 
Randy Harris, Marketing Manager, The Toro 
Company 

• "The walk-behind market isn't responding 
at the rate the zero-turn market is. The prob-
lem is that you can't be in business without a 
comparable walk-behind." 
Mike Houge, Husqvama 

• "We've stayed away from walk-behinds be-
cause anybody's belly-mounted zero-turn can 
out-mow three to four of them. They have a 
purpose on hillsides, but we've been able to 
go anywhere that they can go." 
Warren Evans, Dixie Chopper 

• "When you see different effects on the 
economy, I see walk-behinds becoming a 
more viable product line. Even dealers have 
put more focus on them because riders can 
only go so many places." 
Dan Dorn, Exmark 

l-on mower fills the gap between walk-

"Most turbos are enclosed 
and sealed and clippings come 
in and tend to get caught up in 
the turbo," White says. "Our 
system has air vents on the in-
side of the panel so a vacuum is 
not created and an impeller 
kicks the clippings right out of 
a discharge chute. The clip-
pings are then pulverized, 
which allows for more com-
paction so you can bag more." 
The Toro Company's new Z-
master Dump Vac for its zero-
turn mowers was created, 
Randy Harris says, to address 
the market demand for OEMs 
to provide a bagging collection 
system for zero-turns and sup-
port it with their own parts and 
service network. 

"Our system is a true vac-
uum design and the industry's 
first, and it will separate us 
from the competition," he says. 
"The perception is that a vac-
uum system would be better to 
pull material instead of push it. 
Ours reduces plugging." 

continued on page 46 







MAKE IT BETTER. 

Basamid® Image® Drive® Pendulum® 

When choosing a professional partner, you should 

demand a commitment to success equal to your own— 

the kind of commitment you get from BASF. While other 

companies were bailing out on the turf industry to chase 

profits in pharmaceuticals, BASF was actually divesting 

its pharmaceutical holdings to free up resources to serve 

you better. That means billions in R&D to add innovative 

new products to our already top-performing portfolio. 

It means unsurpassed customer service and a long-term 

commitment to the future of the turf industry. Most of all, it 

means working side by side with you to make it better. 

We don't make the turf. 
We make it better. 
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Value at a good price 

Woods Equipment Co. says its M2050 mid-
mount zero-turn mower offers all of the 
commercial grade features at an entry level 
price. A hydrostatic drive train, hydraulic 
cutting height adjustment, and 11 -gal. fuel 
capacity are some of its features. 
For more information contact Woods at 
815/732-2141 or visit 
www.woodsonline.com I circle #288 

Zoom through jobs 
John Deere's 717 and 727 mini-frame Z-
Trak zero-turn mowers feature smaller 
frames for easier trailer access, air-cooled 
Kawasaki gas engines and seven-gauge 
steel decks. The 717 has a 19-hp engine 
with 48-in. deck, and the 727 has a 23-hp 
engine with 54-in. deck. Also, Deere has a 
new line of 600 Series Quik-Trak stand-
on mowers in 48-, 54- and 60-in. deck 
and 19 and 23 hp engine options. 
For more information contact John Deere at 
800/537-8233 or www.johndeere.com I 
circle #289 

Out front 
Kubota's F60 Series front mount mowers 
include 22-, 25- and 30-hp four-wheel drive 
models that automatically transfer power to 
all four wheels when necessary. Available 
are 60- or 72-in. decks with side or rear dis-
charge. 

For more information contact Kubota at 888/458-
2682 or www.kubota.cof I circle #290 

Take a chomp out of grass 
Textron's Bob-Cat ZT 200 Series zero-turn 
mowers are known for their fully floating, 
suspended ContourCut system for quality 
cutting and minimal scalping. The Z-219 
features a 19-hp Kawasaki v-twin OHV gas 
engine and 48- or 52.5-in. DuraDeck. The 
Z-223 has a 23-hp engine and a 52.5- or 
61-in. deck. 
For more information contact Textron at 
888/922-8873 or www.textronturf.com I 
circle #291 

No shock 
Ferris Industries' new compact IS 1000Z mid-
mount zero-turn mower features pivoting 
upper shock mounts that keep all four wheels 
on the ground for a smoother ride, increased 
mowing speed and better quality of cut. 
For more information contact Ferris at 800/933-
6175 or www.ferrisindustries.com I circle 
#292 

In the game 

Cub Cadet carries a full-line of walk-
behinds and ride-ons, including the 5521 
walk-behind with 21-in. deck and 3-speed 
Tuff Torq transmission, and the M60 tank 

mid-mount zero-turn with 23-hp Kawasaki 
V-twin OHV engine and 60-in. Command 
Cut System deck. 
For more information visit www.cubcomn 
cial com/circle #293 

Bigger and better 
Husqvama has added the ZTH7226 to its 
zero-turn mower lineup, which has a 72-in. 
deck and 26-hp Kohler electronic fuel 
injected engine. To its walk-behind line, the 
company has added an Easy Touch System 
for easier operation. 
For more information contact Husqvama at 
800/487-5962 or www.husqvarna.com I 
circle #294 

All steel 
Encore's Z-34 zero-turn mower is a 34-in. 
mid-mount rider with steel-welded uni-
body construction and a 10-gauge steel 
deck with seven gage steel plate supporting 
it. The machine also has a lifetime sealed 
hydrostatic drive and greaseless blade spin-
dles. 
For more information contact Encore at 
402/228-4255 or 

All in one 
Wright Manufacturing says its Sentar zero-
turn mower has the power of a sitdown 
and the agility of a standup. A Quad Lever 
control system allows for precise work in 

tight areas, and the company claims 
its Rapid Hite deck height adjust-
ment is the quickest in the industry. 
The fold-up seat allows for quick 
dismount. 

For more information contact Wright at 
301/330-0086 or www.wrightmfg.com I 
circle #296 

Mow like crazy 
New Holland's commercial front mowers 
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Moves you 4 ,224 yards in 8 minutes 

On the move? Cut to the chase with 

a John Deere Worksite Gator® 

Utility Vehicle. An 18-hp, liquid-

cooled, diesel engine provides you 

with the quickest way to get from 

point A to point B. 

And to make sure it carries its 

own workload, there's a 1,400-lb. 

payload capacity* and an additional 

1,400-lb. towing capacity. Not to 

mention, it holds up to 2 people. 

Add to that a heavy-duty front 

suspension and wet-disk brakes, and 

it can hold its own on the toughest 

off-road courses. Plus, its compact 

design and excellent maneuverability 

make sure this unit goes where other 

vehicles won't. 

Don't make a move without one. 

See your John Deere dealer today 

(or call 1-800-537-8233 for the 

dealer nearest you). 

'Approximate cubic yards based on using an 84-inch Construction bucket on average worksite and day. 

*Payload capacity includes 200-lb. operator and 200-lb. passenger. 
JOHN DEERE 

www.skidsteer.com E x p e c t a d i f f e r e n c e 
Circle No. 120 
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continued from page 46 
feature diesel engines, two-range hydrosta-
tic transmissions and optional dual-mode 
and automatic four-wheel drive. 
For more information contact New Holland at 
717/355-1240 or vww.newhojland.com I 
circle #297 

One bad mower 
The Bad Boy zero-turn takes a bite out of 
grass thanks to a 27-hp Kawasaki water-
cooled engine, 1/4-in. solid steel construc-
tion, heavy duty hydro drive and 60- and 
72-in. deck. 
For more information contact Bad Boy at 
866/622-3269/circle #301 

Master mowing 
The Toro Company has mowers for every 
job, including its Z Master ZRT Riders. Z280 
Series features Super Flow System decks, Z 
Stand kit, and choice of Kohler or Kawasaki 
engines. 
For more information contact Toro at 800/595-
6841 or vyyyw.torp.com J circle #305 

Hop on that grass 
Grasshopper carries front- and mid-mount 
zero-turns. Its mid-mount diesel 400 Series 
mowers feature 61-in. full floating Level-
Eze decks and Hydra-Smooth control levers. 
For more information contact Grasshopper at 
620/345-8621 /circle #302 

The price is right 
Front-mounts, mid-mounts and walk-
behinds can all be found under the Howard 
Price Turf Equipment label. The company's 
mid-sized walk-behinds feature decks from 
36 to 52 in. and five-gear or dual hydro 
transmission. 
For more information contact Howard Price at 
636/532-7000 or 
www.howardpriceturf.com I circle #303 

Mow to the max 

On the mark 
Exmark now has its Enhanced Control 
System on all of its walk-behinds. Two new 
models of Lazer Z zero-turn riders have 
been added as well: a 20-hp Kohler with 
52-in. deck, and a 25-hp Kawasaki with 60-
in. deck. 
For more information contact Exmark at 
402/223-6300 or .vyvw.exmark.com I circle 
#306 

Steer clear 
The Hustler hydro walk-behind's H-bar 
steering works like a motorcycle's, with a 
forward twist to go forward and a twist 
back to go in reverse. Choose from 37-, 48-
or 54-in. deck and 15- or 17-hp Kawasaki 
air-cooled gas engine. 
For more information contact Excel/Hustler at 
800/395-4757 or www.excelhustler.com I 
circle #307 

Go like a pro 
Gravely's Promaster 260Z zero-

turn has Gravely 
maintenance-free 
XL spindles, tung-
sten carbide coat-

ed blade and 

hydraulic 
deck height 

adjustment as just 
some of its highlights. Also, get up to a 72-
in. deck and 25-hp Kawasaki engine. 
For more information contact Gravely at 
920/756-2141 or visit vww.gravely.com I 
circle #298 

Power walking 
The "ultimate" zero-turn walk-behind from 
Scag boasts 36-, 48-, 52 and 61-in. floating 
deck size options, de-clutch cold start fea-
ture, and 15-, 17- or 21 -hp Kohler or 
Kawasaki engine. 
For more information contact Scag at 920/387-
0100 or www.scag.com I circle #299 

Zippin' along 
Zipper offers front cutting zero-turn riding 
mowers with gas and diesel engine sizes 
from 20 to 31 hp and deck sizes from 54 to 
74 in. 
For more information contact Zipper at 
888/876-6937 or www.zippermowers.com I 

circle #300 

Yazoo/Kees' new MAX2 large frame, mid-
mount zero-turn mowers feature Kohler 
23-27 hp or Kawasaki 23-25 hp options, 
52-, 61- and 72-in. decks, height adjust-
ment lever and dual 5.6-gal. fuel tanks. 
For more information contact Yazoo/Kees at 
877/368-8873 or www.yazookees.com I 

circle #304 

On the mark 
Dixie Chopper now features Honda 24-hp 
and Kawasaki 25-, 26-hp electronic fuel 
injected engines in its line of zero-turn rid-
ers. A flip-up floor pan makes maintenance 
a snap, and a bigger 10-gal. fuel tank 
reduces fuel stops. 
For more information contact Dixie Chopper at 
765/246-7737 or .vww.dixiechopper.com I 
circle #308 

