
Find your 
specialty truck FRANCHISE MANIA Treat trees 

right 

M A * N i A G E I V T P N » ! ? 
JUNE 2002 / www.landscapemanagement.net 

WIN WITH 

Mpressive Atlanta 
company reveals how 
to keep customers 
from drying up 

http://www.landscapemanagement.net


The shortest distance between broadleaf and grassy weed control. 
Drive 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient 

application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from 

crabgrass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds 

under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional 

seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or 

after application. To learn more about how Drive 75 DF can help you in your drive for turf perfection, 

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions. 

BASF 
We don't make the turf. 
We make it better. 

http://www.turffacts.com
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I T H E N E W M I D Z - T R A K ® S E R I E S 

Introducing new John Deere-designed and -engineered Mid Z-Trak 

mowers. Complete with formidable seven-gauge steel frames. 23- and 25-hp 

Kawasaki® engines. Deep and strong, 54- and 60-inch 7-lron® mower decks. Effortless, precise 

height-of-cut adjustment dials, unique in the industry. And an amazing two-year limited warranty.' 

Not to mention, the seat. 

Interested? Stop by your local John Deere dealer 

for a test-drive. (Call 1-800-537-8233 to find one near you.) 

And see why deciding on your next machine shouldn't be too hard. 

JOHN DEERE 

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

www.JohnDeere.com/Mowpro 
ltboibi noiiuies every claim. There s no need to go to component 
suppliers for service. See dealer for details. 

G U A R A N T E E D T O M A K E 

A G R E A T F I R S T I M P R E S S I O N . 

http://www.JohnDeere.com/Mowpro
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P r o n d s u p p o r t e r of t h e s e g r e e n i n d n i t r y p r o f e s s i o n a l o r g a n i z a t i o n ! : 

• Cover story: LMIOO 
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top ten niche services, top ten 
small companies, top ten hot news 
topics, and more! 

• Walls, edging and 
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Read about the latest trends in 
pavers and retaining walls, plus a 
comprehensive listing of the best 
products on the market 
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Capabilities 
Descriptions and contact informa-
tion on the best companies in the 
Green Industry 

• Let's Hear It 
More eye-opening comments from 
readers on mowing rates 

• Patio and deck 
p r o f i t s 

Learn from the experts how to 
make money installing patios 
and decks 

• Owners speak out 
Landscape/lawn care business 
owners speak their mind on hot 
topics in "Inside the Owner's 
Head" 

• And news: The latest news 
that's important to your business 
in Industry Almanac 

Cutter 's Choice 
2008 East 33rd Street, Erie PA, 16514 

Lawnmower parts including blades, 
belts, wheels, air filters, oil filters and 
internal engine parts! 

Chainsaw parts including guide bars, 
sprockets, saw chain, sharpening 
accessories and safety wear. 

Trimmer parts including trimmer line, 
brushcutter blades, air filters and 
replacement heads. 

Tree care supplies including loppers, 
pruners, pruning saws, tree saddles, 
climbing line and gaffs. 

1-888 288 8371 
www.cutterschoice.com 

Circle 143 

Associated Landscape Contractors of America 
150 Elden Street, Suite 2 7 0 
Herndon, VA 2 0 1 7 0 
7 0 3 / 7 3 6 - 9 6 6 6 
www.a lca .o rg 

American Nursery & Landscape Association 
1 2 5 0 I St. N W , Suite 500 , 
Washington, DC 2 0 0 0 5 
2 0 2 / 7 8 9 - 2 9 0 0 

Independent Turf and Ornamental 
Distributors Association 
9 8 6 4 E. Grand River 
Suite # 1 1 0 , BOX # 3 2 6 
Brighton, M l 4 8 1 1 6 
Voice: 8 1 0 / 2 2 9 - 9 4 0 5 I FAX: 8 1 0 / 2 2 9 - 9 4 0 6 

THE OFFICIAL PUBLICATION OF 
American Society of Irrigation Consultants 
2 2 1 North LaSalle St • Chicago, IL 6 0 6 0 1 
3 1 2 / 3 7 2 - 7 0 9 0 
www.asic .org 

The Irrigation Association 
8 2 6 0 Wi l low Oaks Corporate Dr. Suite 120 
Fairfax, VA 2 2 0 3 1 - 4 5 1 3 
7 0 3 / 5 7 3 - 3 5 5 1 
www. i r r igat ion.org 

National Arborist Association 
3 Perimeter Road, Unit 1 
Manchester , NH 0 3 1 0 3 
6 0 3 / 3 1 4 - 5 3 8 0 
www.na t la rb .com 

Ohio Turfgrass Foundation 
1 1 0 0 - H Brandywine Blvd., 
PO Box 3 3 8 8 
Zanesville, OH 4 3 7 0 2 - 3 3 8 8 
8 8 8 / 6 8 3 - 3 4 4 5 

The Outdoor Power Equipment Institute 
3 4 1 South Patrick St. 
Old Town Alexandria, Va . 2 2 3 1 4 
7 0 3 / 5 4 9 - 7 6 0 0 
opei .mow.org 

Professional Grounds Management Society 
7 2 0 Light Street 
Baltimore, M D 2 1 2 3 0 
4 1 0 / 7 5 2 - 3 3 1 8 

Professional Lawn Care Association of America 
1 0 0 0 Johnson Ferry Rd., NE, Suite C - 1 3 5 
Mar iet ta , GA 3 0 0 6 8 - 2 1 1 2 
7 7 0 / 9 7 7 - 5 2 2 2 
www.p lcaa .o rg 

Responsible Industry for a Sound Environment 
1 1 5 6 15th St. N W , Suite 4 0 0 
Washington, DC 2 0 0 0 5 
2 0 2 / 8 7 2 - 3 8 6 0 
www.acpa.org / r ise 

Sports Turf Managers Association 
1027 3rd St. 
Council Bluffs, IA 51503 
7 1 2 / 3 2 2 - 7 8 6 2 ; 8 0 0 / 3 2 3 - 3 8 7 5 
www.sportstur fmanager .com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
N e w Prague, M N 5 6 0 7 1 
6 1 2 / 7 5 8 - 5 8 1 1 
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ProSource One can help plant a big green one on your bottom line 
We put our money where our mouth is — quality products and 
services. Because, to us, there's nothing sexier than your success. 

Welcome to a Greener World 

www.prosourceone. com 

Read our lips — no one does green like us. 

PRO SOUM I f W . ' / j l 

http://www.prosourceone


ATLANTA, G E O R G I A • S H E R A T O N GATEWAY H O T E L • A U G U S T 9 - 1 1, 2 0 0 2 

Featuring IV2 days of hands-on, minds-on sessions led by acclaimed 
industry leaders sharing proven techniques and state-of-the-art methods for 

creating and maintaining a successful landscape maintenance business. 

LEARN: 
• How to increase your profits 
• How to be a better competitor 
• How to better manage your maintenance sales process 
• How to increase and enhance your company's productivity 
• How to build successful teams 
• How to increase sales and make more $$$ 

This symposium features leading landscape professionals who will share 
innovative and proven techniques specific to maintenance! 

For m o r e informat ion , call (800) 395-ALCA (2522) or visit ALCA's Web site at www.alca.org 

S P O N S O R S : M E D I A S P O N S O R : 

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

"Whether you are currently doing landscape maintenance work or just considering it, 
t h i s is o n e s y m p o s i u m y o u s h o u l d n o t mi s s . I ' v e b e e n invo lved in t h e i n d u s t r y f o r m o r e 
t h a n 30 yea r s , a n d I ' m v e r y i n t e r e s t e d t o h e a r w h a t the e x p e r t s in t h e field h a v e t o say. 
This s y m p o s i u m s h o u l d p a y f o r i tself in n e w i d e a s a n d p r a c t i c e s f o r y o u r b u s i n e s s . " 

S T E V E N G L O V E R , C L P , C H A I R M A N / C E O 
S Y M B I O T B U S I N E S S G R O U P , S A L T L A K E C I T Y , U T A H 

S Y M P O S I U M 

http://www.alca.org


BY RON HALL / EDITOR-IN-CHIEF 

Canada's industry under siege Playing out in Canada is what lawn 
care business owners in the United 
States have long feared. Professional 
turfgrass and landscape application 
services there are under attack. 

Every town in the country appar-
ently has the green light to make 

whatever pesticide regulations it wants. 
A ruling by Canada's highest court in the spring of 

2001 gave the town of Hudson the right to ban profes-
sional lawn applications. That decision ended a 10-year 
battle between that town of 5,500 people and two lawn 
care companies that had been doing business there. 
The floodgates fly open 
A coalition of activist groups reacted like sharks smelling 
blood in the water. Vocal even before the ruling, 
they've intensified their efforts and are pestering cities 
across Canada to restrict or ban the activities of profes-
sional landscape services that use chemical pest controls. 

At last count, about 50 towns in Quebec Province 
had passed some form of lawn care legislation. Imagine 
the confusion and waste for any company doing busi-
ness in more than a few communities. 

More cities are being targeted by these "crusaders," 
including Canada's most populated ones. The City of 
Halifax in Nova Scotia, which has about 70,000 
households, will outlaw chemical lawn and garden care 
on residential properties on April 1, 2003. Toronto, 
Canada's biggest city in Ontario Province, is looking at 
bylaws. Ottawa and Vancouver are on the hit list, too. 

Playing for keeps 
These activist groups — the Sierra Club, the World 
Wildlife Fund, and others — mean to have their way. Their 
goal is to rid Canada of all chemical pest control product 
use, say the Green Industry people we've spoken to. 

The activists started with the easiest 
group to pick on, the lawn Care people. 

The activists started with the argument that pesti-
cide use is unnecessary on turfgrass and landscapes for 
"aesthetic" or "cosmetic" purposes. We should ask, 
loud and clear, "Says who?" 

That argument is just a smokescreen, say Canadian 
landscape professionals we talk to. The ultimate target 
is pesticide use in Canada's huge agriculture industry. 

So, the activists started with the easiest group to pick 
on, the lawn care people. And, until recently, the battle 
has been pretty one-sided. They attacked; the lawn care 
people reacted. In recent months, however, the profes-
sional landscape industry has closed ranks. Owners who 
heretofore viewed each other as competitors joined 
forces to defend their profession. Dozens now attend 
town meetings when the topic of pesticide use is de-
bated. The scary part is that they have to do this town 
by town, meeting by meeting. 

In spite of these efforts and a campaign to develop 
industry-wide acceptance and implementation of the 
principles of integrated pest management (IPM), the 
lawn care industry in Canada remains on the defensive 
. . . and pretty much on its own. 

Contact Ron at 440/891 

2636 or e-mail at 

rhall@advanstar.com 

on the record 

mailto:rhall@advanstar.com
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LOOKED LIKE THE 

IT TAKES A LOT OF MEN ANO EQUIPMENT TO MAKE THINGS LOOK BEAUTIFUL. AND NATURAL. ON SCHEDULE. WE PUN CAREFULLY. AND WE WORK 

WITH THE BUILDERS TO COORDINATE OUR EFFORTS. BUT OUR BIGGEST ASSET IS OUR IRONCLAD COMMITMENT TO GETTING IT BIGHT. 

W H A T L I N E OF W O R K ARE Y O U I N ? SO ARE WE. 
CLOCKWISE FROM LEFT: F-260 SUPER DUTY; F-350 SUPER DUTY; 

F-750 SUPER DUTY; F-550 SUPER DUTY STAKE TRUCK 
For more info, call I-800-392-F0RD or visit www.commtruck.ford.com 

TOUGH 
Circje No. 106 

BUILT 

http://www.commtruck.ford.com


BY JASON STAHL / MANAGING EDITOR 

It's the battle of 

After a busy day, a land-
scape professional might 
lie in bed and ponder 
this question: Which is 
more important, gener-
ating revenue or con-
trolling expenses? 

Judging from the responses from mem-
bers of The Owners' Network, this ques-
tion could sustain a lengthy debate. 

Watch those expenses 
"I've shown more bottom line profit by con-
trolling expenses rather than raising prices," 
says Michael Hatcher of Michael Hatcher 
and Associates, Memphis, TN. "Look at the 
income statement to determine which ex-
penses carry the largest percent and attack 
that area of your cost expenses." 

Brian Akehurst of Akehurst Landscape 
Service, Joppa, MD, is a proponent of 
watching expenses, too, but that's not the 
most exciting thing to do. "Since generat-
ing revenue is the easy part, I think a lot of 
owners catch themselves spending more 
time in that role," he says. 

"I remember a quote from some famous 
coach that goes, 'Offense wins games, but 
defense wins championships,'" says Jerry 
Merrill of Weed Man East Idaho/Merrill 
Quality Landscapes, Rexburg, ID. "With-
out a detailed cost control system (de-
fense), the championship (a good net profit 
number) is out of reach." 

Go make money! 
Scott Ziebol of LandCrafters, Inc., New 
Berlin, WI, says he's an offense-minded 
player. In his opinion, a cost efficient organi-
zation without adequate revenues will die. 

"Generating revenue requires more 
time and attention, and when you stop fo-
cusing on it, it goes away," Ziebol says. 
"Even the most basic cost control systems, 
once in place, have their own inertia and 
can be incrementally improved." 

Dan Rooney of Rooney Landscape, 
Rolling Meadows, IL, believes that owners 
are entrepreneurs at heart and want to build 
revenues. But to do that, he says, you need a 
sound budget. "I spend time preparing a 
budget, and I review it on a monthly basis. 
Get confident with your budget, then turn 
your attention on building your business." 

Johnette Taylor of Roundtree Land-
scaping, Dallas, TX, keeps it simple with 
regard to this subject: "I focus my attention 
on ways to generate revenue. I leave con-
trolling expenses to the bookkeeper." 

Scott Ziebol (left) says go make money, while 
Mark Baldwin favors a more balanced method. 

Rub your tummy and pat your head 
Some landscape pros advocate giving equal 
attention to both generating revenues and 
cutting expenses. As Billy Holly of Central 
Coast Landscape and Maintenance, Santa 
Cruz, CA, says — it's like rubbing your 
tummy while patting your head. 

"If you don't generate income, you'll have 
no expenses to control, so the income has to 
come first," Holly says. "However, don't dare 

When cost control 
can backfire 
Scott Ziebol pointed to the typical 
strategy during tough economic 
times as an example of why cost 
control can backfire. "When revenue 
drops and cost cutting is chosen as a 
correction, the first things to go are 
the important things necessary to 
support revenue production. These 
include things like customer service 
support, marketing, training." 

He continues: "The next step is to 
try to beat more productivity out of 
the production staff while cutting 
things necessary to support them." 

lose track of where your money is going." 