Mower of steel 
Dixon Industries' Model 7523 zero-turn rider 
has an all-steel construction, 23-in. tires, and 
full-floating deck with 52- or 60-in. deck. 
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For more information contact Dixon at 877/288-
6673 or www.dixon-ztr.com I circle #309 

Quite compact 
Walker Mfg. Co. claims its zero-turn mower 
is one of the most compact ones available 
on the market. Seven tractor models with 
11-26 hp are offered with gas or diesel 
engines. Seven mower deck sizes range 
from 36-74 in. and tilt up 90 degrees for 
easy access. 
For more information contact Walker at 
970/221-5614 or visit 
www.walkermowers.com I circle #310 

Two-in-one 
Rich Mfg.'s Convertible is not only a zero-
turn but a hydro walk-behind. It comes 
available with a 17-hp Kawasaki or 17-, 
20-, 22- or 25-hp Kohler engine, and 48-, 
52- or 61-in. deck. Lots of attachments fit 
on it too. 
For more information contact Rich at 765/436-
2744 or visit www.convertiblemower.com I 
circle #311 

All decked out 
LESCO's Viper mid-mount zero-turns have 
three new deck widths of 48, 54 and 60 in. 
Decks are fitted with four adjustable anti-
scalping rollers on the front and back. 
For more information contact LESCO at 
800/321-5325 or visit www.lesco.com I 
circle #312 

Hoggin' all the turf 
The mid-mount zero-turn mower from Bush 
Hog offers a choice of three engines and 
two cutting widths (54 or 60 in.). Fuel tank 
holds 12 gallons, and cutting height is 
adjustable from 1-1/2 to 5 in. in 1/4-in. 
increments. 
For more information contact Bush Hog at 
800/321-5325 or visit www,bushh.Qg.com I 
circle #313 

Surf that turf 
Great Dane's Super Surfer stand-on mow-
ers, with cutting decks from 36 to 61 in., 
ensure a smooth ride with a spring loaded 

platform set forward of the drive wheels. 
For more information contact Great Dane at 
877/246-8770 or visit www.greatdanemow-
ers.com I circle #314 
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Maybe it's good other preemergence herbicides stain. 
Actually, choosing Dimension* specialty herbicide is a whole lot better for your bottom line. It is, 
after all, the only option that won't leave filthy, yellow stains on people, pets and equipment. And while 
Dimension never stains, it always delivers long-lasting prevention of crabgrass, goosegrass, Poa annua and 



It helps applicators retrace their steps during callbacks. 
several broadleaf weeds, including spurge and oxalis - all with an application window so wide, it even includes early 
posteniergent crabgrass control. Only Dimension has the new technology to do all ^ Dow AgroSciences 
that. Which means there's really no reason to filthy-yellow-mess with anything else. 



athletic turf 
PROGRESSIVE ATHLETIC FIELD MANAGEMENT 

A former Major L e a g u e g r o u n d s pro's tips for the perfect infield 

B Y P A U L Z W A S K A 

Editor's note: This article is the first in a 
series of three that will discuss the basics of 
infield care. 

Every sport played on an 
outdoor field has its own 
set of unique 
groundskeeping chal-
lenges. In football, it's at-
tempting to maintain turf 
and good footing 

throughout the season between the hash 
marks. In soccer, the challenge occurs with 
maintaining turf in the goalmouths. Base-
ball is somewhat unique in that it has both 
turf and exposed soil surfaces, or skinned 
areas, on the playing field. 

The skinned areas are where baseball 
grounds professionals earn their reputation, 
be it good or bad, from ballplayers. You 
can have the most lush and beautifully 
striped turf on your ballfield, but if the in-
field skin doesn't meet player expectations, 
your reputation as a groundskeeper can go 
right down the tubes. The most important 
decisions about a baseball or softball field 
concern the skin, its makeup, and its man-
agement. This article will address the skin, 
including its profile and traits. 

Profile of an infield skin 
Generally, a good infield skin profile con-
sists of two layers. The top surface should 
be a 1/4- to 1/2-in. thick layer of a top-
dressing material that typically stays loose 

Keys to a great infield: traction, payability, re-

siliency, drainage, appearance and consistency. 

on the soil surface. Topdressing creates a 
cover for the underlying soil, similar to 
how mulch protects the soil in gardens and 
around landscape plantings. Topdressing 
helps to shade the soil from the sun and 
wind and slows the evaporative loss of 
moisture, which is critical to the proper 
performance of the infield skin. 

The topdressing layer also helps to cre-
ate a buffer zone between the players' 
cleats and the soil below. When wet or 
rainy conditions occur, the moist soil is 
much less likely to stick to the player's 

continued on page 54 

The 'dirt' on infield skins 



In fact you can get up to a full season of kicks 

when you use the fine-tuned, controlled-

release mechanisms in Nitroform®, 

Organiform® and Nutralene®. Products that 

give plants the nitrogen needed, when it's 

needed, season-long. 

Precise control of nitrogen 

promotes the balance 

necessary between roots 

and top growth to help turfgrass withstand 

many types of stress. 

Used in a well-planned fertility program, 

Nitroform, Organiform and Nutralene provide 

for rapid turf regeneration. And their 

release characteristics 

allow minimal leaching of 

nitrogen into ground-

water or surface water. 

Effective, Safe and Environmentally Sound 
Nu-Gro Technologies, Inc., 2680 Horizon Drive SE, Suite F5, Grand Rapids, MI 49546 

Telephone: 1-888-370-1874 www.nugrotech.com 
Nitroform, Organiform and Nutralene are registered trademarks of Nu-Gro America Corporation 
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ATHLETIC TURF 

continued from page 52 

cleats. This buffering effect will also typi-
cally allow you to re-enter a field more 
quickly after rain to prepare it for play 
again. It provides a relatively dry top layer 
that equipment can be driven on even 
though the soil beneath it may be moist. 

Different types of topdressing materials 
can be blended together in various propor-
tions depending on the rate at which you 
want your topdressing layer to dry out. 
Topdressings that don't absorb much mois-
ture, such as vitrified clay products, will dry 
out more quickly at the surface and allow 
you to re-enter the field sooner. Other top-
dressings like calcined clays, which hold or 
absorb moisture, can somewhat slow re-

entry at times but also help retain moisture 
longer during drier periods in the year. 

The lower portion of the infield skin 
profile is a 3- to 6-in. deep layer of a soil 
that is often times imported onto the site. It 
should be clean of any debris such as 
stones, pebbles, trash and twigs, and should 
be able to pack fairly easily. This is what 
will be referred to as the "base soil mix." 
This material provides a stable foundation 
upon which the game can be properly and 
safely played. These soils may be amended 
to optimize their performance. 

Goals for an infield skin 
In order to create and maintain a quality 
infield, you need to understand what traits 

are important to those who use the field 
and why. There are essentially five goals 
that should be met when building and 
maintaining an infield skin. They are valid 
regardless of age group or skill level be-
cause each goal affects the overall safety 
and playability of any field. 

Traction refers to the stability of the soil 
as it pertains to footing. It's largely a func-
tion of the base soil mix used on the infield 
skin, although topdressing and management 
practices can also play a role. The soil cho-
sen needs to contain enough binding quali-
ties to provide the firm base needed for 
good player footing. Very litde soil should 
be disturbed when a player makes a sudden 
move such as breaking for second base on a 



steal or planting their foot to make a hard 
throw. A player's cleat should leave a fairly 
clean imprint in the skin without easily dis-
placing a significant amount of material. If 
the infield skin soil is too high in sand con-
tent (generally greater than 70 to 75%), 
poor traction often occurs due to the lack of 
binding capability. Likewise, a heavy top-
dressing layer or over-aggressive manage-
ment can also create traction issues. Poor 
traction is potentially dangerous and can re-
sult in muscle pulls, joint injuries and other 
related medical problems. 

Payability is how the ball plays through 
the infield skin. It's a function of the base 
soil mix, the thickness of the topdressing 
and the management practices used to 

maintain the skin. For example, if the base 
soil mix is too soft due to a high sand con-
tent (>70-75%), a hit ground ball may not 
take the expected hop when it strikes the 
skin. The loose material will absorb the en-
ergy of the ball and it may skid underneath 
a player's glove. The same may be true if 
the topdressing layer is too thick (>l/2-in.), 

or if you have spiked/nail dragged the skin 
too deep and dramatically loosened the top 
material. Conversely, if the infield skin ei-
ther is too hard due to a high clay content or 
lack of moisture, if it lacks sufficient top-
dressing, or if it has not been adequately 
spiked/nail dragged, the opposite may 

continued on page 56 



BUILD YOUR KNOWLEDGE BASE 

Beacon Ballfields is conducting 
national field maintenance seminars. 
The sessions feature Paul Zwaska, 
General Manager of Beacon and 
former head groundskeeper for 
the Baltimore Orioles. 

Topics covered will vary according 
to location and time of year but 
may include: 

• Infield Soils & Topdressings 
• Design of Netting, Padding, 

& Windscreen 
• Turf Management 
• Maintenance Planning & Budgeting 
• Field Maintenance Demonstrations 

Call Beacon Ballfields at 800-747-5985 
or visit www.ballfields.com for 
upcoming dates and locations. 

Circle 127 
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occur. This creates the "superball effect" — a ball that becomes 
charged by the bounce and takes an erratic or higher than predicted 
bounce. The ball may bounce over the glove or head of the in-
fielder, or worse, may strike them somewhere in the face or body. 

Resiliency is the ability of the infield skin to provide a surface that 
can absorb and lessen the impact of a player's body with the ground. 
Like playability, it's also a function of the base soil mix, topdressing 
thickness and management practices. Ideally, an infield skin should be 
resilient without compromising traction or playability. A firm base soil 
mix combined with the proper topdressing layer can provide a 
tremendously resilient surface for a player. The topdressing acts as ball 
bearings between the player's body and the firm base soil. This helps 
the player to glide or "roll" along on the ground smoothly when sliding 
(this is why Major League ballplayers can slide such long distances). 

Proper moisture management of the base soil mix further en-
hances this resiliency. Loose base soil mixes and overly thick topdress-
ings create excess drag on a player's body. This not only reduces their 
sliding distance, but also negatively affects traction and playability. 
Maintaining a firm base soil with the proper moisture content and 
topdressing thickness, along with regular nail dragging to "fluff' the 
topdressing layer, will help provide enough cushion to absorb the 
shock of a sliding, diving or falling ballplayer without adversely affect-
ing traction and playability on the skin. 