"What's more important to a car, the 
tires or the engine? They both need to be 
in working order for the car to run prop-
erly," says Mark Baldwin of Mark J. Bald-
win & Associates, Plymouth, MI. "If you 
have a selling machine with only fair pro-
duction, or great production but no cost 
control, there will be problems." 

Taylor, while admitting she's a revenue 
generator, also advises caution on one-way 
thinking. "Generating revenues is the 
fastest way to add to the bottom line, but 
you need to make sure you're not just 
making a sale. It has to be profitable." 

— Information provided by The Owners' 
Network, a program created by JP Horizons, 

Inc. and sponsored by Weed Man. Visit the 
Web site www.ownersl .com or call 

877/574-5267. 

inside the owner's head 

revenue vs. expenses! 

http://www.ownersl


Check out these features that set the Dixie Chopper apart! 

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

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

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

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

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

r u i s i r n i m n n r n m mm m s ss m ssm= xas r-xmt s_r l / M I L Ü I I I / I Ë imn 
The Worlds Fastest Lawn Mower 
www.dixiechopper.com 

765-CHOPPER 

The World's Fastest Lawn Mower 

http://www.dixiechopper.com


BY GARY LASCALEA / GUEST COLUMNIST 

If a guy is f S C i n g to finish 40 lawns in one day, 
would yOl l want to be that 40th lawn? 

Customers are people first 

Some time ago I read that there's not a 
lot of customer loyalty in the lawn care 
business. 

I just don't buy that. 
Our company doesn't lose many cus-

tomers because we don't treat them like 
numbers, concentrating too much on 

volume like some big companies. Proof of this is some 
of the things we do for customers that might seem a 
bit out of the ordinary. 
Don't be afraid to be different 
After the economy took a plunge last year many peo-
ple lost their jobs, including some of our customers. 
We've had longtime customers who, when they lost 
their job, told us they had to cancel our service. We 
didn't let them. Instead, we offered to continue our 
service for free until they got another job. We don't do 
that for all our customers or else we'd go broke. But, 
for a special few, we will. And you wouldn't believe 
what kind of loyalty that builds. 

Big companies would never service a customer for 
free, no matter what the circumstances. If you can't pay 
the bill they let you go. They want sales and growth. 
They don't think long-term, about how we're all human 
beings living and working on this earth together. 

Another thing that goes a long way in developing 
customer loyalty is doing some random and unex-
pected nice things for your customers. One time, a 
longtime customer asked me to come out and give her 
some advice on her landscape. I have a special relation-
ship with a local florist and I thought, what the heck, 
I'm going to bring some roses to her. Needless to say, 
she was quite surprised. It just made her week. 

Be like the milkman 
When I was a young boy growing up in Cincinnati, 
everyone had a milkman. After awhile, our milkman 
knew everyone in our family, plus the dog and the cat. 
Do you think my dad would have ever fired him? 
Heck no. He wasn't just providing us with milk — he 
knew us and cared about us. 

We tell our employees to get to know their cus-
tomers well, too, and take care of them in any way 
possible. We know they do a quality job because we 
pay them a salary so they're happy and comfortable. If 
we paid them on commission, quality would go out 
the window. If a guy is racing to finish 40 lawns in one 
day, would you want to be that 40th lawn? 

We have customer appreciation parties where our 
customers and employees will mingle and further their 
relationship. If there's a new employee, we'll introduce 
him to a customer and say, "This is who's going to work 
on your lawn." This seems to work well. We have one 
employee who's been with us for seven years named 
Joe who customers will specifically request by name. 

Treat your employees right 
Developing loyalty among employees is important, 
too. When goals aren't achieved, companies want to 
lay employees off. We've never laid anybody off. As 
soon as you lay employees off, you lose their loyalty. 

Make sure to do special things for employees 
who've been with you for a long time. Whether it's in-
creasing vacation time or offering some other perk, we 
always make sure to reward longtime employees so 
their loyalty stays with us. 

— The author is owner of GroGreen, a $2 million lawn 
care company based in Piano, TX. He can 

be reached at 972/578-6600. 

my way 



An innovator in the recreational-vehicle industry is 
getting down to business. Introducing the Professional 
Series Workmobiles" from Polaris". A new team of tough 
and gritty workhorses built specifically for your vocation... 
not your vacation. 

From construction sites to golf courses, landscape jobs 
to government properties, you'll find a full line of vehicles 
ready to dig in and get the job done. Three powerful Utility 
Task Vehicles (UTVs) feature heavy-duty suspension. The 

ATV Pro 4x4 comes equipped with VISCO-LOC' full-time 
4-wheel drive. The Light Utility Hauler 6x6 will take you 
and a payload virtually anywhere while the All-Surface 
Loader' is equipped to handle a multitude of tasks. 

The Polaris Professional Series Workmobiles." 
See your local Polaris Professional Series dealer to 
check out our full line. For your nearest dealer call 
1-800-P0LARIS. Or visit www.polarisindustries.com, 
and click on "Polaris Professional Series." 

P Q L n n i s 
PROFESSIONAL SERIES 

Circle No. 108 

• 2002 Polaris Sales Inc. V" Trademark of Polaris Sales 

It s off to woric we go. 

http://www.polarisindustries.com
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Minnesota passes 
fertilizer bill 
MINNEAPOLIS — Minnesota Gov. 
Jesse Ventura signed bill SF 1555# 

the state bill that regulates use of 
phosphorus lawn fertilizer, into 
law April 29, 2002. Most of the 
bill's provisions go into effect Jan-
uary 1, 2004. See LM story in May 
issue or at www.landscapeman-
agement.net. 

IPIVI mandated for 
all PA schools 
HARRISBURG, PA — Pennsylvania 
Gov. Mark Schweiker signed a bill 
this spring requiring all schools 
within the Commonwealth to 
adopt integrated pest manage-
ment (IPM) plans by Jan. 1, 2003. 
The bill also imposes new pesticide 
notification requirements upon 
the schools. 

DHG acquires 
Express Blower 
CINCINNATI, OH — DHG Corp., the 
parent company of Finn Corp., 
bought the assets of Express 
Blower from Rexius Forest By-Prod-
ucts and formed a new company, 
Express Blower, Inc. Both Finn and 
Express Blower will continue to op-
erate as stand-alone companies 
based in Cincinnati and Eugene, 
OR, respectively. 

Becker Underwood 
now g loba l 
AMES, IA — Becker Underwood, 
Inc., says that the Canada and U.K.-
based MicroGroup Ltd., which it 
acquired in 2000, has now officially 
assumed the Becker Underwood 

continued on page 15 
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ATLANTA — Reserve the weekend of 
Aug. 9-11 and start making your travel 
arrangements for the ALCA 
Maintenance Symposium that 
will be held here. 

Symposium Coordinator 
Steven Glover, CLP, CEO of 
Symbiot Business Group, 
Sandy, UT, has put together an 
ambitious agenda. Event spon-
sors for the event are Husq-
varna and Weed Man. Land-

Steven Glover, 
Symbiot Business Group 

scape Management magazine is the media 
sponsor for the Symposium. 

It begins Friday with ALCA 
certification exams, or join col-
leagues in an afternoon tour of 
the five-acre, 24,000-sq.-ft. fa-
cilities of HighGrove Partners 
northwest of the city. This $ 18 
million landscape company 
(the former Post Landscape 
Group) has offices in both At-
lanta and Charlotte, NC. 

MAINTENANCE SYMPOSIUM SCHEDULE 

Saturday (Aug. 10): 
8-9 a.m. Roger Braswell, 
founder and owner of 
Southern Tree and Land-
scape Company, presents 
"Landscape Maintenance 
in the 21st Century." 

9:15-11:30 a.m. "Sales, Getting the Job 
and Keeping It" covering the following 
topics: 

• "Innovative Selling" by Bill Gordon, 
Signature Landscape, Olathe, KS. 
• "Long-term Contracts" by John 
Allin, CLP, Allin Companies, Erie, PA. 
• "Enhancements and Customer Up-
sales" by Joe Skelton, ASLA, Roswell, 
GA. 

11:45-1 p.m. "Power Lunch" with a 
range of roundtable topics. 
1:15-3:15 p.m. "Pricing it Right" 
covering the following topics: 

• "Using Job Costing" by Scott 
Chatham, ChemLawn and Landscape 
Services, Atlanta. 
• "Pricing for Profit" by Dan Foley, 
CLP, D. Foley Landscape, Inc., Wal-
pole, MA. 

3:30-5:30 p.m. "Building Successful 

Teams" covering these topics: 
• "Using Incentives" by Bill Linci-
come, HighGrove Partners, Atlanta. 
• "Building a Successful Hispanic 
Workforce" by Angelo Mino, Summit 
Consulting, Lenexa, KS. 

5:30-6:30 p.m. Ask the Experts. 

Sunday (Aug. 11): 

8-10 a.m. "Secrets You Need to Know" 
by Tony Bass, Custom Landscapes, 
Bonaire, GA. 
10:15 a.m.-12:15 p.m. "Expanding Your 
Service Lines" covering these topics: 

• "Hazards to Avoid, Why Did it 
Fail?" by Bruce Wilson, Wilson-Oyler 
Group, Thousand Oaks, CA. 
• "How to Move into a New Line Suc-
cessfully" by Mike Senneff, CLP, Plant 
Interscapes, Inc., San Antonio, TX. 

1-5 p.m. Optional semi-
nar, "Owners' Net-
work" by Jim Paluch, 
JP Horizons, Inc., 
Painesville, OH. 

For more informa-
tion or to register, contact ALCA at 
800/395-2522 or visit the Web site 
www.alca.org. 

http://www.alca.org


Canada to overhaul pesticide laws 
OTTAWA, CANADA — A nationwide ban 
on the cosmetic use of pesticides on lawns 
and parks is unlikely, Federal Health Minis-
ter Anne McLellan said earlier this spring. 
She made the statement while announcing 
a bill to overhaul Canada's Pesticide Con-
trol Products Act. ^ 

Canadian 
pesticide history 
1969 Pest Control 
Products Act (PCPA) 
passed 

1987-1994 Several 
different government 
commissions recommend 
pesticide reforms 

1995 Pesticide responsibility moved from 
Agriculture Canada to Health Canada 

1998 Pesticide Advisory Council calls 
for PCPA amendments 

2000 House of Commons Environment 
Committee recommends PCPA overhaul 

2001 Supreme Court upholds Hudson, 
Quebec bylaw banning cosmetic 
pesticide use 

2002 Federal Health Minister Anne 
McLellan announces overhaul of PCPA 

"Our jurisdiction is in relation to 
safety," said McLellan, responding to re-
peated cries within liberal governmental 
circles to phase out all use of pesticides on 
turfgrass for "aesthetic" purposes. "Once 

something is 
deemed to be 

safe, then it is 
up to the 
provinces 
or munici-
palities as 
to how 

that will be used." 
McLellan was referring to the 

June 2001 federal court ruling that upheld 
a pesticide ban by the community of Hud-
son, Quebec, Province. (In a similar case 
10 years ago, the U.S. Supreme Court 
ruled that the small community of Wau-
conda, IL, didn't have that right.) 

McLellan said that amendments to 
Canada's federal pesticide act will call for 
the scientific assessments of pesticides, par-
ticularly as they may affect children and 
pregnant women. The amendments would 
also require an automatic review of pesti-
cides after 15 years, more inspections and 
higher fines for violations, according to re-
ports from the Canada press. 
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continued from page 14 
name. "This consolidation further 
leverages the synergies between 
locations and products within a 
truly global entity," says CEO 
Roger Underwood. 

BlueBi rd closes 
Denver p lant 
CLEVELAND — BlueBird Interna-
tional, a division of Husqvarna Turf 
Care Company, closed its opera-
tion in Denver and is consolidating 
manufacturing in Beatrice, NB. The 
Beatrice plant, which now makes 
commercial mowers, will be mak-
ing aerators, dethatchers, seeders, 
sod cutters, stump grinders, lawn 
vacuum systems and engine lifts 
when the move is complete. 

FMC Corp. unifies 
customer service 
PHILADELPHIA — FMC Corp. has 
consolidated the customer service 
functions for its Agricultural and 
Specialty Products Business sectors. 
The result will be expanded hours 
and more customer service reps. 

CLIP Conference 
set at B W I 
IJAMSVILLE, MD — The 13th An-
nual CLIP Users' Conference, 
"Ready, Aim, Fire!", will be held at 
the Baltimore/Washington Interna-
tional Marriott, Baltimore, MD, 
Nov. 19-22. Features of the confer-
ence include industry-leading 
speakers, roundtable discussions, 
one-on-one CLIP instruction, 
hands-on business workshops and 
more. Contact Karen Paulik at 
800/635-8485, ext. 306, or visit 
www.dip.com. 

Free CD targets longhorned beetle 
LISLE, IL — The Morton Arboretum is offering a computer-based training tool to aid 
in the early detection of the Asian longhorned beede. Funded by a grant from the 
U.S. Department of Agriculture Forest Service, the tool helps landscape profession-
als and others in the Green Industry spot the beedes early and take steps to remove 
the threat. 

The Arboretum has already distributed the CD to a number of professional 
groups, including everyone who attended Chicago's 2002 Greening Symposium. The 
training program is appropriate for both summary presentations and in-depth study. 

For more information, contact the Morton Arboretum at ALB@mortonarb.org or 
visit the Web site www.mortonarb.org Green Industry pros can receive a free copy 
while supplies last. 

http://www.dip.com
mailto:ALB@mortonarb.org
http://www.mortonarb.org
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Homeowners buying pro mowers 
Modernization continues at 
mower-producing KMA plant 

Iowa turf pros develop 
phosphorus policy 
US LE, IL — The issue of phosphorus in 
waterways (see pg. 18 in the May '02 
LM] is causing turfgrass professionals 
around the country to reassess their use 
of phosphorus-containing fertilizers. 

John Ausen, CGCS, Hyperion 
Field Club, reports in the May issue of 
The Reporter, the monthly publication 
of the Iowa Golf Course Superinten-
dents Association, that the state's lead-
ing turfgrass groups are agreeing to 
limit use of phosphorus when: 

• a soil test by a state certified labo-
ratory indicates that levels of available 
phosphorus in the soil are insufficient to 
support healthy turf growth, 

• deemed necessary by a licensed 
applicator, in their professional opin-
ion or otherwise limited by the manu-
facturer's product line, 

• the property owner is first estab-
lishing turf via seed or sod during the 
first growing year, or 

• using organic turf fertilizers de-
rived primarily from animal or com-
post waste that doesn't exceed a 
natural phosphorus content of 2% 
by weight. 

ATLANTA, GA — Sales of zero-turn com-
mercial mowers keep climbing. This past 
year, about 115,000 riding rotary mowers 
were sold, most of them zero-turns. 

Not all of them are going to contractors 
or other landscape professionals, not by a 
long shot. Many — including expensive 
high-production models — are now being 
purchased by homeowners. That fact did-
n't go unnoticed by Kubota, which began 
manufacturing its ZD-Series last year. 

Magazine editors saw just how these 
units are produced during a tour of the 
Kubota Manufacturing America (KMA) 

plant north of here in May. 
The KMA plant, which has 
undergone 10 expansions 
since it began operations in 
1988, also builds front 
loaders, backhoes, lawn & 
garden tractors, and sub-
compact tractors. Its 
newest entry into the sub-
compact category is the BX 
22, a beefed up four-wheel 
drive unit equipped with a 
six-ft. backhoe and front 
loader. 

Like the ZD-Series mowers, the BX 
22 (described by a Kubota market man-
ager as "the ultimate Swiss army-type 
tractor") is most popular with homeown-
ers. It's also being targeted for rental yards 
and at smaller landscape companies seek-
ing a lot of versatility at a reasonable 
price. 

"The green side has really started to 
take off," said Juichi "John" Shiraishi, presi-
dent of KMA, who met with and accom-
panied the editors on the factory tour. "We 
perceive our future and our growth to be 
on the green side." 

syngenta 

Simply lasts the longest. 
Among all broad-spectrum preventive fungicides, Heritage® is the longest-lasting. It works 
up to 28 days to prevent brown patch and most landscape ornamental diseases. That means 
fewer applications. And more time for everything else. 

www.syngentaprofessionalproducts.com 

Important: Always read and folow label instructions before buying or using this product. 02002 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. 
Heritage" and the Syngenta logo are trademarks of a Syngenta Group Company 

Circle 109 
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Sod is fine, but it's no Princess. 
Princess-77 rules the bermuda grass kingdom. It will cost you a fraction of what you'd pay for sod, and it's 

the first and only true hybrid bermuda grass available from seed. It's manageable at 3/16 inch, uses one 

third less water than the most widely used vegetative bermuda, loves the full sun yet excels 

in the shade and provides excellent spring density. Now that's ruling with authority. 

To learn more about the aggressive and beautiful Princess-77, call Pennington Seed. 

1 800 286 6100, Ext. 281 • sportturf@penningtonseed.com • www.penningtonseed.com 

mailto:sportturf@penningtonseed.com
http://www.penningtonseed.com


PRINCESS-77 
Hybrid Bermudagrass 
Cynodon Dactylon 

Plant Breeder: Dr. Arden Baltensperger, 
Experimental Designation - FMC 77 

Certified Princess'77 bermudagrass is the world's first dense, fine textured hybrid bermudagrass variety 
to be available in seeded form. Princess '77 is a very dense, dark green, fine textured hybrid 
bermudagrass that can be established from seed. It is the product of two self-sterile clones that are 
established vegetatively in certified production fields. Rated #4 out of 29 seeded and vegetative varieties 
and #2 out of 18 varieties tested in the National Bermudagrass Test - 1997 (NTEP No. 01-5). 

Characteristics: 

• Higher overall turf quality than all commercial 
seeded varieties in U.S. and international tests 

• Dark green color, medium fine leaf texture 
• High leaf density 
• Moderate spring green up and fall color retention 
• Good drought tolerance 
• Requires 29% less water than Tif 419 
• Better divot recovery than Tif 419 
• Excellent winter color retention 

Recommended Use: 

Golf Courses (fairways and tees), Sports Turf, Parks, Home Lawns 

Climatic Zones. 8 ,9 , 10, 11, 12 (may not be adaptable to all areas within each climatic zone) 

Establishment & Maintenance: 
Under ideal conditions, germination may begin within 7 days. After 14 to 21 days for full germination. 
Mowing may begin when grass is 1/3 taller than desired mowing height. It is recommended that no more 
than 1/3 of the leaf blade be removed per mowing. 
Winter overseeding may be done for year round green color, but is generally not recommended on turf less 
than 6 to 8 months old. 

This is a dense hybrid - periodical verticutting may be required under high maintenance conditions. 

Seeding Rates: All applications 1 to 2 lbs./l000 sq.ft. 



Tree worker receives national safety award 
An employee of Swingle Tree 
& Lawn Care won one of three 
National Arborist Association 
Safety Awards for saving the 
life of a co-worker. 

Derek Stroden, supervi 
sor in Swingle's Enhance-
ment Services division, 
helped co-worker 
Robert Sasser 
escape a 
swarm of 
bees that 
attacked 
him after 
he cut into 
their nest while 
attempting to re-

move a tree limb. Stroden 
slowly lowered the bucket 

Sasser was standing in, but 
Sasser panicked while he 
was still ten feet off the 
ground and attempted 

to jump out of the 
bucket. He was still in 

his safety har-
ness, however, 

so Stroden 
stood un-
derneath 
him so he 
could put 

his feet on 
Stroden's shoul-
ders and undo 

the harness. The two men 
then ran for cover in the cus-
tomer's house. 

Stroden had minimal stings, 
but Sasser had many all over 
his body, including 16 on his 
head. 

"Derek's regard for safety 
and his reaction to saving his 
co-worker's life is a tremen-
dous acknowledgement to him 
and our internal dedication to 
safety," said Tom Tolkacz, 
president of Swingle. 

• Sign up for the Green 
Star Professional Grounds 
Management Awards 2002 
• Read biographies of LM 
staffers 

M O N E Y 

Save Big. 
Hire a Professional Irrigation Consultant 
Independent irrigation consultants can help you save water, 
energy and money by applying their knowledge and experience 
to the efficient and effective design of irrigation systems. 
Find out how much by contacting a member of the 
American Society of Irrigation Consultants. 

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

WHAT'S NEW ON-LINE 

• Features from the 
May issue of LM 
• LM Week in Review 
• The latest Green 
Industry news 

ENERGY 

msnn 

http://WWW.ASIC.ORG
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Howdy pardnerf let's do business 
GLEN VIEW, IL — Autumn Tree 
Care Experts of Glenview 
knows how to turn a fun time 
into a sales and marketing op-
portunity. 

Case in point: the April 
Spring Fling held at company 
headquarters for the Illinois 
Landscape Contractors Associ-
ation (ILCA). The event drew 
more than 140 attendees. 

Autumn Tree converted its 
industrial office space into a 
western hoedown complete 
with fence posts, barn doors, 
and mountain range backdrops. 
The casual setting lent itself 
well to putting guests at ease, 

opening the door for friendly 
conversations and relationship 
building opportunities. 

Autumn Tree vice president 
Dan Klindera said the tree care 
company invested upwards of 
$10,000 from its marketing 
budget into the Spring Fling 
sponsorship this year. 

He added that he believes 
the investment was well 
worth it, noting that over 
time, friendships established 
at the event will likely result 
in client relationships for Au-
tumn Tree and other busi-
nesses and individual consul-
tants in attendance. 

North America's 
Largest Lawn Care 

Franchise Company! 
• Ranked #1 in Lawn Care 

Franchise Satisfaction Rankings, 
SUCCESS magazine* 

• Systems that will increase 
profits and efficiency 

• Network of dealers provide 
a wealth of information 

• Protected territory enables you 
to market efficiently 

• In depth training permits 
rapid integration 

• Leaders in the industry will help 
mentor and grow your business 

2001-2002 projected sales 

1-888-321-9333 • w w w . w e e d - m a n . c o m 
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"People came early and 
stayed late, and, overall, we 
think it was a sound invest-
ment of our marketing dollars," 
Klindera said. 

"It just goes to show you 
that sales and marketing efforts 
don't always have to be strictly 
advertising-based, or direct 
mail pieces. Relationships are 
the most valuable marketing 
tool we have." 

Most of the 140 attendees 
were landscape architects and 
contractors. Others included 
industry vendors, individual 
tree care consultants, and prop-
erty management officials. 

Among those "working the 
crowd" were Mariani Land-
scape of Lake Bluff, IL, Christy 
Webber, a Chicago-based land-
scapes Mindy Maggio of Coro-
mandel Home Owner's Associ-
ation, Hendricksen, the Care of 
Trees of Chicago, and Bartlett 
Tree Experts of Ohio. 

Contact Autumn Tree Care 
Experts at 847/729-1963, or 
visit the Web site at www.au-
tumntree.com 

People St 

Seed 
Research of 
Oregon's Mike 
Robinson 
stepped down as 
president to 

become director of interna-
tional sales and marketing. 

Textron Golf, Turf & 
Specialty Products 
appointed Steve Chicken 
managing director and 
Michael Vickers vice 
president of engineering — 
Turf Products. 

J. R. Simplot Company 
named M. Vincent (Vince) 
Restucci director of Sim-
plot Marketing Solutions. 

Syngenta Crop 
Protection named Bill 
Lewis vice president of its 
professional products busi-
ness unit and regional busi-
ness group, Steve Ligon 
vice president, national ac-
count management, and 
Rob Neill vice president, 
marketing. 

Dow AgroSciences LLC 
promoted Fred Pretzer to 
technical accounts manager 
covering the western U.S. 

L.R. Nelson Corp. named 
Douglas Ramsdale 
president of its turf 
business unit. 

http://www.weed-man.com


800-285-7227 
www. expressblo wer. com 

The revolutionary and patented seeding system on the Express Blower 
is unlike anything you have ever experienced. Seed a lawn, a slope, 
a berm, a rooftop terrace, or even a riverbank - all in one easy calibrated 
process. Call us today and ask how an Express Blower truck can increase 
the profitability of your business. 

Cypress Mower 
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WIN WITH 

Progressive Atlanta company devises 
a proactive strategy to keep customers 
from drying up 
B Y R O N H A L L / E D I T O R - I N - C H I E F 

The aging rocker 
twisted and wailed 
on the outdoor stage 
as an exuberant 
knot of adolescents 
slid baseball-style in 
a gummy bog they 

had created. Ahh, the sweet 
smell of a rock & rap concert: 
sweat, mud and spilled beer. 

The 3.5 inches of rain re-
leased onto the revelers during 
the weekend rockfest provided 
only temporary relief to the 
area's lingering water shortage. 
Pulsating, expanding Atlanta 
metro, with its four million 
people clustered in a ring of 20 
surrounding north Georgia 
counties, is sucking up the 
area's fresh water supply. 

The water shortage also 
has the potential to threaten 
Atlanta's reputation as one of 
the nation's most attractive 
and progressively landscaped 
regions. 

The 100-plus communities 
within the metro area are 
working (often, it seems, at 
cross purposes) to make every 
last drop of water count. It's a 
challenge the Green Industry 
— here as well as elsewhere — 
can help them face. 

Meeting the challenge 
Indeed, the lingering water 
shortages in the Adanta mar-
ket have caused landscape 
companies like The Morrell 
Group, a division of Omni Fa-



cility Services, Inc., to focus 
more intensely on installing, 
maintaining and managing effi-
cient irrigation systems. They, 
like increasing numbers of 
landscape companies across 
the nation, must deal with 
landscape watering restrictions 
that differ from community 
to community. 

But, the way the Morrell 
Group managers see it, 
droughts create opportunities 
as well as challenges for enter-
prising landscape firms. 

Over a recent breakfast in a 
packed country-style restaurant 
just north of Atlanta, they 
shared their thoughts on deal-
ing with ongoing water woes. 
Meeting LM behind plates of 
grits and eggs and cups of 
steaming coffee were: 

• Atlanta regional manager 
Kirk Talgo, who oversees three 
operations managers and three 
field supervisors, 

• Irrigation Director Bert 
Wood, CLI, responsible for one 
operations manager and five 
service crews; 

• water management 
director Bill Beckley, who su-
pervises three technicians; and 

• business development di-
rector Bart Parker 

As the managers' tides 
suggest, their company takes 
a multilayered approach in 
promoting efficient landscape 
irrigation. 

"Our entire company has to 
be focused on what's going on, 
starting with the designers pro-
viding designs with native and 

drought-tolerant material, our 
maintenance group that han-
dles just about everything on a 
site, and all the rest of us," says 
Parker. "Otherwise, we're de-
feating our purpose as a land-
scape company." 

As always in landscape 
maintenance, the employees 
with the most contact with 
each property are the crew 
members who, as part of their 
duties, monitor the effective-
ness of each site's irrigation. 

"We are the ones who are 
actually managing the irrigation 
systems on a prop-
erty," says regional 
manager Talgo. "We 
set the clocks and 
make minor repairs if 
we can. We also have 
to keep track of the re-
strictions from one area 
to another because they 
vary depending on the 
location of the properties. ^ 

"A lot of the irrigation 
systems are 10 to 15 
years old and we some-
times have Bert (Wood) 
and Bill (Beckley) come in 
and make these systems as 
efficient as we can make 
them, either with a redesign 
or going to other water 
sources," says Talgo. 

Irrigation director Wood 
provides the second level of 
service when a client's irriga-
tion needs attention. The third 
level is provided by water man-
agement director Beckley, who 
gets the call when a customer's 
irrigation needs exceed the ca-

Landscape industry assists 
with Florida BMPs 
B Y H E R M A N " G E N E " Y E A R T Y 
Preventing non-point source water pollution involves more 
than just state-of-the-art storm water management systems. 
Reducing urban landscape pollution of water resources re-
quires wise landscape management, pollution source controls 
and a great deal of public education. 

It used to be that when we talked about Best Manage-
ment Practices (BMPs) that would reduce pollution of surface 
and groundwater by stormwater runoff, the implication was 
that agriculture industry practices needed better manage-
ment. But that's all changing. Residential and commercial 

landscapes, sports fields, recre-
ational grounds and other urban 
landscapes have been identified 
as the largest crop in the State of 
Florida, covering more than an 
estimated 4.5 million acres. 

Minimizing excess nutrients 
and other pollutants carried in 
stormwater runoff that make 
their way into surface water is 
a challenging task. Excess nu-
trients include fertilizers, grass 
clippings, plant debris and 
phosphorus bound up in soil. 
Other pollutants are pesti-
cides and even the drops of 
oil from your automobile 

engine. Despite the fact that Florida 
boasts more stormwater treatment systems than any other 
state in the nation and upholds some of the nation's most 
stringent water quality permitting regulations, pollution 
caused by excess nutrients and other pollutants carried by 
stormwater remains the greatest threat to Florida's ground 
and surface waters. 

It's the law 
After the drought conditions and mandatory water use re-
strictions of the late 1980s, the state legislature enacted a law 
(373.185.F.S.) in 1991 that required the state's five water man-

continued on page 24 



continued from page 23 
agement districts to encourage local governments to pass 
landscape ordinances to eliminate pollution and conserve 
water resources. As a result of state stormwater rules and reg-
ulations that are now citing communities as the source of sur-
face water pollution — not to mention the drought of 2001 
— local governments are enacting ordinances. 