Drainage is what we, as grounds professionals, always consider the 
number one goal, but in baseball and softball traction, playability and 
resiliency are more important to the game. Drainage is a function of 
the base soil mix and the management practices used to maintain the 
field. Contrary to what many people believe, water should be drained 
from an infield skin via surface drainage — not by relying on infiltra-
tion and percolation through the skin. In order to achieve traction, 
playability and resiliency, the skin must pack firmly thereby greatly 
reducing the percolation rate of that soil. In fact, an infield skin 
should generally percolate less than 0.05-in. of water per hour. Thus, 
the installation of subsurface drains beneath an infield skin is, in most 
cases, a large waste of money. Very little water, if any at all, will ever 
make it to the drain in a reasonable amount of time. 

In order to have proper surface drainage, there must first be ade-
quate surface grades established during the initial construction of the 
field. An infield should be graded to have a minimum of 0.5% slope 
with the maximum allowable slope of 1%. This should generate an 
adequate grade to move water effectively across the surface of the in-
field. After construction, grounds professionals must be conscientious 
enough to maintain the infield so as not to drastically affect or dam-
age the grade. This is accomplished by keeping lips well maintained 
and re-leveling the infield skin periodically to remove high and low 

http://www.ballfields.com


spots that may develop with play and regu-
lar maintenance. 

Appearance of an infield is sometimes 
just as important as how well it plays. All 
field managers want that "curb appeal" that 
brings in spectators and fans to their facility. 
Appearance is mostly a function of the top-
dressing used on the infield skin. There are 
many different topdressing materials avail-
able, and the color options are much wider 
than they were just a few years ago. Blend-
ing various topdressings can also generate 
additional color combinations. Avoid top-
dressings that may cause reflection or glare 
due to their mineral content and/or light 
color. Red and reddish-brown are still the 
most popular topdressing colors. However, 
the darker colored grayish-black infields can 
actually enhance player performance by 
providing a better background for an in-
fielder to track a ball to their glove. 

Consistency is the most important goal of 
any groundskeeper. Along with everything 
else, players expect consistency across the en-
tire playing surface. Consistency is a function 
of the management practices of the playing 
field. An inconsistent infield skin can suffer 
from localized hard, soft, wet and/or dry 
spots. All of these factors can negatively af-
fect the quality of the play on that infield. It 
can also increase the probability of player in-
jury. If the field is inconsistent, a player may 
approach the game by playing less aggres-
sively for fear of bad hops, slipping on a loose 
surface or diving on too hard of a surface. 

The ball will play uniformly across the 
entire skinned area of a quality skin infield. 
A ballplayer can comfortably play at a high 
level of intensity with confidence that the 
field will not adversely affect their play. 

The next installment of "The Dirt on In-
field Skins" will cover the recommended soil 
make-up of the base soil mixes and a de-
tailed look at the four major types of infield 
topdressings. l m 

— The author is the former head 
groundskeeper of the Baltimore Orioles and is 

now with Beacon Ballfields, Madison, WI. 

Contact Paul at pzwaska@ballfields.com. 
or insit the Web at www.ballfields for a 

schedule of his 2002 winter seminars. 
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BY DON D A L E 

The City of Las Vegas is 
covered with stretch 
marks. It's growing so fast 
that it has trouble build-
ing enough roads, schools 
and other facilities, in-
cluding sports fields. One 

of its most pressing recreational needs is 
more soccer pitches. 

Lee Pringle, city recreation director, says 
there are more than 400 youth and adult 
soccer teams in the city. Until a few years 
ago, most of the practices and games took 
place on the outfields of baseball or softball 
fields. This couldn't last, not with soccer 
being played practically year round in the 
desert city. 

The recreation department is meeting 
some of these needs by building turfgrass 
pitches on unique parcels of property 
within the city, including basins designed 
as floodwater retention areas. 

"We heard that Arizona was doing 
some interesting stuff with their basins," 
says John Black, parks maintenance man-
ager for the city. He visited Arizona and 
came back with ideas to more intensively 
use some of the city's flood control basins. 
In 1995, as an experiment, the city built a 
soccer field on the 13-acre Buckskin Basin. 
After the field was sodded with Tifway 
419 hybrid bermudagrass, it looked so 

good that the city contracted three other 
fields and literally covered the bottom of 
that basin with turfgrass. The three newer 
fields were sprigged. The four fields cost 
$2.5 million for design and construction. 

Where's the flood? 
The biggest question in the minds of the 
maintenance division was whether flood 
runoff would damage the turfgrass. It did-
n't have long to wait. Several major floods 
have since covered portions of Buckskin 
Basin, in one instance under about seven 
feet of water. A bigger threat to the turf-
grass was a lot less dramatic. 

"The flood water got out of there in a 
day or two," says Black. "That surprised us. 
The worst part was the daily nuisance 
runoff." This came from several sources, in-
cluding street runoff from car washing and 
other human activities. The basin collects 
runoff from a five square mile area, and a 
lot of water enters it more or less continu-
ously, resulting in a sandy wash running 
across areas of the turfgrass. 

To correct this annoying problem, 
workers excavated a three-foot drainage-
way around the turf. This works fine except 
after downpours when water still sheets 
across parts of the soccer fields. 

Apart from the water, the biggest 
problem resulting from the runoff has 

been weeds, which maintenance crews 
control with mowing and the judicious 
use of herbicides. 

Although Black says that he anticipated 
"a huge problem" with sediment because 
of the flooding, the fine sand deposited on 
the fields has proved beneficial to the fields. 
He believes it is helping to build up the 
thin soil in the basin. 

But floods create other problems like 
litter — candy wrappers and other dis-
carded bits and pieces of daily urban liv-
ing. "For items like styrofoam cups and 
wrappers, we use street sweepers," says 
Black. The fields are allowed to dry, then 
they're swept with a standard city street 
sweeper. Does the sweeper damage the 
turfgrass? No, says Black; it seems to invig-
orate it. 

"One year we had fish," he adds. He's 
not sure where the carp came from al-
though one possibility is a golf course pond 
upstream from the basin. 

Because of the success of the soccer 
fields in Buckskin Basin, the city decided to 
put in seven baseball/softball fields in 
nearby Gowan South Basin. The complex 
also includes a skateboard park and vehicle 
parking lots. 

Realizing that the 100-acre Gowan South 
site could, and probably will, experience 
flooding just like Buckskin, the fields were 
constructed higher above water level. A lot 
more water has to come down before these 
fields flood, and then a warning system alerts 
anybody on or near the fields. 

The basin fields look pretty worn out by 
spring as the soccer season winds down. 
The fields host practices, games and tour-



naments. They're also used for other 
sports, including lacrosse, not to mention 
pickup games that result in wear and tear 
from neighborhood kids. 

Leasing from the feds 
Another unique source of land for soccer 
within the city came from the U.S. Bu-
reau of Land Management, site of the 20-
acre Bettye Wilson Soccer Complex with 
its 10 lighted fields and 12 other small 
fields. "This land was originally designated 
for new BLM offices," says Black. When 
the agency changed its mind, the city 
stepped in and obtained the property for 
free under a long-term lease through pro-
visions of the Recreation and Public Pur-
poses Act. 

The city spent $7.4 million developing 
the soccer-exclusive facility, which is adja-
cent to Cimarron Memorial High School. 

The city lets the school soccer team prac-
tice and play there at no charge, and it 
built the school a softball field. In return, 
the school allows city soccer parents to use 
the school's huge parking lot. 

These fields contain 419 turf, overseeded 
with perennial ryegrass each autumn. Dur-
ing its first season in 2000, these fields hosted 
797 games between Dec. 11 and May 5. 
City crews spent this past summer repairing 
the fields and getting them ready for fall and 
winter play. 

Ron Baum, the maintenance crew 
leader for both Buckskin Basin and the Bet-
tye Wilson properties, says all of the fields 
get phenomenal use, making scheduling a 
huge challenge. Practice is not allowed on 
many of the fields because there are so 
many players on the fields at once. 

Goalmouths take a beating, and the 
sidelines, where parents and coaches 

stand, get worn out pretty quickly, too. 
To protect the Bettye Wilson facility, the 
city put up three- and six-foot fences. 

Still learning 
Baum aerifies the turf by pulling plugs on 
the fields at least twice annually on the 
fields, and slices (vents) the fields several 
times a year, too, usually during the winter. 

"It's a learning process for me," admits 
Baum, who had not worked on soccer 
pitches previously. He fertilizes the turfgrass 
every four weeks during the growing season, 
and keeps fresh ryegrass seed in the worn 
areas of the goalmouths and sidelines. Foot 
traffic works the seed into the soil. 

"In the goalmouths and the sidelines 
we'll apply more nitrogen than in other 
areas," says Baum. Still, certain parts of the 
fields are beat up by season's end, though 
annual overseeding helps. 

He mows soccer turf at 1 1/4 in. during 
the season but raises the cut to 1 1/2 in. 
each summer to help the turfgrass recover. 

Baum says that irrigation is the most 
important factor in his management pro-
gram. Without it, the fields would fail in a 
hurry. The Bettye Wilson fields are wa-
tered by a Rainbird Maxxi system with 
Watertronics controls. Precise scheduling is 
a must because of the amount of use the 
fields get in this desert climate. 

In spite of the advances the city has 
made in delivering new sports fields, it's al-
most always in catchup mode because of 
explosive population growth. 

John Black, city parks maintenance 
manager, says the city still has lots of Bu-
reau of Land Management and basin prop-
erty that it can convert to sports fields 
when the need becomes even more critical. 
LM 

— The author is a freelance writer 
who lives in Hollywood, CM, and 

reports on the Green Industry when he isn't 
writing television or movie scripts. 



Get a grip 
Here's the low-down on today's lighter, more versatile and 
easier-to-use landscape trimmers 

B Y C U R T H A R L E R / 
C O N T R I B U T I N G E D I T O R 

ngineers designing power 
hand tools are finally get-
ting a hand on the prob-
lems users have faced for 
years. That is, those de-
signers are coming out of 
their ivory towers and 

making it easier for workers who use the 
tools to keep their hands on trimmers, edgers 
and cutters for six to eight hours a day. 

Make it lighter and more versatile, and 
reduce vibration — these are the key de-
sign points landscape professionals want in 
their edgers and trimmers. 

Good vibrations 
Kent Hall, Product Manager for power 
tools at Stihl, Virginia Beach, VA, says vi-
bration reduction is a key to operator com-
fort. "The material used, handle design and 
the engine buffers all play a role," he says. 
Minimizing vibration in a gas-powered 
hand-held tool is important from the 
standpoint of operator safety as well as 
comfort, agrees Ken Speece, Product Man-
ager for Cub Cadet Commercial Products, 
Cleveland, OH. He says there are two 
ways to dampen vibration: first, by design-
ing the product to minimize or eliminate 
the sources of vibration, and second, by in-
corporating features to dampen any un-
avoidable vibrations. 