To implement urban landscaping BMPs at a statewide 
level, representatives from the landscaping industry, state 
agencies and universities, water management districts and en-
vironmental interests have developed a manual, as well as a 
Model Landscaping Ordinance. The manual, "Florida Green 
Industries' Landscaping Best Management Practices for Protec-
tion of Water Resources in Florida," and the new model ordi-
nance address both traditional and Xeriscape landscapes. 

Lef s base decisions on science 
The Model Landscape Ordinance will assist local governments 
in developing a sound, science-based program. It contains lan-
guage that local governments may adopt as is or modify. 

It's estimated that more than 100,000 Florida landscape 
maintenance providers will be impacted by implementing 
urban landscape best management practices. To train the 
small independent landscape providers, the model ordinance 
contains proposed language that urges local governments to 
require these businesses to provide proof of training by either 
the extension sen/ice or through a professional organization 
in order to obtain an occupational license. Continuing educa-
tion will be required annually in order to renew their license. 

The author is a former pest control business owner who lives in 
Jacksonville, FL, and assisted in developing the BMPs. 

pabilities of other company re-
sources. Often, the customer is 
having trouble getting enough 
water for the landscape. Beck-
ley, an expert on computerized 
systems like the Rain Bird 
Maxi-Com, often proposes al-
ternative water sources, system 
modifications or management 
plans that can save owners of 
large properties up to $1 mil-
lion a year in water costs. 

The Morrell Group, 
a division of Omni Facility Services 

The Omni team approach: Pictured from I to r: Bert 
Wood, Kirk Talgo and Bill Beckley of The Morrell Group 

Established: 1989 by George Morrell as a full service 
landscape provider 

Purchased: Dec. 1999 by Omni Facility Sen/ices, Inc. 

Locations: Atlanta; Destin, FL; Bessemer, AL 

2001 sales: $23 million 

"Upgrading an irrigation sys-
tem is almost always a wise in-
vestment considering how 
much money some of these 
properties have invested in 
their landscapes," explains 
Beckley. "Some property man-
agement companies understand 
that and some don't." 

The problem, Beckley be-
lieves, is tied to customers' per-
ceptions of the role of irrigation 

"The irrigation system is 
hardly ever treated as a cru-
cial piece of a property's in-
frastructure or a utility, with 
some exceptions," he ex-
plains. "Usually, it's treated as 
a support system for the land-
scaping, not as a higher level 
of engineering." 

Irrigation director Wood 
agrees that many property 
managers are unaware of the 
latest irrigation technology that 
could greatly benefit their 
properties as well as save water. 
For instance, most properties 

are still watered with systems 
operated by manual or older 
electro-mechanical clocks. The 
tendency is to overwater rather 
than underwater with systems 
that rely heavily upon human 
judgement, he says. "People 
want to make sure the land-
scape stays green." 

By contrast, a computerized 
system with digital controls has 
the ability to report real-time 
operations to an irrigation man-
ager. Adjustments can easily be 
made through a computer 

continued on page 26 



O T H E R P R E E M E R G E N T S TALK A LOT ABOUT CRABGRASS. 

W I T H PENDULUM, IT NEVER COMES UP 

PROFESSIONAL Pendu lum herbicide consistently controls 
TURF 1 

crabgrass better than other preemergent 
herbicides.* What more can we say? 
How about Pendu lum controls costs better, 

too, to offer you far greater value. It also controls a broader 
spectrum of weeds than any other preemergent—more than 
40 grassy and broadleaf weeds, such as oxalis and spurge, 
in all. Plus, Pendu lum comes in granular and liquid 
formulations, and BASF pendimethalin is available on fertilizer 
from Scotts and Helena, for maximum application flexibility. 

With Pendulum, there's just so much more to talk about than 
crabgrass. To learn more about why everyone's talking about 
Pendulum, call 1 -800-545-9525 or visit www.turffocts.com. 
Always read and follow label directions. 

W E DON'T MAKE T H E TURF. W E MAKE IT BETTER. 

B A S F 
C i r c l e N o . 1 1 4 

http://www.turffocts.com


Conservation efforts 
bring rewards 

to installing such a system, they 
also have to make a commit-
ment to hiring a knowledgeable 
person to manage and use it to 
its full potential. 

"If they don't, it's like buy-
ing a Ferrari and driving it up 
your driveway to get the mail 
and then back into your 
garage," he says. 

Technology is 
just part of the 

answer to water 
conservation. 

Not just technology 
Technology is just part of the 
answer. Taking a more active 
role in shaping customer 
water use habits and helping 
mold water regulations are 
other parts. 

Modern irrigation systems keep 
landscapes healthy without 

wasting precious water. 

Being recognized as a company that provides exceptional 
service to clients in spite of scarce water resources is good 
business. Las Vegas-based Yards 'R' Us Landscape Services, a 
J.R. LandCare Group company, promotes this expertise. 

This past year, the 
Southern Nevada 
Water Authority 
(SNWA) honored the 
company with special 
awards for the main-
tenance it provides to 
two beautiful, water-
efficient landscapes. 

"Being recognized 
for these projects 
pumped us up. It 
was a big morale 

booster within the company," says President Rob Diaz, who 
operates the company with his wife, Joyanna. "I think it 
builds credibility with our customers, too." 

The seven-year-old company maintains a 24-hour irriga-
tion hotline for its customers. "An emergency is any kind of 
running water," explains Diaz. "We're always on call to get 
the water turned off." 

He says his company prides itself on educating customers 
on proper irrigation and on the importance of following the 
SNWA's stringent water regulations. 

continued from page 24 

monitor or hand-held unit. 
These sophisticated tools take 
the guesswork out of irrigation, 
including optimizing zone irri-
gation and efficiendy watering 
areas of a landscape that have 
different moisture needs. 

"Basically, it's like the differ-
ence between the AM radio in 
your '66 Olds with its two 
knobs and today's car audio 

system with its 20 different 
preset stations, auto seeking 
and all the other modem fea-
tures," says Beckley. 

As impressive as this tech-
nology is, people are still in 
control, Beckley admits. "It 
takes a person with horticul-
ture, mechanical and computer 
knowledge to operate it," he 
says. Once a property owner or 
manager makes a commitment 

Wood, who also serves as 
president of the Ad an ta Chap-
ter of the Irrigation Associa-
tion, says that government 
agencies are quick to imple-
ment watering restrictions be-
cause they don't fully compre-
hend the importance of 
attractive and healthy land-
scapes. Healthy, attractive 
landscapes are a key factor in a 
marketplace's economy. 

This is particularly true of 
Atlanta, headquarters of 14 
"Fortune 500" companies and 
dozens of other national 
companies. 

Wood says that a group 
Green Industry professional-
have been meeting at the Ag 
Extension Office in Griffin, 
GA, to stay abreast of water 
the water issue. 

"We chose to become in-
volved and find out for ourselves 
and have some ability to provide 
input," he explained, LM 



MM I hate peanut shells." 
Leaves and grass clippings are nothing. You 
want tough? Clean up the 10 tons of trash 
and peanut shells that 75,000 screaming fans 
leave behind-and do it in just 13 hours. 
That's what Gary Mason and his crew do 
every three days, more than 100 times a year. 

Do you have a STIHL Story? Call 1 800 586 4717 

So they rely on the BR 420C Magnum-16 of 
them, actually. Gary says, "They're lightweight, 
powerful, and run longer than any other 
blower." It's the best all-around blower he's 
used. And after 6,000 times around the stadium 

a year, he should know. 
1 800 GO STIHL www.stihlusa.com 

STIHL 

http://www.stihlusa.com
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m e t h i n g ^ h i d e o u s i s w h e n 
r l y s t a g e s of u g l y . 

Want season-long contro l o f 
disgusting, tur f -damaging grubs? 

Tlit* proven performance o f MACH 2* 
specialty insecticide provides superior, 

broad-spectrum control. Its wide window 
of appl icat ion al lows y ou to treat 

grubs through the second instar — and 
there's no need for immediate* irrigation. 

v I nheatahle control. Gorgequs turf. £ Tilings 
are looking ^better all the time. 

ALWAYS C O M E S THROUGH. 
A L L S E A S O N L O N G . MACH 2 

Specialty Insecticide 

w w w . d o w a g r o . c o m / t u r f 1 - 8 0 0 - 2 5 5 - 3 7 2 6 A l w a y s read a n d 
fo l low label direct ions. ' T r a d e m a r k of D o w AgroSc iences LLC 

^ I)w\ AgroSciences 

http://www.dowagro.com/turf


Business plan basics 

Most owners of a 
small enterprise 
will tell you they 
understand their 
business. They'll 
tell you that 
they've filled every 

position and performed every task. They 
think they have a clear picture of how to 
continually improve their business. While 
this sort of talk might convince the owner 
that he knows his business, it doesn't nec-
essarily mean that he does. The world is 
filled with intelligent, hard-working and 
committed people who are prepared to 
perform essential tasks for their business, 
yet fail to build a successful one. 

Understanding your business isn't easy. 
Instead of "winging it," formalize the 
methodology by which you look at your 
business. In the book, "The Book of Sur-
vival," author Anthony Greenbank wrote: 
"To live through an impossible situation, 
you don't need the reflexes of a Grand 
Prix driver, the muscles of Hercules, the 
mind of Einstein. You simply need to 
know what to do." 

Involve all key people 
with your plan. 

Your easy-to-follow road map for 

building short- and long-term success 

in the Green Industry 

B Y R O G E R M O N G E O N 

Build your own plan 
"Knowing what to do" is called a business 
plan. It's a process that allows owners and 
managers to understand how to deploy the 
business's capital, labor and intellectual 
property in the most efficient manner to 
ensure its short- and long-term prosperity. 

A business plan: 
• provides owners and employees with 

a clear sense of purpose and direction. Ob-
jectives are better defined and understood 
within the context of the total business. 
We've all heard of the manager who, in 
his quest to increase production, forgoes 
customer service, or vice versa. It's diffi-
cult to motivate employees when an ob-
jective isn't defined within the context of 
the total business. You'll be amazed by 
your employees' positive response to ob-

jectives they might 
not agree with when 
those objectives are 
defined within the 
total business. 

• provides a yard-
stick for future per-
formance. This helps 
the manager better 
identify strengths and 
weaknesses. During 
execution, that yard-
stick will form the 

basis for determining success and providing 
critical feedback to employees. 

• allows owners and employees to turn 
the page on past performance and makes 
them focus on the future, while using past 
performance as a guideline. After a bad 
year, there's nothing better for your em-
ployees' moral than the establishment of 
new objectives coupled with a solid plan to 
achieve those objectives. 

It's okay to be aggressive 
when formulating a 

long-term plan. 

Remember that a business plan isn't a 
budget, but all business plans should have a 
detailed budget. This will allow the owner 
to understand the financial performance of 
his business by providing month-by-month 
profit and loss and cash flow projections 
crucial to the survival of the business. 

Also, a long-term plan should be in-
cluded in a business plan. While a short-
term business plan should be realistic, it's 
okay to be aggressive when formulating a 
long-term plan. This will crystallize the 
business's vision and show long-term com-

continued on page 32 
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Available All ison 
Transmission 

15,300 LBS. ONE TRIP. 

Silverado" HD. Most towing capacity of any heavy-duty pickup* with the available 340-hp Big Block 

Vortec" V8 with 455 Ib.-ft. torque. 15,100-lb. towing capacity with the available Duramax Diesel and Allison* 

1000 five-speed automatic with 300 hp, 520 Ib.-ft. torque. From Chevy. The most dependable, 

longest-lasting trucks on the road.1 877-THE TRUCK or chevy.com/silverado 

SILVERADO HD 

All claims exclude other G M vehicles. ' M a x i m u m trailer ratings are calculated assuming a properly equ ipped base vehicle plus driver S e e The C h e v y Trailering G u i d e for details. 
tDependabi l i ty based on longevity: 1 9 8 1 - J u l y 2 0 0 0 full-line light-duty truck c o m p a n y registrations Excludes other G M divisions, c 2 0 0 2 G M C o r p . Buckle up, Amer ica ! 



5 steps to a business plan 
1. Allow for a minimum of three consecutive days of intense discussions. 

2. Involve everybody who has direct responsibility and accountability for the 
business's performance. 

3. Prepare well. Appoint the appropriate persons to ensure that all of the 
information required in your business plan, including past company 
performance, is available prior to the start of the meeting. 

4. Evaluate alternatives, discuss new ideas, and get consensus or, more 
importantly, "buy-in" from everybody. 

5. Stress the process's importance. Participants need to be focused, so, except 
for emergencies, there should be no interruptions, including phone calls. 

to showing commitment to the business 
and the process. It will also allow for final 
decisions to be made. 

Evaluate alternatives, discuss new ideas, 
and get consensus or, more importandy, 
"buy-in" from everybody. Because past per-
formance is a key component to the discus-
sion, prepare well. What a waste to have 
four or five managers sitting in a room 
watching somebody spend 10 minutes cal-
culating last year's closing rate on quotes; 
this will de-energize and frustrate the par-
ticipants. Highlight the information re-
quired in your business plan and appoint 
the appropriate persons to ensure that all 
of the information is available prior to the 

start of the meeting. 
Stress the process's im-

portance. Participants need 
to be focused, so, except for 
emergencies, there should be 
no interruptions, including 
phone calls. 

continued from page 30 

mitment by its owner, which may increase 
a company's employee retention rate and 
its ability to attract strong leaders. 

Here's how you do it 
How do you build a business plan? 

Select a date and time to talk about it. 
Allow for a minimum of three consecutive 
days of intense discussions. Choose a period 
near the end of your fiscal year when there's 
not as much going on at your business. 

Involve everybody who has direct re-
sponsibility and accountability for the busi-
ness's performance, especially the presi-
dent/owner whose participation is essential 

Appoint team members to 
gather information that 
you'll need for the plan. 

A plan to drive your 
company 
One mistake many compa-
nies make is to assume their 
budget is their business plan. 

They tend to go through the process to 
generate numbers, which puts more em-
phasis on generating numbers as opposed 
to encouraging discussion, generating ideas 
and understanding their business. A busi-
ness plan isn't a budget, but use the busi-
ness plan to generate a budget to create a 
solid foundation for your business's finan-
cial performance. 

Take this example: Some companies 
project their current year revenue by ap-
plying the percent increase of last year's 
revenue. If a company generated sales of 
$500,000, a 15% increase over the previ-
ous year, it would assume it would main-
tain its growth rate and generate sales of 
$575,000 the next year. This methodology 
will do nothing for your business. In fact, it 
could harm your company. The reason is 
that objectives in this example are gener-
ated from projections based on accounting, 
not ideas. It's difficult to get employees to 
buy in to this approach, and the result may 
be lower moral. 

Get a consensus or, 
more importantly, a 

buy-in from everybody. 
A better way to go about creating a 

business plan is to use a systematic 
method, which my company, Weed Man, 
calls zero base planning. In this example, 
I'm assuming that your company has al-
ready established its target market. Once 
you identify your target, look at how you 
generate customers. Examples are renew-
ing existing customers, soliciting old cus-
tomers and old leads, generating new leads 
from a direct mail campaign or a telemar-
keting campaign, and others. Then, look at 
each category individually and understand 
how you can affect performance. 



Scrutinize your data 
When Weed Man chooses to tap in to its 
old customer file to generate customers, we 
look at three indicators: the number of 
files, contact rate percentage and closing 
rate percentage. You need to have systems 
in place to provide historical data of your 

Evaluate alternatives and 
discuss new ideas. 

company's perfor-
mance in relation to 
those indicators. 

In your formal 
business plan, you 
should keep four 
years of data. That 
data will allow you 
to answer questions 
like, "Why is last 

year's contact rate 10% lower than the 
previous year's?" The answer could lead 
to a plan to increase the old customer 
file's integrity or to review the sales staff s 
performance. 

After reviewing each indicator and 
making sure you have a solid execution 

plan, you can calculate the number of cus-
tomers that will be generated from tapping 
old customer files. A company with 2,000 
old clients, an 80% contact rate and a 10% 
closing rate will generate 160 customers. 

You also need to discuss your pricing 
for both basic programs and add-on ser-
vices. Make sure you understand market 
pressures and your position within that 
market in relation to your target market. 
Once you've established pricing, you can 
calculate income from sales for each cate-
gory. This process needs to be applied to 
every cost category, lm 

— The author is chief executive officer of 
Turf Holdings IncAVeed Man. He can be 

reached at 416/269-5754. 

BRILL IANT 
That's One Way to Describe 
Our Fountain Glov System. 
With the Fountain Glo" underwater lighting system, 
Otterbine Aerating Fountains keep captivating onlookers 
even at night. Add colored lenses and light sequencers 
to any Otterbine Aerator or Fountain, and you've got 
the perfect mood enhancer. Plus, a Fountain Glo lighting 
system adds value and security to any property. 

For over 50 years, Otterbine has been improving water 
quality and creating striking displays. We also offer world-
wide distribution and service, 24-rxxjr design turnaround 
and a complete line of pond and lake management products 
including: 

« Aerating Fountains 
Industrial Surface and Sub Surface Aerators 

• Giant and Instant Fountains 
• Fountain Glo Underwater Lighting 

For a pond and lake management 
CD-ROM, free site evaluation or 
Otterbine product information, 
call 1 - 8 0 0 - A E R 8 T E R , 
6 1 0 - 9 6 5 - 6 0 1 8 or visit 

www.otterbine.com. 
Product leasing available. 

Circle 117 

http://www.otterbine.com


Landscape service 
entrepreneurs find 
a growing number 
off franchisers eager 
to show them how 
to become a player 

B Y J A M E S E . G U Y E T T E 

revival 
In 1962, each U.S. resident ate 

four lbs. of french fries annu-
ally. Today, each of us, on aver-
age, eats 33 lbs. of french fries. 
This is one impact of McFran-
chising on our McWorld. Sev-
eral Green Industry companies 

want to make a similar impact by franchis-
ing lawn care/maintenance services. 

Franchising's impact on our economy is 
incredible. The U.S. Small Business Ad-
mistration says 38% of all 2000 retail sales 
in the U.S. were generated by franchises — 
and the numbers keep rising. Some Green 

Industry experts suggest that, by 2010, 
franchising will account for almost half of 
the lawn care marketplace. That might be 
a stretch considering there are only less 
than 10 major franchise firms serving the 
professional landscape and lawn care man-
agement industry today. 

Nobody, however, disputes that fran-
chising within the industry will grow. 

"Franchising is going to be an important 
element in the Green Industry as it moves 
forward," says Jim Miller, director of franchis-
ing for Scotts LawnService, Marysville, OH. 

continued on page 36 



Wipe out mites 
for up to 28 days 

with a single applica-
tion of Floramite® miticide. 

Floramite gives you quick 
knockdown and unparalleled 

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

tough two-spotted spider mites. And 
because Floramite features a unique 
mode of action and highly selective 
activity, it's easy on predacious mites 
and beneficial insects. Economical 
and user friendly, Floramite is safe on 
all kinds of ornamental plants. Get 
control no other miticide can match - up 
to 28 days/all life stages - with 
Floramite. Now registered in all states. 

Floramite SC 
Crompton 

Uniroyal Chemical 
Circle No. 118 

www.cromptoncorp.com 
Floramite is a registered trademark of Uniroyal Chemical. 
C2002 Uniroyal Chemical. 
Always read and follow label directions. REV. 4/02 

http://www.cromptoncorp.com
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The franchise advantage 
Franchising provides a new proprietor or 
prospective entrepreneur with a bank-
friendly business plan, training, proven mar-
keting and horticultural strategies, and a net-
work of professional and personal support. 
Franchising allows a person to own a 
growth-oriented business with-
out making mistakes common to 
most startups. It offers brand-
name recognition, a marketplace 
niche and big-company backing 
while allowing the franchisee to 
retain a sense of independence. 

Not for everyone 
Of course, not everyone can or 
should become a franchisee. 
People that like to run their own show or 
don't like the idea of paying someone a 
percentage of their revenues for support 
they don't think they need probably 
shouldn't hook up with a franchiser. 

Phil Catron touts the 
"natural" program. 

"You're not reinventing the wheel," says 
Janet Keen, co-owner with husband, Bill, of 
a NaturaLawn lawn care franchise in Provi-
dence, RI. "You know what trucks and 
equipment you need, and they give you a 
formula that has been successful." 

Adds NaturaLawn president Phil 
Catron,"If an enterprise is well backed, the 

owner can direct his or her focus 
toward entrepreneurial pursuits 
within a given marketplace or an 
exclusive protected territory. 

"We're not selling jobs; 
we're selling a business concept. 
The owner isn't working the 
business; he or she is growing 
the business," he says. 

Each franchiser's emphasis is 
directed at a specific niche of the 

landscape services market, yet all say their 
goal is to build owners/managers, not own-
ers/production workers. While some en-
courage mom-and-pop operations, others 
seek to attract more ambitious individuals. 

"Our franchisees aren't pushing a 
spreader," says Kenneth L. Hutcheson, 
general manager and vice president of U.S. 
Lawns, Orlando, FL. "They're building sus-
tainable businesses." In the U.S. Lawns 
model, franchisees build operations that 
produce revenues from $750,000 to $1.25 
million annually, he says. 

Franchise-friendly times 
A tight economy and layoffs among indi-
viduals with management skills and some 
savings usually spark a surge in franchising 
interest, a fact that hasn't gone unnoticed 
in the Green Industry. 

"The times that we had this past year are 
continued on page 38 

COMPANY HEADQUARTERS SERVICES FRANCHISEES START-UP COSTS (EST.) CONTACT 

DryJect Wayside, NJ injection/aeration 5 $30,000 to 
560,000 

800/270-8873 
www.dryject.com 

Lawn Doctor Inc. Holmdel, NJ lawn care 400 520,000 to 
550,000 

800/631-5660 
www.lawndoctor.com 

NaturaLawn of America Frederick, MD lawn care 55 minimum net worth 
of 5250,000, of which 

550,000 is liquid 

301/694-5440 
www.nl-amer.com 

Nutri-Lawn Inc. Toronto, Ontario lawn care 4 (in the U.S.) 550,000 to 
5100,000 

416/620-7100 
www.nutri-lawn.com 

Scotts LawnService Marysville, OH lawn care 45 575,000 to 
5300,000 

937/578-5615 
www.scottiico.com 

Spring-Green Plainfield, IL lawn care 72 530,000 to 
580,000 

800/435-4051 
www.spring-green.com 

TruGreen-ChemLawn Memphis, TN lawn care 67 5100,000 to 
5125,000 

901/681-2008 
www.trugreenchemlawn.com 

U.S. Lawns Orlando, FL commercial 
landscape care 

100 Under 550,000 800/875-2967 
www.uslawns.com 

Weed Man Scarborough, Ontario lawn care 41 (in the U.S.) 545,000 to 
570,000 

888/321-9333 
www.weed-man.com 

http://www.dryject.com
http://www.lawndoctor.com
http://www.nl-amer.com
http://www.nutri-lawn.com
http://www.scottiico.com
http://www.spring-green.com
http://www.trugreenchemlawn.com
http://www.uslawns.com
http://www.weed-man.com


Crabgrass, foxtails, clovers, 
dandelions and spurge... 
"Trimec Plus gives us excellent and 
economical control of emerged crabgrass 
and foxtails in turf," says Mike (left). 
"They show up mainly as 
problems inherited with newly 
acquired properties." Most often 
there are other weeds, too -
dandelions, clovers, spurge or 
maybe nutsedge, he adds. 
"Nailing them all with a single 
pass of one product sounds 
unbelievable, but we 
do it with Trimec Plus!" 

Questions? Let's Talk 
800-821-7925 

Trimec Plus is the single post-emergent 
product that controls grassy weeds, yellow 
nutsedge and broadleaf weeds in turf after 
they are up and generally with just one 

application. Trimec Plus is EPA 
registered for use in Kentucky 
bluegrass, tall fescue (including 
turf types), zoysiagrass and 
bermudagrass. See for yourself 
- Trimec Plus can reduce your 
weed pressure. 

www.pbigordon.com An Employee-Owned Company 

© 2002, PBI/GORDON CORPORATION. TRIMEC® is a registered trademark ot PBI/Gordon Corporation. 10554/6-2002 
Circle No. 119 

"There aire no panaceas in weed control. 
But Trimec Plus is the closest thing to a, 
DREAM SOLUTION,I've seen/4 

J Mike Graham, Vice President \ ét ifl̂  - p* Mir 
Landscape Concepts, IJHCJ^M 
G ray slake, Jllinois ^ 

Always read and follow 
label directions. 

pbi /Gopdon 
coRpoRation G 

http://www.pbigordon.com
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what we call franchise friendly," adds Hutch-
eson. "We've opened 24 new offices since 
June of last year ('01}." By mid spring '02 we 
had 100 franchises in 24 states. 

Spring-Green continues to expand, 
now supporting 100 franchises in 19 states. 

"Spring Green's startup costs and in-
come potential fit my plan," says Roger 
Grose, Marietta, OH, who purchased a 
franchise after serving in the U.S. Army and 
holding positions as an air-traffic controller, 
a sales manager and a purchasing agent. 

"I like having control of my future, my 
income and the hours that I work," says 
Grose. He says the franchiser provides the 
support but he supplies the "hard work 
and aspirations." 

The Scotts Company, Marysville, OH, 
has become one of the more active lawn 
care franchisers. The number of Scotts 
LawnService franchises jumped from 25 in 
March '01 to 45 by mid-March this year. 
Sixteen were in some of the nation's biggest 
lawn care markets. The company plans to 
offer franchises in 200 additional markets 
within the next five to 10 years. 

"Brand recognition is something con-
sumers are looking at," says Scotts' Jim 
Miller. "The response we get in any market 
is incredible. We really didn't become ag-
gressive about it until last year." 

Branding's the game 
All of the major franchisers count on 
branding and customer recognition to carry 

CALL US LAST. 
A M I G O S 
Call our competition. Then call us to get 

the facts. You will understand why 
AMIGOS Labor Solutions has placed 

more than 25,000 workers 
for over 14 years. 

And why we are the H-2B experts 
you can depend on...start to finish. 

A M I N O S 
Labor Solutions, Inc. 

www.amigos-inc.com 
877-3-AMIGOS 

Circle 120 

NO 
HIDDEN 

FEES 

THE 
H-2B 

SPECIALISTS 

Scotts LawnCare is 
penetrating large markets. 

http://www.amigos-inc.com


their message from one market area to an-
other and across geographic boundaries. 
This is important when dealing with cus-
tomers with multiple locations. Distinctive 
uniforms, signage, promotions and market-
ing literature separate the franchisers, 
sometimes more than the programs their 
franchisees offer to customers. 

"We're expanding our reach pretty 
rapidly," says Scott Frith, marketing di-
rector of Lawn Doctor, Holmdel, NJ. 
"We've seen a lot of development in the 
south and southwest and we want to 
continue that." 

"We have programs 
tailored to any 

particular region/' 
— Scott Frith, 

Lawn Doctor 

Lawn Doctor, like most of the other 
franchisers, provides ongoing training — 
both business management and agronomic 
— to its franchisees. "We have agronomic 
programs tailored to any particular re-
gion," he says. Also, the company hosts an 
annual meeting and trade show for more 
than 600 of its people that features Lawn 
Doctor's approved vendors and custom 
turf care equipment. 

Toronto-based Weed Man has 41 lo-
cations in the United States and 131 in 
Canada. An aging population of home-
owners and busier "do-it-for-me" 
lifestyles bode well for the next 20 years, 
believes Jennifer Lemcke, director of 
franchise development. She believes the 
industry is strong enough to absorb a 
healthy influx of franchised operations. 
"There has been a lot of acquisitions in 
recent years, so there's room enough for 
all of us," she says. 

Choose a good match 
Just as all fast food franchises have their 
own particular menus, so it is within the 
Green Industry. Pick a franchise that 

Trim Costs & Grass Fast 

With Our New 
low Price 

B C 4 4 0 0 D W 
Suggested Retail Was S619.99 
Suggested Retail Now $499.99 

Y o u S a v e $ 1 2 0 < 
Our BC3400DL and BC4400DW string trimmers set 
the standard for professional trimmers. With 33.6 cc 
and 41.5 cc two cycle engines, respectively, and 6" 
commercial tap and go heads, these trimmers are 
sure to boost your productivity. With savings of more 
than $100 on each of these machines, they are sure 
to trim your costs as fast as they trim grass. 
Check out these machines and the cost saving 
at your nearest participating RedMax retailer now 
so you can get a full season of higher productivity. 

RedMax 
K o m a t s u Z e n o a h A m e r i c a , I n c . 

4344 Shack le ford Road, Suite 500 • Norcross, GA 30093 
800-291-8251 Ext 213 • Fax :770 -381 -5150 

w w w . r e d m a x . c o m 
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On The Industry's Most 
Powerful Trimmers 

Suggested Retail Was S549.99 
Suggested Retail Now $446.99 

You S a v e $ 1 0 3 

B C 3 4 0 0 D L 

http://www.redmax.com


matches your personal goals and philoso-
phies, including your horticultural leanings. 

For example, Nutri-Lawn, owned by 
Toronto-based FirstService Corp., seeks 

franchisees that like its "natural" approach. 
That firm recently incorporated a "natural" 
herbicide into its program produced by 
Greener Pastures Corp., Minneapolis, MN, 

from sugar beet waste and soybean oil (see 
August '01 LM, page 25). 