Vibration dampening is almost standard 
on most manufacturers' lines. Landscape 
pros will find that most well-designed com-

mercial products use both techniques. 
"Eliminating the sources is important, 

and we pay a lot of attention to this as it 
reduces the need to address it with 
dampers later," Speece says. Favorite engi-
neering techniques include using lighter 
moving components such as pistons and 
lightweight caged needle bearings to mini-
mize the inertia they produce. 

"Use of finely balanced crankshafts pro-
duces less vibration and allows the use of 
precision-balanced counterweights," 
Speece says. The result is greatly reduced 
vibration. Rubber isolators are often used 
to further protect the operator from any 
remaining vibration. 

Perhaps the most impressive change in 

Today's lightweight machines provide a lot of 
performance in a small working package. 

the past couple years is the variety of hand 
grips provided on the newest machines: 
swivel handles, ergonomically shaped han-
dles, easy-grip handles, adjustable handles. 

More units are coming with balanced 
front and rear grip handles. Lots of atten-
tion is paid to grip design, focusing on how 
the product is used and held. "The idea is 
to maintain a natural and balanced position 
when using the product," Speece says. 

Remember the old days when cars had 
the radio, lights and cruise controls on the 
dashboard or shifter column? Now they're 
all within thumb or finger reach even when 



both hands are on the steering wheel. The 
same is true for a whole range of power 
equipment as engineers design units with 
power controls next to the dominant hand 
position. Some tools have the controls on 
both handle positions. 

Being able to use hedge cutters in either 
direction is a time and arm-saver. More 
companies are coming out with bi-direc-
tional units. The trend is likely to continue. 

Hall says the first place to check is on 
the carton. He says to look for the ANSI 
sticker or other industry standards bodies. 
"But the best way to find out if the ma-
chine is right for you is to use it for a 
while," he says. 

Losing weight 

Ounce by ounce, gram by gram, the ma-
chines are losing weight. One exception is 
the Brown Manufacturing's edger, which 
weighs about 90 lbs. However, it's de-
signed for the brutal handling, dished out 
at rental operations or at large building 
complexes where edging never stops. 

Reducing weight minimizes operator 
fatigue and avoids injury. When an opera-
tor is tired, productivity drops. 

"The single largest area to reduce 
weight is the trimmer boom or tube," 
Speece states. Aluminum is usually the 
best material to use here. "We make efforts 
to minimize the amount of fasteners used 
while still ensuring the product is securely 
assembled. High-tensile plastic is used to 
produce parts with thinner walls without 
compromising strength," he adds. 

A slightly different approach is to con-
tinue to increase the power output of the 
engine while not increasing its weight. This 
boosts the power-to-weight ratio. 

Stihl's Hall says to focus on the power-
to-weight ratio. A well-designed tool will 
have a high ratio — doing more work for 
less weight. 

Ease of starting is a plus with landscape 
professionals, also. High-end transistor 
magneto ignitions produce a stronger and 

longer spark than traditional CDI magne-
tos, which helps with quicker and easier 
starting. "Compression release systems can 

Circle 129 



Pipe down 
be used, but some types result in lost 
power and commercial landscapers care a 
lot about their power," says Speece. 

Two-cycle engines remain the power 
source of choice, although some four-cycle 
units are nosing their way into the market. 
Given the CARB and noise standards, 
sales of four-cycle models will likely grow. 

Here's what's available today: 

BROWN MANUFACTURING 
800/633-8909 
www.brownmfgcorp.com 
E-104H Edgemaster built with all structural 
steel, 4-hp Honda, 8-in. pneumatic tires, 1 -in. 
hollow shaft, with 1/2-in. blade bolt. Single 
lever controls blade and depth. Edge up to 1 Cl-
in. curbs from the street. 
Circle #269 

CUB CADET COMMERCIAL 
877/835-7841 
www.cubcommercial.com 

Cub Cadet Commercial 30HC 

The 30HC from Cub Cadet Commercial, 
Cleveland, OH, has 25.6cc 2-cyde engine. 
Hedge clipper's wide single-sided blade open-
ing handles thick branches, sculpting. Self-
cleaning blades allow continuous operation. 
Circle #270 

JOHN DEERE 
800/537-8233 
www.deere.com 
The XT170B trimmer from John Deere, 

Noise control continues to be important. Reducing noise from trimmers and 
blowers benefits both operators and the neighborhood where they're working. 
"But it is not only about noise," Speece says. "It can be as simple as making sure 
that the foam pad on your backpack blower has deep grooves to allow air circu-
lation or that the fuel filler neck on the trimmer is positioned off to the side of 
the unit to allow easy and safe refueling." 

"There are a lot of improvements that can still be made to these products," 
Speece sats. "The industry is still in its infancy in this area. It will always be a bal-
ance between the cost of improvements and the value perceived by the user." 

Californians, check for the state approval on any product. Also check for 
CARB II and other pollution standards, Hall says. 

Norcross, GA, features only 25.4cc 2-cycle 
engine that meets CARB II standards without 
catalytic converter. Adjustable wheel for pre-
cise height. J-handle allows control of blade 
angle. 
Circle #273 

TURFCO 
800/679-8201 
www.turfco.com 
Edge-R-Rite from Turfco, Minneapolis, MN, 
uses oscillating blade to cut turf without throw-
ing debris. Right-angle blade edges golf 
bunkers, ball diamonds, flowerbeds. Other 
blades trim curbs, drives, drainage, edging. Built 
on solid steel frame with traction-assist drive. 
Circle #274 

SCAG POWER EQUIPENT 
920-387-0100 
www.scag.com 

Lightweight, compact Scag edger has 
10-in. milled-edge blade for deeper cut, 
longer life. Bar stock frame of 1.25 in. 

maximizes strength, cuts weight. No 
moveable parts near drive head, 

any springs, and no sliding 
booms or tilt quadrant 

to wear out 3.5 hp 
Briggs engine. 

Circle #275 

John Deere trimmer with bike-style grip 

Raleigh, NC, has easy-start, 2-cyde 1.7 hp 
Deere M-Series engine that runs cooler with 
less vibration, lower sound levels. Bike-style 
handlebars have shock-absorbing grips. 
Weighs 15.5 lbs. 
Circle #271 

HONDA 
800/426-7701 
www.hondapowerequipment.com 
The new HHE31CA stick edger from 
Honda, Alpharetta, GA, has quiet 1.5 
hp Honda mini 4-stroke engine that 
uses regular gas. Comes with 2-motion throt-
tle, quick adjust gauge wheel, debris shield. 
Weighs 16.8 lbs. 
Circle #272 

REDMAX CORP. 
800/291-8251 
www.redmax.com 
Clean air edger, the HEZ2500 from RedMax, Scag has 10-in. milled-edge blade 

http://www.brownmfgcorp.com
http://www.cubcommercial.com
http://www.deere.com
http://www.turfco.com
http://www.scag.com
http://www.hondapowerequipment.com
http://www.redmax.com


Echo SRM-3800 features U-handle, vibration reduction 

EFCO-TILTON 
800/447-1152 
www.tiltonequiment.com 
Efco 8725LAV trimmer is distributed by 
Tilton Equipment, Rye, NH. Features 
dropforged 3-piece crankshaft and inte-
grated anti-vibration dampener. 25.4cc 
engine develops 1.2 hp. Weighs 10 lbs. 
Circle #276 

ECHOf INC. 
847/540-8400 
www.echo-usa.com 
The SRM-3800 from Echo has 10-in. blade for 
brush cutting, 37.4cc engine with U-handle 
and vibration reduction system. Controls on 
handle, deluxe shoulder harness. 
Circle #277 

HUSQVARNA 
800/HUSKY-62 
www.husqvarna.com 
Four professional hedge trimmers offer blades 
of 24, 28.5, 30, and 40 in. powered by 1.5cc 

motor. Their E-Tech engine from Husqvama 
Forest & Garden, Charlotte, NC, is designed 
with anti-vibration for comfort. Weight 11.7 
lbs. for the 225H60, 12.8 lbs. on larger 
325HS99. 
Circle #278 

KAWASAKI USA 
616/954-3033 
Kawasaki USA, Grand Rapids, Ml, says its 
KHS1100A features 44-in. single-sided 
blade, TF-22 2-cycle 23cc Kawasaki on 24-
and 30-in. hedge trimmer models. Heat-
treated, hardened blades with high speed 
reciprocating movement. Chamfered tip 
gives superior bite. 
Circle #279 

http://www.tiltonequiment.com
http://www.echo-usa.com
http://www.husqvarna.com


L A N D S C A P E R S SUPPLY 
8 0 0 / 8 9 5 - 4 5 8 9 
www.l3ndsc9persgpply.com 
A Kawasaki 23.8cc engine powers the Model 
24.1 trimmer from Landscapes Supply, Spring 
Valley, NY. Has solid state ignition for easy 
start. Dual-pro head conserves on line. 
Circle #280 

SHINDAIWA 

5 0 3 / 6 9 2 - 3 0 7 0 
wvwv,?hindaiw9.CQm 
The new 230 series offers highest power-to-
weight ratio in its class, says Shindaiwa, Tu-
alatin, OR. T231 trimmer is less than 12 lbs., 
with 22.5cc 1.1 hp engine and 22.7 oz. fuel 
tank. One-piece transistor engine. Rotary-valve 

Shindaiwa's power-to-weight ratio impressive 

Walbro carb. CARB-II certified. 
Circle #281 

LITTLE WONDER 
8 7 7 / 5 9 6 - 6 3 3 7 
www.littlewonder.com 
Double-Edge Electric Hedge Trimmers from Lit-
tle Wonder, Southampton, PA. Double-edge 
blades cut in either direction. Motor has heli-
cal-cut gears for added torque and durability. 
Available with 19-, 24- or 30-in. blade. 
Circle #282 

S O L O 
7 5 7 / 2 4 5 - 4 2 2 8 
www.SQlo-usa.com 

Ergonomic handle on the 121L string trimmer 
from Solo, Newport News, VA, is isolated from 
vibration. Weighs under 10 lbs., 25cc 2-cyde 
gas engine has easy-start primer. It's one of 

http://www.l3ndsc9persgpply.com
http://www.littlewonder.com
http://www.SQlo-usa.com


four new models, all with integrated control 
switches at the multi-function grip. 
Circle #283 