These services, marketed as more eco-
friendly than traditional lawn care, attract 
customers who would otherwise avoid 
professional lawn care, say franchise pro-
moters. "There's a whole segment out 
there that did not buy lawn care because 
they don't like pesticides," claims Nutri-
Lawn president Larry Maydonik. 

"We're working with 
the passion of the 
owner/operator/' 
— Ken Hutcheson, 

U.S. Lawns 

While companies like Nutri-Lawn dis-
courage people seeking a franchise for a re-
tirement occupation or as a mom-and-pop 
operation, others encourage small-time op-
erators in markets. All franchise operations 
said they prefer franchisees with an entre-
preneurial spirit and some business knowl-
edge because they believe it's easier to teach 
them agronomic or horticultural skills. 

Weed Man is asking for both in its fran-
chisees since it's adding many of its lawn care 

operations to existing 
landscape compa-
nies, enticing mainte-
nance operations to 
add lawn and orna-
mental application 
services for a full-ser-
vice sell to their 
clients. Irrigation and 
structural pest con-
trol companies are 

warming to the concept, too, says Lemcke of 
Weed Man. "There's quite a bit of cross mar-
keting a company like this can do," she says. 

The BT 40 Pneumatic Delivery System, the 
most powerful blower system on the market. 
• Deliver landscape products f a s t e r , s m o o t h e r / and with l ess 

f r u s t r a t i o n . 
• " O n e - T o u c h " remote control gives the operator p r e c i s e c o n t r o l of 

the entire system. 

• N o - h a s s l e hose system; n o i n t e r n a l 
r e s t r i c t i o n at the hose joints, l ess j o i n t s 
to drag across your customer's lawn, n o 
l e a k a g e to clean up. 

When you want the best 
there's really only one choice... 

P e t e r s o n Pacif ic C o r p . 
PO Box 40490 • Eugene, OR 97404 U.S.A. • 800/269-6520 • www.petersonpacific.com 
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Ready to buy — don't get lazy now 
Interested in investing in a franchise? Do your homework and "trust your gut in-
stinct/' says Charlie Elliot, general manager of The Bison Franchise Network, a 
Louisiana-based marketing organization. "If you go to see a franchiser and it 
doesn't feel right, you're probably correct," he says. 

Check into the company's business track record and franchisee turnover rate, 
along with evidence of any lawsuits filed against the firm. "The company should 
also have enough cash in the bank to carry it through," says Elliot. Compare the 
pricing of the franchisers and what they offer. Find out which services you pay for 
and how much they cost over time. 

"It's not like a stock where you call your broker and it either goes up or down. 
This is a life-changing decision," says Elliot. "I'm amazed at how lazy some people 
are when they look at franchises. If you're lazy when you look at a franchise, you'll 
be lazy when you run one. It takes hard work to run a franchise." 

One of Weed Man's most vocal and vis-
ible proponents has been Phil Fogarty, 
Cleveland, OH, co-owner of one of the 
company's regional U.S. franchises. "As an 
independent, I could go all over town and 
make as many mistakes as I wanted," he 
says. "I paid for that freedom with a lot of 
missed opportunities." 

U.S. Lawns, owned by Environmental 
Industries, Inc., Calabasas, CA, concen-
trates on attracting franchisees that provide 
full-service maintenance and application 
services for commercial accounts. 

"Our model demands customer intimacy 
and service excellence," insists Hutcheson. 

He believes the landscape maintenance 
marketplace is so huge that a quality oper-
ation can gain as much as 2% market share 

in any sizable market and still return an ac-
ceptable profit to a franchise owner. 
"We're working with the passion of the 
owner/operator and the support of a very 
large company," he adds. "That's hard to 
beat in a local market." 

Along with the advantages of centralized 

buying, franchisers also tout the efficiencies 
of special techniques or equipment. 

For the Green Industry entrepreneur 
looking for support, there has never been 
more franchise choices, lm 
— The author lives in Cleveland, OH, and is 

a frequent contributor to LM. 

500 Series Battery Operated Controllers 
Objectives: 
• Best in class • Best in features • Best in options 

Innovations: 
• New six station 

• New rubber keypad button design 

• Independent program for each valve for four and six stations 

• Option to operate more than one valve at a time on four and 
six stations 

• Optional manual operation of one valve or sequentially 
of all valves 

• New water budget 10% to 90% in 10% increments 

• Low battery indicator 

Waterproof 

I R R I G A T I O N P R O D U C T S 
For information • 1-800-322-9146 

1210 Activity Drive • Vista, CA 92038 • www.digcorp.com • email: dig@digcorp.com 
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Treat trees 
Avoid hassles and 

ensure good-looking 
landscapes by staying 

aware off municipal 
tree ordinances 

BY M I K E F I T Z P A T R I C K 

Municipal tree preservation ordi-
nances are a relatively new reality 
in the landscaping industry. All 
types and sizes of projects are af-
fected — everything from simple 
landscaping on existing residential 
properties to huge subdivisions and 

commercial construction projects. As cities and suburbs 
continue to expand, homes and offices are being built in 
natural, wooded areas. Unfortunately, construction in these 
areas can cause extreme damage to trees, diminishing not 
only the land value but also its aesthetic appeal. 

Growing popularity 
People recognize that trees add value to residential and 
commercial property, and that's why tree preservation or-
dinances are also becoming increasingly popular. 

Most real estate agents agree that a property with ma-
ture, healthy landscaping and trees can sometimes sell for 
20% more. Mature trees are also an aesthetic asset because 
they make a property look stately and established. People 
enjoy having trees around them because they provide invit-
ing shade and make an area more livable. And trees provide 
obvious environmental benefits such as absorbing pollution, 

Home sites that contain mature trees command higher prices. 

reducing land erosion, maintaining the water table and pro-
viding habitats and food for birds and other wildlife. If 
placed correctly, trees can even save on energy costs by 
helping cool or heat a building. 

Assuring compliance 
Tree preservation ordinances are designed to prevent tree 
loss and reduce damage during development, replace trees 

continued on page 44 
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Checks take time. Time to record, deposit, clear-and that's if they clear. With Recurring 
Payments by MasterCard, your customers can automatically pay you for goods and services 
on a regular basis against their MasterCard* account. You'll never have to wait for a 
check to clear or worry that it might bounce. That means an improved cash flow and 
more time to focus on your business. Your customers will appreciate the convenience. 
And appreciative customers are often the most loyal ones* 

For more information on Recurring Payments, call 800-214-4531 
or email new_market_acceptance(a mastercard.com 

*A recent survey indicates that 55% of consumers would switch from a company that doesn't offer 
recurring payments by credit card to one that does (all else equal). 



Saving natural areas with mature trees is good for communities. 

continued from page 42 

that are lost during construction, plant trees where none 
occurred previously, and maintain preserved trees after 
construction on residential and commercial property. 
Unfortunately, tree preservation ordinances vary from 
community to community, which can make it difficult and 
time consuming for you to assure compliance. The best 
way to approach this problem is to check with the munici-
pality's forestry department before you begin landscape 
renovation on a site. 

Since the majority of tree preservation ordinances re-
quire you to perform a tree inventory and prepare a preser-
vation plan before beginning work on a site, it's worthwhile 
to hire a certified arborist to perform this inventory. The ar-
borist can determine the species and size and number of 
trees, as well as which trees are healthy or diseased and 
what care they may need. Include a certified arborist in 
your planning meetings with the property owners and ar-
chitect to ensure that the tree preservation plan is effective 
and practical. 

After the municipality approves the plan and you have 
the appropriate permits, be sure the site workers know which 
trees need to be saved by marking the trees and explaining 
why the trees and their critical root zones are to be protected. 

One complex project 
In a recent project at Middlefork Farm, a planned housing 
development located north of Chicago, arborists not only 
had to follow the municipality ordinances but also the 
preservation requests of the property owners. While work-
ing with the developer and the government agencies, a tree 

preservation plan was designed to provide an ideal residen-
tial community with an established neighborhood feel. 
Century-old oaks and hickories reside on the site, but since 
the trees hadn't received care for at least 15 years, many 
were being choked by invasive buckthorn, which had 
grown as high as 30 feet. 

A significant challenge during the project was minimiz-
ing damage to the sensitive root zones of the site's 100-
year-old oaks. During renovation or construction projects, 
the root zone is the part of the tree most often damaged. 
There are three primary factors that result in long-term 
damage to tree roots: soil compaction from machinery and 
materials, grade changes, and severed roots from improper 
trenching and excavating. 

Have weekly field meetings 
During the Middlefork Farm renovation project, a certified 
arborist participated in weekly field meetings with all con-
tractors and equipment operators. The meetings helped the 
site workers understand the extensive root zones and how 
to preserve them. The workers also learned the appropriate 
techniques to protect the trees during construction, includ-
ing how to fence off the area around the critical root zone 
and how to conduct supplemental watering, mulching and 
fertilization that will promote root growth. 

To prevent soil compaction around the critical root 
zones, the certified arborist helped plan in advance all the 
construction roads, parking places, and equipment and ma-
terial storage areas. 

Where majestic oaks were once barely visible, there are 
now scenic woods, wetlands, fledgling savanna plants and 
more wildlife at Middlefork Farm. The work on the site has 
given the trees the greatest chance for long-term survival. 

But the tree preservation work doesn't stop there. Now 
that the project is complete, it's necessary to monitor tree 
health continuously and implement complete ongoing tree 
care, including fertilization, mulching and pruning. Middle-
fork Farm is now more ecologically balanced and scenic 
than it has been in decades. Residents are willing to pay a 
premium for the beautiful surroundings, and have the satis-
faction of knowing they live in a place that's a model for 
balancing development and tree and land preservation. 
— The author is a certified arborist with the Tree Preservation 

and Land Restoration Division of The Care of Trees. 
You can reach him at 847/394-4226 or 

mfitzpatrick@thecareoftrees.com. 

mailto:mfitzpatrick@thecareoftrees.com


Tough dobs Demand Tough Equipment 

.. .like hard-working Bobcat attachments. 
Take care of those tough jobs — snowblowing, handling heavy snow and ice on sidewalks, 
roads and parking lots — with tough Bobcat attachments. These rugged, reliable attachments 
are designed to fit Bobcat loaders, excavators and telescopic tool carriers for top jobsite 
performance in all kinds of weather. They're tough and dependable and fit you like a work 
glove. We build them because you need them. 

Snow Broom Scraper Ejector Bucket Snow Blade 

More 
hard-working 

Bobcat 
attachments for 

snow removal 

Visit our website or call for a FREE "Bobcat: One Tough Animal" 
Video Catalog and 2002 Buyer's Guide 

Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 • 701-241-8700 

www.bobcat.com 

Bobcat 
One Tough Animal 

Circle No. 125 

http://www.bobcat.com


LM PRESENTS award-winning landscape management 
Property at a glance 
Location: Sylvania, OH 

Staff: Sylvania Recreation Department 

Category: Parks, Recreation Area or 
Athletic Fields 

Total budget: $560,500 

Year site built: 1989 

Acres of turf: 135 

Acres of woody ornamentals: 1 

Acres of display beds: 1 

Total paved area: 15 miles 

Total man-hours/week: 70 

Maintenance challenges 
• Maintain high quality turf despite 
high traffic 

• Performing maintenance around 

activities 

• Poor soil for athletic fields 
(heavy clay) 

Project checklist 
Completed in last two years: 

• Installation of four new ball 

diamonds 

• Planting of over 100 woody trees 

• Installation of paved access paths 

Pacesetter Park 
2001 PGMS G r a n d A w a r d W i n n e r f o r Parks , 
Recreat ion Area or Atkletic Fie lds 

Pacesetter Park in Sylv ania, OH, gives | 
"field traffic" a whole new meaning. 
With 25 game-only soccer, lacrosse 
and flag football fields, eight ball dia-
monds, two open-air shelters and 66 
acres of practice facilities, mainte-
nance facilities and a state-of-the-art 
playground, it's the epicenter of all 
recreational activ ity in this northwest-
ern suburb of Toledo. In 2000, the 
entire facility averaged between 
191,000 and 200,000 players, specta-
tors and other community users. 

Obviously, this intense traffic 
makes maintenance a challenge. 
Grounds workers have become ex-
perts in aeration, fighting compaction 
in soil that's heavy in clay. Mowing is 
performed three to four times a week 
at a height of 1 3/4 in. All work must be 
completed by 3 p.m. Monday through 
Friday, as evenings and weekends are re-
served for games. 

Pacesetter Park was the first recre-
ational facility in Ohio to install the Toro 
Touchnet irrigation system, which works 

Pacesetter Park's grounds crew members 
spend a good deal of their time lining and re-
lining the numerous on-site athletic fields. 

off a computer and satellites to allow 
pinpoint precision of watering cycles and 
easy troubleshooting. There are over 500 
irrigation heads on the soccer facility. 

On the job 
• Five full-time staff, 13 seasonal 
employees, three licensed pesticide 
applicators 

a j r t Editors' note: Landscape Management is the exclusive sponsor 
° f the Green Star Professional Grounds Management Awards 

for outstanding management of residential, commercial 
T a n c ' ' n s t i t u t ' o n a ' landscapes. The 2002 winners will be 
AIC11 IUàl*Cl|JtJ named at the annual meeting of the Professional 
M A N A G E M E N T ! 

Grounds Management Society in November. For more in-
formation on the 2001 Awards, contact PGMS at: 

720 Light St. • Baltimore, MD 21230 • Phone: 410/223-2861. Web-site: www.pgms.org 

M A N A G E M E N T 

http://www.pgms.org


Mowing has to be scheduled around 
the park's numerous athletic activities*. 

With over 135 acres of 
turf to care for, grounds 

crew members must 
schedule jobs appropri-

ately and complete them 
before 3 p.m. each day. 
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it s cleanup 
time 

B Y C U R T H A R L E R 

ATI attach to skid-steers 
• Come in 72- and 84-in. widths 
• Hold 17 to 19.9 cu. ft. of 
debris 
• Detach with simple pins 
• Optional 25-gal. water kit 
Circle #276 

DEERE 
800/537-8233 
RESEARCH "TRIANGLE PARK, NC 
www.deere.com 
• Deere 60 rotary broom fits all 
1400 Series front mowers 
• 32 alternating wafers of 
polypropylene and steel bristles 
provide flicking action for 
cleaning 
• 60-in. working width 

continued on page 50 

ill the 
motors of 

future 
brushes and 

mowers be 
powered by 

zinc and air? 
It's not as far-fetched as you 
might think. 

Briggs & Stratton, Milwau-
kee, WI, is working with a 
Carlsbad, CA, firm called 
Metallic Power (MP) to de-
velop power systems based on 
zinc/air fuel cells. 

While they require less 
power, cell phones using zinc/air 
batteries are commonplace. 
Some power backup systems for 
personal computers also use 
zinc/air. In fact, most applica-
tions between one and 10 kilo-
watts are candidates for zinc/air. 

The zinc/air system is a 
completely closed-loop system 
with nothing to add, nothing to 
discard, and nothing wasted, 
the companies say. The cell is 
safe and three times as energy 
efficient as gasoline. Californi-

ans will be happy to hear that 
the system reuses the zinc over 
and over, is quiet and com-
pletely zero emission — so 
CARB standards are no hassle. 
"It can be used indoors," says 
Jeff Colbom, CEO of MP. 

The demo unit MP deliv-
ered last year fulfilled Briggs & 
Stratton's test requirements. 
The companies say they hope 
to work on prototype projects 
in the future. 

The system consists of a 
zinc-recycling unit as well as 
zinc/air fuel cells. Zinc pellets 
one millimeter in diameter 
combine with oxygen from the 
air in the presence of an elec-
trolyte, forming zinc oxide — 
the same stuff used in skin 
creams and sun block. 

The recycling unit uses wall 
electricity to convert the zinc 
oxide back to fresh zinc, which 
is then recombined with the 
electrolyte to be reused. 

The companies figure the 
cost of zinc/air to be compara-
ble to gas-powered units. 

ARIENS 
800/678-5443 
BRILLION, WI 
www.ariens.com 
• 936 power brush designed to 
brush away light snow dustings, 
sand, other debris 
• 3-ft. wide flexible bristles 
conform to surface 
• 9-hp OHV Tecumseh Snow 
King engine, differential lock-out 
wheels 
• Pivoting brush head sweeps 
Circle #275 

ATI 

800/922-2981 
DELHI, IA 
www.get-attached.cpm 
• Bradco bucket brooms from 

t r 
John Deere's rotary broom fits 

all 1400 Series front mowers. 

http://www.deere.com
http://www.ariens.com
http://www.get-attached.cpm


START AT THE TOP 
AND WORK YOUR WAY UR 

ft 1)J ® What may be the toughest truck ever to grace a work site 
oood. J U D is now even better. The all-new Dodge Ram delivers more 
capability and a bucketful of convenience-literally. Ram 1500 Regular Cab 
features a storage system and room for three five-gallon buckets behind the 
seat. Plus Ram works even harder for you with an On-the-job discount for 
qualified business customers. Along with preferential treatment from our 

Business/./^™ dealers. For more information, 
please call 877-0N-THE-J0B or visit dodge.com 
See dealer for program details. Property secure a i cargo 

' ° BUSINESS INK 

GRAB LIFE 
BY THE HORNS 

( p 
D O D G E 

Circle No. 126 



Don't bristle over sweepers 
On the job, the question is not "paper or plastic?" Rather, it's 
whether bristles of nylon, rubber, or steel do the best job for 
removing debris. 

David Vick, general manager of sales at RedMax, recom-
mends using a nylon brush for cleaning grass clippings, wood 
chips, sawdust, mulch or other debris from sidewalks. 

Rubber paddles work better to clean debris from new con-
struction sites or for removing light snow from walks or drive-
ways. Likewise, the rubber version should be better for clean-
ing up aeration plugs or smoothing sand traps. 

Some manufacturers are moving from steel bristles to 
polypropylene bristle sets. "We have used steel bristles but 
found them to wear and take a set at a much faster rate than 
the poly," says Dwayne Shaufler of Sno-Way. He notes the 
poly strips can be rotated periodically from front to back for 
even longer life. 

Keep in mind that bristle brushes are more gentle on new 
seedings. If the job involves rock picking or heavy debris, how-
ever, go with steel. 

continued from page 48 
• Mechanical drive, five-way 
angling 
• Side-shield for sprocket and 
chain drive holds front Quick-
Tatch stand 
Circle #277 

ECHO 
847/540-8400 
LAKE ZURICH, IL 
www.echo-usa.com 

• ES-2400 Shred 'N' Vac reduces 
debris volume by 12:1 
• 23.6cc engine 
• Picks up twigs and pine 
needles and turns them into 
mulch 
• Converts easily to hand-held 
blower 
• Weighs just nine lbs. 
Circle #278 

EXCEL 
800/627-9378 
HESSTON, KS 
www.excelhustler.com 
• Front-mounted Sweepster 
power sweepers 
• 60-in. sweeping width 
• Mechanical or hydraulic drive 
• 30-degree angle standard, 
hydraulic angling available 
Circle #279 

GLENMAC 
800/437-9779 
JAMESTOWN, ND 
www.glenmac.com 
• Harley Power Box Rake uses 
unique tooth roller 
• Ideal for landscaping, trench 
restoration, sports fields 
• 48-, 72- and 90-in. roller width 
models for skid steers 
• 48- and 66-in. widths for 
tractors 
• Handles rocks down to 1/2 in. 
Circle #280 

GRASSHOPPER 
620/345-8621 
MOUNDRIDGE, KS 
www.grasshoppenTyywer.com 
• Debris blower produces 9,500 
cfm at 150 mph for high-volume 
cleanup 
• PTO drive is quieter than most 

• Easy mount on 700/900 series 
zero-tum mowers 
Circle #281 

HUSQVARNA 
800/438-7297 
CHARLOTTE, NC 
www.husqvarna.com 
• High-speed sweeper cleans 
32-in. swath 

• Attaches with simple pin hitch 
• Works with any riding mower 
Circle #282 

LITTLE WONDER 
877/596-6337 
SOUTHAMPTON, PA 
www.little-wonder.com 
• High-output blower has 10-in. 
diameter steel-hubbed 
pneumatic wheels 
• Three models feature Briggs 
Intek engines (6,8,10 hp) 
• Ergonomically-designed handle 
Circle #283 

MARUYAMA US 
425/885-0811 
PLANO, TX 
www.maruy9ma-gs.CQm 
• Backpack blower has 59.2cc 
Kawasaki engine 
• Weighs only 21.5 lbs. 
including tubes 
• 700 cfm maximum air volume 
Circle #284 

PATRIOT PRODUCTS 
800/798-2447 
PEWAUKEE, Wl 
www.patriot-products-
inc.com 
• Chipper-shredder-vacs, 
chipper-blower-vacs reduce yard 
waste volume 20-to-1 
• Lightweight, compact 
• Honda power, low oil shut-
down, overhead valve, semi-
pneumatic tires 
Circle #285 

REDEXIM CHARTERHOUSE 
570/602-3058 
PITTSTON TOWNSHIP, PA 
www.redexim.com 
• Turf Tidy sweeps, dethatches, 
flail mows 
• 2002 version allows quick-
switch by handy, forward-facing 
access panel 
• Turbo fan forces debris into 
three-cu. yd. container 

continued on page 52 
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Honda trimmers. More power. Less smoke. Virtually smoke-free Honda 4-stroke trimmers don't whine like 2-strokes, run on straight gas, and 

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

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

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

H O N D A 
Power 
Equipment 

Circle No. 127 on Reader Inquiry Card 
Taking care of tomorrow's environment today. C2001 American Honda Motor Co. Inc. For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment. 

http://www.honda.com
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• Fits most tractors 
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SNO-WAY INTERNATIONAL 
800/662-1453 
HARTFORD, WI 
www.snQway.Çpm 

ARE YOU READY TO 
GROW YOUR BUSINESS? 
Join forces with the best known name in lawn care. 

Strong brand awareness with 
Scotts products 

Effective sales/marketing programs 

Complete training and support 

• Exclusive territories 

• Financing available 

LawnService 

For a FREE OPPORTUNITY KIT call... 
1-800-264-8973 

Scotts LawnService 
14111 Scotts Lawn Road • Marysville, OH 43041 

www.scottslawnservice.com 
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• Broomer uses specially designed 
polypropylene bristles 
• Made of heavy gauge steel with polyester 
powder coat finish 
• Simple slide in/out to replace bristles 
Circle #287 

REDMAX KOMATSU ZENOAH 
800/291-8251 
NORCROSS, GA 

• Power sweeper engines meet 
CARB II and EPA standards 
• Two models have 25.4cc 
strato-charged two-
cvde engines 

RMNBZ2500 
has 21-in. nylon 

brush; RMSZ2500 has 
21-in. rubber 

paddlewheel 
• Pickup is interchangeable 
between units 

Circle #288 

SHINDAIWA 
503/692-3070 
TUALATIN, OR 

• PB 230 and heavier duty PB 270 
PowerBroom models 
• 2-cyde engine; chrome-plated cylinder 
• Belts & flexible fins made of Alcryn rubber 
• Nylon brush accessory 
Circle #289 

TERRACARE PRODUCTS 
608/429-3402 
PARDEEVILLE, WI 
• Terra pickup sweeper features 20-cu. ft. 
hopper 
• Sweeps 1.5 to 3 acres per hour 
• Powered by 5-hp Briggs & Stratton 
• Easy unloading; rake pulls material out front end 
Circle #290 

http://www.scottslawnservice.com


Holding off on getting into the pond busi-
ness until you get your questions 
answered? Want an easy and effective 
guide to use for training new staff? Need 
a troubleshooting guide to keep with you 
on-site? The answer to all of your pond 
building questions is here! In this new 
easy-to-use reference guide, 
Aquascape Designs, the country's 
largest water garden builder, reveals 
all of the secrets to building spectacu-
lar water gardens. 

This book will take you by the hand to 
help you do everything from start to 
finish, including understanding the 

. ecology of ponds, selecting the right 
rocks and plants, adding fish, and 
building everything from streams 
and waterfalls to large-scale proj-
ects. It is loaded with hundreds of 
colorful photographs and diagrams 

' showing step-by-step instructions, 
and design ideas for beautiful 

^ f ponds and waterfalls. To top it off, 

r ' it is made out of a synthetic, virtu-
ally indestructible, water-resistant 

paper that is tear proof. This is THE 
book you'll want with you at every moment. 

T I P f r o m - T E A M 
A Q U A S C A P E Everything you need to know for 

Features Include: 
Call us now at 1-800-306-6227 

(ext. 1330) or visit our website at 
www.aquascapedesigns.com 

to order yours and get the answers 
you need TODAY! 

- Descriptive diagrams and charts 
-Helpful Spanish translation in 

instructional sections 
-Calculationsand conversions 

W n e n W o l k N e e d A L L t h e A n s w e r s 

• Easy to find construction guidelines 
* Tips from the experts at Aquascape Designs 

• and much, much more! 

• logical step-hy-step 
chapter order 

•Encyclopedia like, interesting 
facts called out in side bars 

•Over 700 color photos and 
diagrams 

V f i n i l u i l d e B A i i i s t have!" 
-1 rnic Srllrs. I'd luì TWhm^^^mimilu. /cyj/flfllkv ."ffftn scape 's #7 installer in the Country 

ONLY s49"! 

http://www.aquascapedesigns.com


Why they're • • special C h e c k out this l ineup 
off specialty vehicles. 
One is sure to m e e t 
your u n i q u e n e e d s 

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

Timothy Kilgallen's 
CSI Landscaping, 
Scarsdale, NY, does a 
lot of work in Man-
hattan. Driving there 
is tough, never mind 
pulling a trailer 

loaded with mowers and trimmers. 
That was one reason why he 

equipped his crews with Super Lawn 
Trucks. They're not complicated vehi-
cles — a cab-forward Isuzu with an 18-
ft. long by 7-ft. high box equipped 
with customized equipment and tool 
storage areas. 

Pacific Topsoil operates retail stores in 
addition to being a major supplier of 
soils and compost. It also provides con-
tract bark blowing for landscapes, 
homeowners and property managers. 

A single operator can dispense more 
than 50 cu. yds. of material an hour, 
depending on its particle size, density 
and moisture content, says Girard. 

continued on page 56 

It is, in some respect, its own lock-
able maintenance yard since Kilgallen's 
crews only have to park the trucks at 
the end of the day and not load their 
mowers in the morning and unload 
them at night. 

Laurent Girard, general manager of 
Pacific Topsoil, Everett, WA, knows 
about trucks. His wholesale landscape 
supply outfit has a fleet of well over 
100, including five huge material blow-
ing vehicles — three Express Blowers 
and two Blowtechs. 

These vehicles are capable of 
hauling 40 to 50 cu. yds. of 
mulch or bark 

at a time. 



WE'VE GOT YOUR SOLUTION. 
W, hen you specify and use The Andersons 
Professional Turf™ products, you can rest easy. 

You see, for nearly 40 years we've been 
perfecting the art and science of producing 
turf care products that deliver consistent, top 
quality results you can count on from application 
to application. Our full spectrum of proven 
professional products — from fertilizers to 
control products and combination formulas — 
was developed to help you meet every turf 
care challenge and exceed every customer 
expectation. And isn't keeping customers happy 
the key to your prosperity? We know it is to ours. 

H i e , « « « * 
Andersons For a free selection guide and more information 
about The Andersons complete line of Professional Turf products 
call toll free. 1-800-225-2639. 

That's why we're prepared to help you and your 
business every way we can. From developing 
new, more effective products to backing you up 
with strong technical support, we're dedicated to 
you. With over 60 products in The Andersons 
Professional Turf lineup, we're confident we've 
got more solutions than you've got 
problems. And you can be confident in every 
one of them. 