TRIMMER T O A D 
800/758-6880 

www.tr immertQad.CQm 
Trimmer on wheel, allowing full side-to-side 
cutting head movement, pivoting, steering. 
Made in Buda, TX. Handle and 16-in. wheel at-
tach to any trimmer. Right or left-handed use. 
Circle #284 

STIHL 

800/G0-STIHL 

www.stihlusa.com 

V A N D E R M O L E N CORP. 
973/992-8506 

WWW.vandermQlencQrp.CQm 
Chop through hedges with the 24-in. Wind-
mill F1848Cr from Vandermolen, Livingston, 
NJ. Has front/rear safety handles, throttle lock, 
finger-trigger handle, on/off slide 
switch. 18.4cc Kawasaki CARB-compliant en-
gine. Weighs 10.75 lbs. 
Circle #286 

W A L K E R MFG. CO. 
970/221-5614 

Stevens Coulter Blade edger attachment on 
the Walker mower, Fort Collins, CO, allows 
self-tracking disk to trim grass along walks, 
curbs, paths. Hydraulic-free, adjusts fast 

Steven Coulter Blade on a Walker mower 

with one pin. Self-sharpening blade, edges 
3-4 mph. 
Circle #287 

Stihl's double-sided unit is a workhorse 

HS 80 hedge trimmer double-sided unit from 
Stihl, Virginia Beach, VA. Features 24- or 30-in. 
dual reciprocating double-sided blade, 25.4cc 
1.2 hp engine with ElastoStart easy start sys-
tem. Shock-absorbing handle, large ergonomic 
front handle and rear swivel handle allow cut 
in horizontal or vertical mode. 
Circle #285 

FKATURKS 
• Thermal protection 
• Vehicle impact protection 
• Projectile/fire resistant protection 

for all flammable and combustible fuels 
• Durable/long lasting 
• Meets all fire code regulations 
• Safety, security, longevity with total fire 

and environmental assurance 
• UL 2085 listed 

Circle 132 

http://www.trimmertQad.CQm
http://www.stihlusa.com
http://WWW.vandermQlencQrp.CQm


Spend a Day 
with Jim Paluch 
And walk away with proven 
strategies for your business success 
Nationally recognized author, speaker and motivational expert, 
Jim Paluch is the founder of cutting edge programs such as the Training 
Challenge, Owners' Network, Organizational Excitement, Sales Jams 
and Leadership Jams. 

Get "Inside the Owner's Head" and: 
• Discover strategies that will launch your business to a higher level of success 

• Receive hands-on information that will literally change the way you do business 

• Get tips on innovative and affordable solutions to the challenges facing your company 

• Learn how focusing on the six fundamental business issues will increase your profits 

February 12, Dallas, TX 
The Knowledge 
Development Center 
February 19, Columbus, OH 
The Knowledge 
Development Center 
March 7, Baltimore, MD 
Renaissance 
Harborplace Hotel 

Schedule of Events 
7 : 3 0 A.M. - 8 : 0 0 A.M.: 

Continental Breakfast 
8 : 0 0 A.M. - 1 2 NOON: 

Inside the Owner's Head 
1 2 : 0 0 NOON - 1 : 0 0 P.M.: Lunch 
1 : 0 0 P.M. - 2 : 0 0 P.M.: 

Insight into Weed Man and 
Networking Opportunities 

Spend the Year Networking with 
Other Successful Landscape 
Business Owners 

After the seminar, register for The Owners' Network and get these valuable 
business resources: 

• Board of Directors to guide your business 
• A business model that works for you 
• Skills course books and Internet tracking 
• Weekly networking opportunities with other industry experts 
• Noncompetitive, open discussion forums on the Internet 

For more information 
contact JP Horizons 
at 1 -877-JPH-JAMS 

(574-5276) 
or e-mail at 

beth@iphorizons.com. 
Or visit our web site at 
www.owners1.com. 

mailto:beth@iphorizons.com
http://www.owners1.com


solutions center 
OPERATIONS MANAGEMENT 

Get your life back 
How this Minneapolis contractor boosted profits, 

reduced stress and reclaimed His weekends 

B Y J A Y L E M K E 

Sure, John Perkins was mak-
ing money, but he often 
asked himself if the 
headaches and stress were 
worth it. Equipment was ex-
pensive, and manual laborers 
gave him another set of 

problems, including payroll, health insur-
ance and workers' comp. 

The problem: no personal life 
"We just had too many irons in the fire," 
says the owner of Perkins Landscape Con-
tractors, Minneapolis. At his most hectic, 
Perkins, with 40 employees to keep busy 
and supervise, tackled everything from 
sports fields to asphalt paving to working at 
his own nursery and sod farm. 

"There were too many things to keep 
under control. I got to the point where I 
decided to downsize in the early '90s," he 
admits. It wasn't easy, but Perkins was 
committed. He feels he's reached the level 
that most landscape professionals aspire to 
— profits are strong, stress is relatively low 
and he can actually take weekends off. 

The solution: efficient equipment 
"What we've done with equipment has 
made all the difference," he explains. "First, 
we discovered that there was a lot of large 
equipment that we didn't need. We could 
rent a lot cheaper than we could buy. Sec-
ondly, we bought equipment that could do 
what hand laborers used to do." 

For that, Perkins bought a RC-30 All-Sur-

face Loader from ASV. The machine is small 
(4 ft. wide and 6 ft. tall), but it has a rubber-
tracked undercarriage that gives it high trac-
tion, stability and ground sensitivity (2.5 lb. 
per sq. in. compared to the 6.0 psi of a man 
and the 50 psi of a traditional rubber-tired 
skid-steer). As a result, using such attach-
ments as a bucket, trencher, auger or sod-
layer, it can work in areas once relegated to 
hand labor. And it does this work with no 
damage to surrounding terrain such as turf. 

'We've pretty much said goodbye to 
the shovel," says Perkins. "I'd never be able 
to do what I'm doing without it (RC-30). 
Most of the jobs we're on would be several 
more thousand dollars in cost, and that's 
one of our selling points." 

On the rare occasions when he needs 
hand labor, Perkins uses temporary workers. 

"For 10 bucks an hour, they'll deliver 

Small but powerful machines like this RC-30 
can significantly reduce the need for laborers. 

the guys to the job, they'll pay all workers' 
comp, all the insurance, and they'll pick 
them up at the end of the day," he says. 

As an example of his new strategy, 
Perkins recently converted a softball field 
to a baseball field by himself with a few 
temporary laborers considerably faster than 
when he did similar projects with numer-
ous full-time employees. 

"In the past, we could sod a 12,000 
square yard ball field, and it would take me 
two days and 10 guys. Now, with four 
guys, we can do it in a day," he says. "A lot 
has changed from the old days." 

— The author is with Carmichael Lynch 
Spong Minneapolis, MN, and can be 

reached at jlemke@clynch.com. 

mailto:jlemke@clynch.com


Weeding out the problem 
W e ' r e a small landscape design, instal-
lat ion and main tenance company w i t h 
m a n y w e e d s in our o r n a m e n t a l plant i -
ng areas — most ly grassy w e e d s , some 
broadleaf w e e d s . W h a t k ind of herbi-
cide can w e use as a p reemergen t , and 
w h a t should w e d o w i t h t h e exist ing 
weeds? 

— M l 

Managing weeds in ornamental planting 

areas is difficult. Applications of selective 

pre-emergent herbicides such as Pre-M, 

Barricade, Dimension, Pendulum or Sulfate 

can manage many grassy and broadleaf 

weeds. A number of these herbicides have 

been registered for use on several ornamen-

tals. Refer to the label to determine whether 

a given herbicide is suitable to your concern. 

Become familiar with the rate, timing 

and best method to achieve good post-emer-

gent weed control. Consider using herbicides 

such as Roundup, Finale or Scythe. Exercise 

caution when using these non-selective her-

bicides as they can injure plant parts if they 

come in contact with them. Keep the treat-

ment away from non-target desirable plants, 

and use the herbicides as needed. 

Mite be stressful 
From t i m e t o t i m e w e g e t severe mi te 
problems on burn ing bush (Euonymus 
sp.). W e ' v e used Sevin t o control t h e 
c h e w i n g insects and Kel thane for mites. 
Somet imes w e ge t g o o d control and 
somet imes w e don ' t . W h a t are w e 
do ing w r o n g ? H o w can w e improve our 
mi te p rob lem control? 

— PA 

Managing mite problems on ornamental 

plants is a challenge for arborists. If not 

managed properly, populations can build 

up and cause extensive feeding damage 

and premature defoliation, which weakens 

plants and affects their overall health. 

The key to managing mites is properly 

identifying the problem and treating it as 

needed. It's important to occasionally ro-

tate miticide use when mites are active so 

they don't build up a resistance to one par-

ticular kind. 

One of the problems in your program is 

that you've been using Sevin to manage 

chewing pests. In doing so, you may have 

eliminated some predators of mites. Moni-

tor the plants and use pesticides only as 

needed. If there is no evidence of chewing 

pests, avoid using pesticides aimed at con-

trolling them. 

Add other miticides such as horticul-

tural oil, Avid, Hexigon or Sanmite to your 

current mite management program. Re-

ports also indicate that Talstar might be 

useful as a mite management tool if it's ro-

tated with other miticides. 

Mites on Euonymus are considered 

warm-season mites, which means they're 

active on the plant during warmer months 

of the growing season and dormant in 

cooler seasons. Warm-season mites over-

winter- away from affected plants on the 

ground, or leaves and debris. Therefore, if 

you treat plants when mites aren't on 

them, you'll see good results. It may be too 

late to treat plants when they're discolored 

and defoliated because, at that time, the 

majority of the mites may have already 

fallen to the ground. 

To manage the problem, monitor the 

suspect plants periodically and provide the 

treatment as needed by rotating different 

products from time to time. To detect 

mites, take a white sheet of paper or cloth, 

hold it under the leaves, and shake the 

leaves. If there are any small pests with 

eight legs on the paper, they're mites. 

Products like horticultural oil won't have 

any residual effect, so it's important to 

cover all areas, including the underside of 

leaves, to achieve good results. Repeat ap-

plications as needed. 

Paint the trees 
In our shade t ree product ion nursery, 
w e put pa in t markings on some four -
inch d i a m e t e r map le t rees w e w a n t e d 
removed . N o w , s o m e o n e is interested 
in purchasing t h e m . H o w do w e 
remove t h e paint? Can w e use paint 
remover w i t h o u t hur t ing t h e cambium? 

— O H 

Removing paint from these maple trees 

without causing injury to the bark and 

cambium isn't practical. Using paint re-

mover isn't a good idea because it may in-

jure the plant tissue. 

Consider cleaning the painted surface 

with mild soap and water, gently brushing 

the paint with a nylon brush. If this doesn't 

help, consider applying water-based paint 

over the original paint to mask it. Also, be-

fore using the masking paint, make sure it's 

compatible with the paint on the tree and 

isn't going to result in a different objection-

able color. Test the color 

combination separately 

on a small portion of 

the tree before 

using it on the tree 

trunk. 

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: jstahl@advanstar.com. Please allow two to three months for an answer to appear. 

mailto:jstahl@advanstar.com






Tackling tough grass 
Billy Goat says its Contour mower can tackle 
knee-high grass and weeds, plus the toughest 
grasses. Features include a 24-in. deck, a 6.5-
hp Briggs OHV Intek Pro l/C engine, 16-in. rear 
pneumatic tires and ergonomic handle. 
For more information contact Billy Goat at 
816/524-9666 or www.billygoat.com I 
circle no. 250 

Trimmer with a charge 
RedMax's CHTZ2500 double-sided hedge trim-
mer with Komatsu Zenoah's strato-charged 
25cc two-cycle engine allows operators 

34% 
fuel savings, 

73% fewer exhaust 
emissions and 5% less 

weight, according to the 
company. Double-sided, 24-in., 

dual reciprocating blades are at an er-
gonomic 1.62-in. pitch. Blade speed is 3.85 ft. 
per second. 
For more information contact RedMax at 
800/291-8251 x213 or www.redmax.com I 
circle no. 251 

Transform rough terrain 
The Toro soil cultivator attachment for use on 
Toro Dingo compact utility loaders transforms 
rough terrain into an ideal planting bed in a 
single pass. An optional seed box attachment 
allows users to cultivate and seed at the 
same time. 
For more information contact Toro at 800/344-
8676 or www.toro.com I circle no. 252 

Hitch it up 
The new Lift-Pro from Hitch Things features a 
powerful electric motor, a variety of platforms 
and is available with 400 or 800 lbs. capacity. It 
easily pins to the back of a truck and adjusts 
to any receiver height. 
For more information contact Hitch Things at 
877/734-3920 or www.hitchthings.com I 
circle no. 253 

Mid-range rotor 
Irritol Systems' CR500 is a mid-range, gear-dri-

Tbugh guy 
The Thomas 254 turbo loader 
features a turbo-charged 
Kubota diesel engine that pro-
duces 87 net hp. It also has over 
6,970 lbs. of breakout force combined with 
a lift capacity of 2,400 lbs. 
For more information contact Thomas at 866/ 
238-6844 or www.thomasloac I 
circle no. 254 

ven rotor designed for commercial, light com-
mercial and residential applications. The rotor 
can be adjusted from 40 to 360 degrees and 
provides continuous rotation for even coverage 
when set to full-circle operation. The features 
of this rotor include: a pre-installed check valve, 
a pressure-activated seal, and a robust trip 
mechanism. 
For more information contact Irritol Systems at 
909/785-36231 circle no. 255 

Lock and load 
The new Allmand TLB-325 compact tractor 
loader backhoe features an ESL backhoe de-
sign to reduce friction and extend service in-
tervals. Powered by either a Kohler CH25S or 
Robin EH72 25-hp gasoline engine, the 
3,950-lb. TLB-325's backhoe offers 4,611 lbs. 
of digging force and 9 ft., 8 in. of digging 
depth. 
For more information contact Allmand at 
800/562-1373 or www.allmand.com I 
circle no. 256 

Spray away 
Hunter Industries' Institutional Spray is a new 
multi-featured spray sprinkler that was made 
for use in high traffic commercial or institu-
tional sites. The spray is available as a 4-, 6- or 
12-in. pop-up and features a built-in pressure 
regulator which maintains water pressure at 30 
psi. 
For more information contact Hunter Industries 
at 800/733-2823 or visit www.hunterindus-
tries.com I circle no. 257 

No danger here 
Environmental Products' hazardous material stor-
age buildings comply to building, environmental 
and safety codes and feature advanced coating 
technology, oversized containment sump, modu-
lar, interlocking wall panels, stainless steel interior 
panels, support beams and forklift channels. Fire 
suppression system is optional. 
For more information contact Environmental 
Products at 440/934-21801 www.benkoprod-
ucts.com I circle no. 258 

Improved sprinkler 
performance 
NIBCO says its new electronic control device, 
XeriTron, improves lawn sprinkler system per-
formance while saving homeowners water and 
money. Easily connected to an existing sprinkler 
system's controller, the XeriTron unit sends a se-
ries of electronic signals through the system, 
creating a pulsing action. Large water droplets 
fall close to the sprinkler heads as they open 
and close for even distribution. 
For more information call 800/845-6233 or 
www.nibco.com I circle no. 259 

http://www.billygoat.com
http://www.redmax.com
http://www.toro.com
http://www.hitchthings.com
http://www.thomasloac
http://www.allmand.com
http://www.nibco.com


Plant and mulch 
D & G Products' Tree Mantis and Mulch Mantis 
attachments for commercial front mowers let 
landscape professionals do more with less. With 
the Tree Mantis, one person can plant trees or 
shrubs with a ball or bucket ranging from 9- to 
24-in. A hydraulically controlled, bowl-shaped 
mandible grasps the root ball without causing 
damage. The Mulch Mantis uses the same 
mower deck mounting system, and lets you 
scoop and move mulch quickly and easily. It has 
a capacity of 5.5 cu. ft., with dead load of 135 
lbs. and live load of 350 lbs. 
For more information contact D & G Products at 
615/754-5125/circle no. 261 

The wood deck alternative 
CertainTeed Outdoor Living Products' EverNew 
vinyl deck is the low maintenance, durable al-
ternative to a wood deck. It never needs to be 
sanded, stained or painted, and it installs di-
rectly on the joists. Vinyl planks are light, easy 
to transport and require no special tools. Planks 
are available in five lengths — up to 24 ft. 
Snap-in fill pieces conceal all fasteners, while 
vinyl rails and matching fascia boards ensure a 
finished look. 
For more information contact CertainTeed at 
800/233-8990 or www.certainteed.com I 
circle no. 262 

Boost plant health and yield 
Agreaux Organics now offers their natural and 
organic fertilizers to commercial growers, nurs-
eries and landscapes. The fertilizes come in 

Save labor 
PowerHouse Equipment's new Power-

| House Prodigy is a 13-hp compact loader 
that can trench, auger, till, move materi-
als and more. The loader and its attach-

j ments can be transported easily on a cus-
tom built trailer, which can be pulled 
behind a standard SUV or pickup truck. 
For more information contact Power-
House Equipment at 800/467-9673 or 
www.powerhouseequipment.com I 
circle no. 260 

pelletized or crumbled form, in 20 lb. bags 
which cover 1,000 sq. ft. each. The 6-2-4 nat-
ural fertilizer is ideal for lawns where extra ni-
trogen promotes leaf, grass and foliage 
growth. The extra phosphorus in the 2-10-10 
enhances flower development, and the 5-5-5 
balances the N-P-K ratio and is good for flow-
e s and any soil where nitrogen, phosphorus 
and potassium are depleted. 
For more information contact Agreaux Organics 
at 877/378-5407 or 
www.agreauxorganics.com I circle no. 263 

Appealing machine 

Earth-a-peel Industries' Cable-a-peel buries 
cable, wire and small tubing at tractor speed. 
The ground is left virtually undisturbed. 
For more information contact Earth-a-peel In-
dustries at 847/382-7147 or www.earth 
apeel.com I circle no. 264 

A blanket of protection 
Simplot Turf and Horticulture's new APEX 

Wulkap is an all wool pellet containing no ma-
nures or compost and designed for weed pre-
vention, soil media amendment and moisture 
retention. It turns into a wool "blanket" that 
reduces plant stress up to 12 months by in-
creasing mean temperature. It also reduces 
water loss by evaporation by 30 to 60%, im-
proves air porosity and reduces compaction. 
For more information contact Simplot at 
800/992-6066 or www.simplot.com I 
circle no. 265 

Fuel catalyst 
Advanced Power Systems International's (APSI) 
Fitch Fuel Catalyst is a pre-combustion fuel 
treatment device that improves the combustion 
of diesel, gasoline (2- and 4-stroke) and other 
fuels. Simply drop the catalyst into the fuel tank 
to induce a chemical reaction that changes the 
fuel's molecular structure. Degraded elements of 
fuel are converted into higher energy compo-
nents, reducing problems with stale fuel such as 
pre-ignition, knocking, soot and smoke. 
For more information contact APSI at 888/881-
APSI or www.fitchfuelcatalyst.com I 
circle no. 266 

Sharp stuff 
STIHL pole pruners feature adjustable pole length, 
bark cutter and hook to keep the blade in the 
cut, and a revolving arm for precise cutting. 
Other sharp hand tools can be found in STIHUs 
new Precision Series Hand Tools product line. 
For more information contact STIHL at 800/467-
8445 or www.stihlusa.com I circle no. 267 

Get energized 
Motorola's new impres series of replacement 
batteries and chargers for existing Motorola two-
way radios reduces memory effect. This occurs 
when a battery is recharged before it is fully dis-
charged, which makes the battery lose capacity 
and the user have to buy a new battery long 
before its life expectancy. When used together, 
impres chargers and batteries are covered by a 
24-month capacity/workmanship warranty. 
For more information contact Motorola at 
800/422-4210 or www.motorola.com I 
circle no. 268 

http://www.certainteed.com
http://www.powerhouseequipment.com
http://www.agreauxorganics.com
http://www.earth
http://www.simplot.com
http://www.fitchfuelcatalyst.com
http://www.stihlusa.com
http://www.motorola.com


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

It's a proven fac t : 
Green spaces such as public fgreemcays 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 greenuays. We harness the skills and resources of professionals 

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

cated volunteers from local communities. 

W E I N V I T E YQV TO JQIN U S 

Became a member of the Evergreen Fenndation 
in one nf three ways 

• Green Backer 
• Green Supporter 
• Green Promoter 

For more information about joining the 
Evergreen Foundation please contact: 
Den Gardner, Development Director 

120 W. Main St., RO. Box 156 
New Prague, MN 56071 

1.877.758.4835 
wwwevergreenfoundation.com 

evergreenfound@aol.com 
evergreen 
tmtmrn f o u n d a t i o n 

Seeking Director of Maintenance Operations 
^^mÊÊÊÊÊÊÊÊ^^^^^mmÊÊÊÊÊ^^^mÊÊÊÊÊÊÊÊÊ^^mÊÊÊÊiÊ^m 
Landscape Development Inc., a national top 20 landscape firm, is 
seeking a highly talented and experienced professional to fill the 
position of Director of Maintenance Operations for its Southern 
California Offices. 

This position is responsible for all aspects of our maintenance 
operations, reporting directly to the company president. The goal of 
this position is to create in our maintenance operations the same 
leadership status we currently enjoy in landscape construction. 
We seek a highly motivated, capable and self-directed individual to 
lead this exciting effort for Landscape Development. 

Contact Samantha Fleming Te l : 6 6 1 - 2 9 5 - 1 9 7 0 Fax : 6 6 1 - 2 9 5 - 1 9 6 9 
Ema Sflemmg(g)landscapedevetopmeni com WV/V landscapedevetopment com 

Circle No. 135 

Circle No. 134 

mailto:evergreenfound@aol.com


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

Business For Sale (Cont'd) | Business Opps (Cont'd) 

For ads under $250, payment must be 
received by the classified closing date. VISA, 
MASTERCARD, and AMERICAN EXPRESS 
accepted. 
Send to: Advanstar Marketing Services, 
7500 Old Oak Blvd., Cleveland, OH 44130. 
Advertising Information and Placement: 
LESLIE ZOLA 1-800-225-4569 (ext 2670) or 
440-891-2670, Fax: 440-826-2865, 
Email: lzola@advanstar.com 

Business For Sale 
Nett ing $338 ,175 a year in 

Beautiful Colorado! 
LANDSCAPE SEEDING COMPANY 

Started by the present owner 42 years ago 
Only three employees 

Real Estate Also Available 
A. Jay Hoyal & Company - 800-757-6088 

www.BizForSa le InColorado . com 

Unique Lawn & Garden Business 
located on one of Florida's most exclusive islands. 

$1.2MM Sales / $300K Owner Benefits 
Business includes just under 1 acre of 

prime island property. 
Contact to Buy or Sell 

Tom Gerber (Business Broker) 
C-21 Sunbelt Realty 800-809-5645 X371 

Email gerber@c21sunbelt.com 
www.fibiz4sale.com 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Establ ished 
20-year Landscape C o m p a n y 
Boston, Massachuset t s Area. 

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 GLOBAL BUSINESS EXCHANGE 

MR. JOHN F. DOYLE at: 781-380-4100 

L O N G E S T A B L I S H E D N U R S E R Y 

IN A F F L U E N T C O M M U N I T Y 
Features Include: 
Approximately six acres with 

• Buildings & Facilities 
• Nursery Equipment 
• Shade Houses 
• Wholesale Annuals/Flowers Nursery 
• Contract Growers 

Asking $695,000 
Please reply to e-mail: 

janeschwiering@norris-realestate.com 

COLORADO SPRINGS, COLORADO Maintenance 
& Landscaping Business For Sale. Well established 
with long-term commercial customers. Substantial 
assets including real estate. Sales $1,100,000+. 
Adjusted Profit: $110,000+. Call Ron Branch: 
800-395-7653. www.fbb.com 1 /02 

Business Opportunities 

We will TRAIN YOU to be SUCCESSFUL 
in the Backyard Putting Green Business 

Call the Putting Green Pros 
Toll Free 8 7 7 - 8 8 1 - 8 4 7 7 

www. theput t inggreencompany .com 

FREE APPRAISAL • N o BROKER FEES 

SELLING YOUR BUSINESS? 
Professional Business Consultants 
can obtain offers from Qualified Buyers 

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

CALL: 708-744-6715 
Fax: 630-910-8100 

CONKLIN PRODUCTS 
OPPORTUNITY! 

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: kmfranke@hutchtel.net 

Deer Repellent 

STOP 
A n i m a l D a m a g e 
H e l p y o u r c u s t o m e r s p r o t e c t 

t h e i r g a r d e n s w i t h t h e m o s t 

e f f e c t i v e a n i m a l r e p e l l e n t ! 

• Repels Deer , Rabb i ts , Tree Squ i r r e l s , Voles etc. 
• Sa fe f o r Food Crops, P lan ts , Bu lbs etc. 
• Odo r & Taste B a r r i e r - D u a l P r o t e c t i o n 
• L o n g Las t i ng W e a t h e r - R e s i s t a n t 

w w w . d e e r - o f f . c o m 
1.800.333.7633 

Educational Opportunities 

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. LF01102, 101 Harrison 
Street, Archbald, PA 18403. 1/02 

Put the power of 
Classifieds to work for you! 

HURRY! 
If your ad isn't here, 

|| call Leslie Zola 
immediately at 

800-225-4569, x 2670 

mailto:lzola@advanstar.com
http://www.BizForSaleInColorado.com
mailto:gerber@c21sunbelt.com
http://www.fibiz4sale.com
mailto:janeschwiering@norris-realestate.com
http://www.fbb.com
http://www.theputtinggreencompany.com
mailto:kmfranke@hutchtel.net
http://www.deer-off.com


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

F o r Sa le Help W a n t e d (Cont 'd) 

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

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

1-800-866-9667 
Order FREE Catalog LM02 

Help W a n t e d 

Branch Manager 
The Brickman Group, Ltd., a rapidly g rowing 
national landscape company, seeks experienced 
managers. Responsible for achieving client 
satisfaction, bui ld ing a h igh performance team, 
maintaining a profi table branch. Require 8 years 
supervisory experience in a horticultural or related 
industry; college degree or equivalent experience; 
strong wr i t ten and verbal communicat ion skills; 
computer literacy. Willingness to relocate desirable. 
We offer outstanding compensation and benefits 
in an envi ronment of trust, honesty and respect. 

Please send your resume to: 
Kathy Tracy, 18211A Flower Hill Way, 

Gaithersburg, MD 20879; 301-987-1565 or 
jobs@brickmangroup.com 

EOE 

The Brickman Group, I Ad. 

PROFESSIONAL 
GROUNDS 

MANAGEMENT 
MANAGEMENT POSITIONS 

Our commitment to excellence has resulted in an over-
whelming demand for our services in the northeast & 
mid-Atlantic region. t 

Control Environmental Services, 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 
Ph: 1-800-548-6063, ext. 74 
Fax:1-732-548-4359 
cdurst@controlsg.com 

Knvironmkntai. Skrvices 
Recognition for our greatest asset... People 

and a respect and an understanding of 
our greatest resource... Nature 

REGIONAL OPERATIONS 

Manager 
• • I TRUE OR FALSE? 

1. You know you're better than what 
the boss thinks. 

2. You're t ired of company rhetoric. 
3. Your abil ity to train and help others 

is one of your strongest points. 
4. You're a bit of a "rebel" and believe 

in your opinion. 
5. You like to work hard, but REALLY 

enjoy playing hard. 

• 4 OR MORE TRUE ANSWERS? • 
Then we wan t t o talk t o you . We have an 
immedia te opening for a regional operat ions 
manager . Th is pos i t ion is an excel lent 
oppo r tun i t y fo r a we l l -o rgan ized ind iv idua l 
w i th a proven track record. You mus t be able 
to c o m m u n i c a t e wel l and have g o o d 
organizat ional ski l ls. If you enjoy people, we 
wan t y o u ! E-ma i l y o u r resume and salary 
h is tory : j s te iner@nl -amer .com 

January 2002 W W W . L A N D S C A P E G R O U P . C O M 75 
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C L A S S I F I E D S H O W C A S E 

Help Wanted (Cont'd) 

GreenSearch 
Providing professional executive search, human 
resource consulting and Web-based j o b posting 
services t o Green Industry companies and allied 
horticultural trades throughout the United States. 

www.greensearch.com 
E-mail: lnfo@greensearch.com 

Toll free: 1 . 8 8 8 . 3 7 5 . 7 7 8 7 
Local Phone: 7 7 0 . 3 9 2 . 1 7 7 1 Fax: 7 7 0 . 3 9 2 . 1 7 7 2 
1117 Perimeter Center W , Sute 500 E , Atlanta, GA 30338 

Are You 
Inspiring? 

Sales Training Director 
SavATrec has a great position open for a 
green industry professional (minimum 
10 yrs.) with proven sales success and 
arboricultural management experience. 
This key team member would develop 
our next generation of arborists 
through in-field training throughout 
our 14 branch locations. Competitive 
compensation and benefits. Inspiring 
candidates can email or fax their resume 
and compensation history to: 

I LOVE NEW YORK! 
Come join one of the finest and largest family 

operated Full Service Landscape Companies in 
prestigious Westchester County. 

Michael Bellantoni Inc. is a 39-year-old company 
experiencing strong growth, creating a need for 

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

Responsible for day-to-day Operations, Estimating, 
Supervision of field personnel. Qualified applicants 
must have proven leadership abilities and two years' 

horticultural experience. Incentive pay-
Holiday/Vacation pay - Health/Simple IRA 

Fax or send resume: 
Michael Bellantoni Inc. 

121 Lafayette Ave., White Plains, NY 10603 
Fax: 914-948-6473 

BOZZUTO LANDSCAPING COMPANY 
Serving Maryland & Virginia 

BLC is a stable, profitable, award-winning firm, 
seeking career-minded individuals. 
Positions Available in: 

• Field 
• Sales 
• Management 

F-mail: tdavis@land.bozzuto.com 
Web Site: www.hozzuto.com 

Phone: 301-497-3900 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax: 301-987-1565 

F-mail: jobs@brickmangroup.com 
www.hrickmangroup.com 

IRRIGATION DEPARTMENT SUPERVISOR 
The Irrigation Department Supervisor is responsible 
for all functions of our irrigation department 
including irrigation and landscaping lighting 
sales, installation and service. 

LAWN & GROUNDS SUPERVISOR 
The Lawn & Grounds Supervisor is responsible 
for all facets of our maintenance department 
including sales, crew management and residential 
and commercial accounts. 
LANDSCAPE SALES & DESIGN MANAGER 
Estimate and sell landscape construction, irrigation 
and maintenance projects. Meet with 
owners/clients to determine needs, design ideas, 
budget and project scheduling. Prepare plans, 
bids and proposals. Manage, oversee and schedule 
jobs for complete customer satisfaction. Have 
involvement in all facets of landscape design and 
build firm. 
Fax your resume to John: 201-444-4334 
or Email: john@jacobsenlandscape.com 
Jacobsen 

LANDSCAPE DESIGN AND CONSTRUCTION 
is a full sendee design/build firm that has been 
creating and maintaining beautiful landscapes 
in the Northern New Jersey area for over 
20 years. JACOBSEN offers competitive salaries, 
commission, health benefits and profit sharing. 
EOE 

Horticultural Jobs.com 
Looking for a Job — Employees? 

Horticultural Jobs.com website matches 
employees to employers offering jobs in: 

• Landscape Management 
• Irrigation 
• Sales 

Jobs in ALL areas of the Green Industry 
Visit Today! 

www.hort icu l tura l jobs .com 

WEEDS INCORPORATED 
is a 35-year-old company specializing in 

Industrial Weed Control. We are looking for a 
Qualified Regional Manager 

in our Chicago office. The successful candidate 
must be self-motivated, organized and 

have experience in sales and service scheduling. 
Complete compensation package includes 

excellent base salary, bonus, medical, 401(k), 
sick and personal time. 

Only career-minded individuals apply. 
Email: Weeds@weedsinc.com 

Phone: 610-358-9430 • Fax: 610-358-9438 
www.weedsinc.com 

ENVIRONMENTAL CONTRACTING COMPANY 
Project Manager/Estimator 

Western States Reclamation, Inc. (WSRI) 
an "award winning" 18-year-old company located 
in the beautiful Rocky Mountain Region - rated #1 
for year-round outdoor activities and 350 days of 
sunshine! Our services and projects include land 
restoration, large landscape/irrigation construction, 
minor earthwork and light civil engineering. 
Project sizes range from $50K-$4M. 
We seek an individual with 10+ years experience 
in revegetation, erosion control, urban park 
construction and civil/earthwork. Must have hard 
dollar bid experience with proven track record of 
profitable projects. Degree preferred in landscape 
architecture, civil engineering, construction 
management or equivalent. Computer literacy a must. 
We offer: 
• Excellent company reputation 
• Above average salary 
• Great benefits 
• 401 (k ) / Profit Sharing 
• Incentive Program 
• Company Vehicle 
• Great Recreational Outlets 
Please send your resume with salary requirements to: 

Western States Reclamation, Inc. 
11730 Wadsworth Blvd. 
Broomfield, CO 80020 

Fax: 303-465-2478 • Email: wsridrc@aol.com 
Check us out! www.wsrec lamat ion .com 

Increase your sales by nearly twice that 
of black fr white ads! 

Call LESLIE ZOLA: 800-225-4569 ext. 2670 

http://www.greensearch.com
mailto:lnfo@greensearch.com
mailto:tdavis@land.bozzuto.com
http://www.hozzuto.com
mailto:jobs@brickmangroup.com
http://www.hrickmangroup.com
mailto:john@jacobsenlandscape.com
http://www.horticulturaljobs.com
mailto:Weeds@weedsinc.com
http://www.weedsinc.com
mailto:wsridrc@aol.com
http://www.wsreclamation.com


Help Wanted (Cont'd) 

A C R E S G R O U P . . . T h e B E S T P lace for the B E S T 
P e o p l e to W o r k ! Acres Group, one of Northern 
Illinois' largest independent landscape contractors 
g r o w i n g at + 1 7 % , seeks additional M a i n t e n a n c e 
M a n a g e r s & C u s t o m e r S e r v i c e S p e c i a l i s t s to 
continue our growth. Opportunities available in 3 of 
our 5 facil it ies- Wauconda , Roselle & Napervil le. 
Maintenance Managers supervise & train multiple 
crews. C u s t o m e r Serv ice Specia l is ts will assist 
In s e l l i n g n e w p r o j e c t s & o v e r s e e i n g t h e m . 
Superior compensation and benefit opportunities. 
C o n t a c t M a u r e e n f o r i m m e d i a t e c o n f i d e n t i a l 
considerat ion: PO Box 448, W a u c o n d a , IL 60084 . 
P h o n e : 8 4 7 - 5 2 6 - 4 5 5 4 ; F a x : 8 4 7 - 5 2 6 - 4 5 8 7 ; 
E m a i l : m a u r e e n . f i a n t a g o @ a c r e s g r o u p . c o m 
S u r p a s s your o w n p e r s o n a l e x p e c t a t i o n s in a 
fantastic t e a m environment . Visit our websi te at 
www.acresgroup.com for more career opportunities! 
M E M B E R S O F T H E ILCA S I N C E 1985. 10/02 

F L O R A P E R S O N N E L , INC. In our second decade 
of performing confidential key employee searches 
for the landscape/hort iculture industry and allied 
trades worldwide. Retained basis only. Candidate 
contact w e l c o m e , confidential , and a lways free. 
1 7 4 0 Lake M a r k h a m Road , Sanford , FL 3 2 7 7 1 . 
P H O N E 4 0 7 - 3 2 0 - 8 1 7 7 . F A X 4 0 7 - 3 2 0 - 8 0 8 3 . 
E m a i l : H o r t s e a r c h @ a o l . c o m W e b s i t e : 
h t tp : / /www. f lo rapersonne l .com 12/02 

S a l e s / E s t i m a t o r M a n a g e m e n t P o s i t i o n : We l l -
established landscaping company is seeking a 10+ 
year veteran to develop and implement sales leads 
and establish estimating team. Person must have a 
positive att itude and be a t e a m player. Posit ion 
involves sales, job costing, estimating and training. 
C a n d i d a t e m u s t h a v e e x p e r i e n c e in h igh e n d 
residential , construct ion h a r d s c a p e techn iques , 
d r a i n a g e s a l e s m a n a g e m e n t , civi l e a r t h w o r k . 
Landscape degree or equivalent necessary. Computer 
l i te racy a must . E E O / A A . 7 8 1 - 8 3 7 - 6 7 0 0 x 3 0 . 
E - m a i l r e s u m e a n d s a l a r y r e q u i r e m e n t s t o : 
JMichae l@shore .ne t 1/02 

A S S I S T A N T E X T E N S I O N A G E N T , F u l l - t i m e 
tenure track with University of Hawaii Dept. Tropical 
Plant and Soil Sciences, Maui. Develop and lead a 
comprehensive extension program for landscape, 
turf and ornamenta l industries on Maui , Molokai 
and Lanai. Conduct applied research with specialists 
and other agents. M i n i m u m Qual i f i ca t ions: MSc 
in horticulture, agronomy, or closely related field, or 
3 0 credit hours of post-baccalaureate courses in 
the above fields, plus 3 years extension or similar 
exper ience . Ability to communica te with d iverse 
groups. Valid driver's license. Des i rab le Qual i f ica-
t i o n s : Pract ical exper ience with landscape , turf 
o r n a m e n t a l plant product ion a n d m a n a g e m e n t . 
Computer and web skills. Ability to obtain extramural 
funds. Salary Range: $3,002-$4,443/month. Send c.v., 
b i b l i o g r a p h y , a n d 3 r e f e r e n c e l e t te rs to M a u i 
County Administrator, 310 Kaahumanu Ave., #214, 
Kahulu i , HI 96732 . Inquir ies: Cal l : 808 -244 -3242 ; 
Emai l : h a s h i m o t o c @ c t a h r . h a w a i i . e d u C l o s i n g 
Date: 1 /31 /02 1/02 

Software 

The all-in-one 

Only $799 complete. 
Includes Free Support! 

For a F R E E demo, call 24 hours: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 e x t . 2 
or visit us at: 

www.win tac .ne t 

edition software for 
* landscapers 

True 32-bit Windows ' Design, Unlimited Data Capacity 
Visual Job Scheduler, Job Costing, Street Mapping 
Automatic Maintenance Scheduling and Routing 
Automatic Invoicing, Phase Billing, Profit Tracking 
Track Work History, Material, Labor, Productivity 
Attach your own Photos to Customers, Job Sites 
Full Accounting: G/L, A/R, A/P, Payroll, Checking, 
Inventory. Or link to QuickBooks Peachtree MS Office ® 
Print Proposals, Invoices, Work Orders, Statements, 
Purchase Orders, Reports, Letters, Labels Send Email! 

Ad Index 
1 2 1 A C R T Inc 4 9 

A S I C 1 6 

1 1 1 A q u a t r o l s C o r p 2 5 

1 3 3 A r i e n s 7 3 

1 0 7 BASF 9 

1 0 8 BASF 1 0 - 1 1 

1 1 9 BASF 4 4 - 4 5 

1 2 7 B e a c o n Ba l l f i e l ds 5 6 

1 3 4 B io Plex O r g a n i c s 7 3 

1 0 5 B o b c a t C o 5 

1 2 4 D i a m o n d Pro P ro f 5 4 

1 0 4 D i x i e C h o p p e r 2 

1 3 0 Excel I n d Inc 6 3 

1 0 2 E x m a r k M f g C o C V 3 

1 0 6 Ferr is I n d Inc 6 

1 1 6 G r a s s h o p p e r C o 3 9 

1 1 5 G r e a t D a n e P o w e r E q u i p 3 7 

1 2 5 H o l l a n d E q u i p 5 5 

1 1 2 J o h n D e e r e 2 8 - 2 9 

1 1 7 J o h n D e e r e 4 1 

1 2 0 J o h n D e e r e 4 7 

1 3 5 L a n d s c a p e D e v e l o p m e n t 7 3 

M o n s a n t o 1 7 - 2 0 

1 1 3 N a t l A r b o r i s t A s s o c 3 1 

1 3 1 N e w Jersey L a n d s c a p e 6 4 

1 2 3 N u G r o T e c h Inc 5 3 

1 3 2 O l d C a s t l e Precas t 6 5 

1 0 9 P o n d S u p p l i e s o f A m e r i c a 1 5 

1 2 8 Rex ius Fo res t By P r o d u c t s 5 7 

1 1 4 S t i h l Inc 3 5 

1 0 1 S y n g e n t a C V 2 - 1 

1 1 0 S y n g e n t a 1 4 

1 0 3 T e x t r o n Inc C V 4 

1 2 9 T r e e S t a p l e Inc 6 1 

1 1 8 W a l k e r M f g 4 3 

1 2 6 W e e d m a n 5 6 

This index is provided as an additional service. 
The publisher does not assume any liability for errors 
or omissions. 
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To support the relief efforts at Ground Zero in New York and Washington DC The Toro 
Company contributed material support in the form of heavy duty vehicles for trans-
portation on the sites of the terrorist attacks. Bob Dole is among the dignitaries who 
have reviewed the relief efforts from the passenger seat of a Toro Workman, which was 
originally designed for demanding terrain covered by grounds and sports turf crews. 
Toro distributor Storr Tractor of Somerville, N.J. played an integral role in delivering the 
Workman vehicles to the relief effort sites. 

The last laugh 

Handcrafted 
landscape 
The Longaberger Company of Newark, OH, is 
known for its handcrafted baskets, but the 
Ohio Nursery & Landscape Association (ONLA) 
recently recognized the company for its hand-
crafted landscape with four awards at the 
ONLA's Annual Landscape Awards. 
Longaberger received a merit awards in 
"Water Features" and "Garden Structures and 
Pavements," a Grand Award in "Container 
Gardens," and a Judges' Special Award in 
"Landscape Maintenance." All awards recog-
nized the Longaberger Homestead property, 
with its basket-shaped home office and over-
sized basket sculptures. 
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