Circle No. 130 
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Super Lawn Trucks 
Bonaire, GA 
www.superlawntruck.com 

• Either Isuzu NPR diesel- or gas-
powered truck 
• Choice of 14-, 16-, 18- and 20-ft. 
Morgan van bodies 
• Exclusive hand and power tool 
storage system 
• On board fuel station option 
to carry fuel for a week's work 

Smithco Red Rider RC85ER 
Wayne, PA 
www.smithco.com 
• Powerful, easy-starting Kohler 
8- hp electric start motor 
• Simple to maintain, positive belt 
and chain drive 
• Cargo bed low to ground with 
tailgate ramp 
• 12 mph maximum ground speed; 
weight 720 lbs., crated 

Kawasaki Mule 3020 
Irvine, CA 
www.kawasaki.com 
• Digital electronic 
ignition; 4-stroke, V-twin 
OHV engine 
• Capacities: load, 1,330 
lbs.; bed, 803 lbs.; towing, 
1,200 lbs. 
• Automatic transmission 
• Bench seat for two people; 
front hood storage 

TruckCraft TC-120 Ultra Bed 
Chambersburg, PA 
www.truckcraft.com 
• Fits all full-size pickups 
• All aluminum and stainless 
steel construction 
• 48 in. by 98 in.; 2.4 cu. yd.; 
5,000 lb. capacity 
• 300 to 350 lbs. lighter than 
comparable steel units 

EB-60 Express Blower 
Eugene, OR 
www.expressblower.com 
• Built on Class 8 chassis; fully 
integrated unit 
• Can hold and transport 56.6 
cu. yds. yd., level load 
• Blows between 30 to 100 cu. 
yd. per hour 
• Ideal for both residential and 
commercial work 

Cub Cadet Big Country 
Cleveland, OH 
www.cubcadet.com 
• Powered by a 20-hp Honda V-Twin 
OHV engine for extra hauling power 
• Six-wheel fully-independent 
suspension for traction, maneuverability 
• 1,400-lb. payload; 13.3 cu. ft. 
capacity 
• Standard four-wheel drive; fully 
welded steel frame 

E-Z-Go Textron WorkHorse ST 480 
Augusta, GA 
www.ezgo.textron.com 
• 800-lb. payload capacity and 
48-in. load bed 
• 16-hp, four-cycle 480cc twin 
cylinder Vanguard V-twin engine; 
locking rear differential 
• Heavy-duty multiple leaf spring 
suspension with hydraulic shock absorbers 
• Fits in the bed of a full-sized pickup 
truck 

Peterson Pacific Corp. BT 40 
Eugene, OR 
www.petersonpacific.com 
• Truck box capacity 40 cu. yds.; 
output volume up to 80 cu. yds. per hour 
• 5-in. standard discharge hose diameter; 
9-in. optional 
• 300-ft. standard discharge hose 
length; up to 800 ft. optional 
• One-touch remote control technology 

Club Car Carryall 2 Plus 
Augusta, GA 
www.clubcar.com 
• 11 -hp gasoline pedal start or 48-volt 
electric engine 
• All-aluminum frame, chassis and 
cargo box; molded fenders 
• Up to 1,200 lb. total vehicle load 

• Tilt cargo box with 
flip-down tailgate 

http://www.superlawntruck.com
http://www.smithco.com
http://www.kawasaki.com
http://www.truckcraft.com
http://www.expressblower.com
http://www.cubcadet.com
http://www.ezgo.textron.com
http://www.petersonpacific.com
http://www.clubcar.com


John Deere ProGator 
Carey, NC 
www.deere.com 
• 23.5-hp diesel and 26-hp gas versions 
• Five-speed, fully synchronized transmis-
sion; go without stopping to change gears 
• Hydrostatic steering for precision con-
trols, tight turning radius 
• 2,650-lb. payload capacity and 
hydraulic lift 

Kent Mfg. 
Venice, FL 
941/486-8871 
• Aluminum hauler body converts 

golf car into utility vehicle 
• Manual dump; bench seat; suntop 
• Electric dump motor and bracket 
optional 
• No welding required 

Taylor-Dunn ET3000 
Anaheim, CA 
www.taylor-dunn.com 
• Battery-powered; automotive 
differential and power traction drive 
• Load capacity 3,000 lbs.; speed 18 
(unloaded) 
• Steel cabin with safety glass 
windshield, wiper 
• Four-wheel hydraulic brakes, load 
range E tires 

www.GreenlndustryYellowPages.com.m 
Find It. Be F o u n d . M 

• Four-wheel drive; articulating: 
zero emissions 
• Ultra-bright quartz lights; tilt 
steering; spill-proof battery 
• Single pedal control accelerator/ 
regenerative brake 
• Interchangeable carrier 

Solar Bear 
Electric Utility Vehicle 
Breslau, Ontario, Canada 
www.euvehicles.com 

Featured W e b Si tes 

Vis i t t h e s e v e n d o r s on l ine at: w w w . G I Y P . c o m 

M A N O R V I E W 
FARM, INC. 

W h o l e s a l e G r o w e r s 
of Pot ted L iners 

I W» Beautify ttw Outdoors 
Spring 2002 Catalog Available 

http://www.deere.com
http://www.taylor-dunn.com
http://www.GreenlndustryYellowPages.com.m
http://www.euvehicles.com
http://www.GIYP.com


Toro Workman 
Minneapolis, MN 
www.toro.com 
• Both mid-duty, heavy duty models 
• Active In-Frame suspension 
• Highest payload in its class 
• Attachments include a topdresser, 
sprayer, core harvester, groomer, etc. 

Polaris 500 
Medina, MN 
www.polarisindustries.com 
• Four-valve, four-stroke, liquid-cooled 
engine 
• On-demand four-wheel drive with 
dash-mounted on/off switch 

• Long-travel dual-shock rear suspension 
• Rustproof cargo box with molded plastic 
liner holds up to half a ton of cargo 

Palmor Products 2100 Trac Vac 
Thornton, IN 
www.trac-vac.com 
• Truck loader to remove bulk leaves 
and grass 
• 11-hp Briggs & Stratton engine 
• 12 1/2 ft. of intake hose; 8-in. diameter 

intake, exhaust hose 
• Heavy-duty nylon turbine housing 

Reading Body 
Reading, PA 
www.readingbody.com 
• Dump, stake, enclosed truck bodies 
• Lockable toolbox compartments, 
bin dividers 
• Open cargo area transports loose 
or solid cargo 
• Lectro-Life immersion priming for 
rust, corrosion proofing 

ALCA Presents 

August 11, 2002, 
Maintenance 
Symposium, 
Atlanta, G A 

A community of 
owners, creatively 

networking to share 
best practices. 

W e e á M > A 

AlAA 
Presents 

Jan. 6 A 7, 2003, Miami Beach, F l 

Measure yourself against some of the best 
sales people in the country! This yearlong 
Jnternet-driven sales explosion program 

kicks off with an unforgettable 
two-day event! 

ALCA Presents 

November 13, 2002, 
Green Industry 

Conference, 
Nashville, TN 

An exciting 52-week, in-
house training process 
that builds team spirit, 
retains employees, and 
improves profitability. 

i JP Horizons I 
A I N C O R P O R A T E D 

ENERGIZING A ZILLION PEOPLE 

AMA 
Advancing the Professional and 

Personal Growth of Its Members 
and the Landscape Services 

Industry 

JP Horizons 
I N C O R P O R A T E D 

877-JPH-JAMS 
beth@jphorizons.com 

Circle 132 

TRAINING 
C M A L L M K M 

Jim Paluch, 
JP Horizons, Inc. 

http://www.toro.com
http://www.polarisindustries.com
http://www.trac-vac.com
http://www.readingbody.com
mailto:beth@jphorizons.com


CONTROL 

Our DOT System™ makes it easy. 
North American Green's erosion control 
blankets provide targeted solutions for a wide 
range of applications. Proper installation is 
critical to success—but we've got that 
covered, too. 

With our exclusive DOT System, the process is 
simple and consistently accurate. Simply drive 
the staple into the ground right through the 
specified color dot. 

Both installation and inspection are easier. 
And everyone from the owner to the designer 
to the installer gets an efficient and effective 
installation—every time. 

No more wasting time squinting, measuring, 
guessing and pacing to figure out where staples 
should be driven. Installation is speedier, too— 
up to 20% faster than with non-marked blankets. 

Come to www.nagreen.com and find out how 
the DOT System can simplify your next project. 

North American Green 
14649 Highway 41 North 
Evansville, IN 47725 
1.800.772.2040 
www.nagreen.com 

International Erosion Control Assoaabon Pr<>ud Member 

Cirde No. 133 

THAT'S RIGHT ON 
TARGET 

N O R T H 
A M E R I C A N 

G R E E N ' 

http://www.nagreen.com
http://www.nagreen.com


solutions center 
WEED CONTROL 

Goodbye 

Veteran turf manager lets the crabgrass 
poke its nasty head up before he attacks 

BY F R A N K A L L E N 

With 12 years of ex-
perience, Damon 
Ervie is no 
stranger to turf 
management. For 
the past three 
years, this director 

of fields and grounds and his staff of five 
full-time employees have been maintaining 
and renovating 87 acres of high-profile 
sports turf, as well as 230 acres of common 
areas, for Liberty Public Schools in a sub-
urb of Kansas City, MO. 

THe p r o b l e m : 
crabgrass on a rampage 
As with all maintenance and 
renovation projects, Ervie 
had some interesting chal-
lenges. One was the crab-
grass at the Liberty Soccer 
Complex, a soccer field 
that had been renovated 
and seeded with Kentucky 
bluegrass. The preemergent her-
bicide he'd used to control it had been 
a disappointment. 

"The window of application for this her-
bicide is crucial," Ervie explained. "And we 
had to have perfect conditions for applica-
tion." Ervie also said he was disappointed 
with the product's results. Since he had to 
apply it in early spring — the same time as 
seeding — it thinned out the grass. 

"About 90% of the time, the roots 
were thin and came to the surface," Ervie 

continued on page 62 

Damon's domain 
Institution: Liberty Public Schools 

No. schools in district: 20 

No. grounds employees: 5 full-time, 
10 seasonal 

No. of acres maintained: 230 
common school grounds, 87 sports turf 

Herbicide used: BASF's Drive 

Equipment: Toro mowers, John 
Deere tractors 

When Ervie and his crew 

renovated the school's 

j P soccer field, they ran 

into a serious problem 

with crabgrass. 



To move the earth, pick a machine 

that was designed to reach for the moon 

w w w . s k i d s t e e r . c o m 

From the beginning, we set our 

sights higher. No wonder affordable 

John Deere Skid Steers display such 

a mastery of physics. Their patented 

vertical-lift path, supported by 

well-balanced, long-wheelbase 

frames, reaches much farther 

forward than conventional skid 

steers. Proven 53- to 90-hp John 

Deere POWERTECH® engines 

generate industry-leading breakout 

force — and many models are 

available with a two-speed option. 

A panoramic 360-degree view 

eclipses anything other manufac-

turers offer. Best of all, ergonomic 

hand or foot controls (your choice), 

refined six-position seats, and an 

easy-to-read console show equal 

attention has been paid to 

comfort. Interested? Stop by a 

John Deere Skid Steer dealer (call 

1-800-537-8233 for one near you). 

J O H N D E E R E 
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solutions center 

continued from page 60 

says. "The grass had tip burn. Add foot 
traffic to that, and you know you'll wear 
out a field fast." 

Besides the poor results in the grass he 
was trying to grow, Ervie was getting less 
than desirable crabgrass control. "We were 
lucky if we got 50 to 70% control," he says. 
"More often, it was 40%." Plus, he had as 
much as six to eight months of residual ac-
tivity with this herbicide, so he had to wait 
up to eight months before he could reseed 
— regardless of how the field looked. 

T R e solution: let 'em show 
themselves first 
The solution for Ervie was to use a post-
emergent herbicide. He used BASF's 

Drive 75 DF postemergent. 
"We can get grass up and 

going before we apply the herbi-
cide, so we know what we're up 
against when it comes to weeds," 
says Ervie. 

Ervie also reports that the post-emer-
gent product is more flexible to use. He 
can make an application as soon as the 
crabgrass germinates — even in tempera-
tures as low as 50 to 60 degrees. And when 
he applies it to weeds early, there's nor-
mally no need for reapplication. 

"Now, we're in a maintenance phase, 
and we only have to put down a half-appli-
cation each year or do a spot application, as 
needed," says Ervie 
The lack of residual activity with product is 

another plus. "Most people with high-pro-
file sports turf don't want a preemergent 
because of residual," Ervie says. 

The effectiveness of the treatments re-
sulted in significant savings to Ervie's bud-
get. "It cost us about $700 an acre to use 
our previous herbicide when I took into 
consideration all the equipment costs, 
labor and product costs," says Ervie. Using 
the post-emergent product he figures the 
cost is about $150 to $200 per acre." lm 

The author is a freelance writer who lives in 
Chicago. Email: frankxidlen@yahoo.com 

The #1 magazine in the industry brings you the 
most practical and useful web site in the industry 

www.LandscapeManagement.net 
Find out why thousands of 
landscape professionals log onto 
www.landscapemanagement.net 
every day. 
For more information, contact John Payne, Group 
Publisher, at 800-225-4569; fax: 440-891-2675; 
e-mail: ¡payne@advanstar.com. 

M A N A G E M E N T 

T^adwmstar landscape Croup 

The new school soccer 

field is one of the nicest 

in the Kansas City area, 

green and weed free. 

mailto:frankxidlen@yahoo.com
http://www.LandscapeManagement.net
http://www.landscapemanagement.net
mailto:payne@advanstar.com


Hie only things smarter than our 
products are the people who use them. 
Lawn Doctor is the largest franchise lawn-care company in the 
United States. John Buechner, Director of Technical Services, 
has been with them for 18 years. "With 415 franchises in 
thirty-eight states, I need an insecticide I can count on. The 
fact that Talstar controls over 75 different pests influenced my 
decision, but I selected Talstar because it won't harm sensitive 
turf and ornamentals." 

The Talstar family of insecticides has the longest proven residual 
in the industry. These insecticides are easy to handle, and are 
odor free at label rates. Use Talstar on lawns and landscape 
ornamentals, and even for perimeter treatments. Our new 
Talstar® EZ Granular Insecticide is easy to spread and tough 
on pests. We are so certain that Talstar will provide long-lasting 
performance against a broad spectrum of insects that we back 
it up with a money-back guarantee.* 

John Buechner has recommended the new granular formulation 
for use at all Lawn Doctors. "Talstar EZ will be popular with the 

franchisees, because it enables us to offer services we can be 
proud of and helps us deliver on our promise of quality." Lawn 
Doctor's trained and licensed staff care for more than a billion 
square feet of America's turf. They are a proud supporter of 
the Professional Lawn Care Association of America (PLCAA), 
and we at FMC couldn't be prouder to support their great 
work with our great products. 

For more information, contact your FMC authorized distributor. 
Call 800-321-1 FMC, or visit us at www.fmc-apgspec.com. 

T A L S T A R . Lasts longer. Guaranteed. 

•FMC O 2 0 0 2 F M C Corporat ion. T h e F M C * logo & Talstar* a re registered t rademarks of F M C Corporat ion. 
' S e e Guarantee Program Guidelines for details. This guarantee does not apply to te rmi tode products. 

T h e fac t t h a t Talstar^ 
controls o v e r 7 5 d i f f e r e n t 

pests i n f l u e n c e d m y 
dec is ion . 

John Buechner 
Director of Technical Services, Lawn Doctor, Inc. 
Holmdel , N e w Jersey 

http://www.fmc-apgspec.com


BY BALAKRISHNA RAO 

Falling berries 
Many of our customers planted holly trees 
because of their red leaf and fruit color in 
winter. Why are some of the trees' holly 
berries remaining green and falling off? 

— VA 

Study the affected plants on site for any po-
tential environmental soil and/or root re-
lated problems such as exposure to ex-
tremes in moisture and/or temperature, 
abnormal or dysfunctional roots resulting 
from poor growing conditions and soil type. 

Also, consider the possibility of a holly 
berry midge problem. The adult midge is a 
small, mosquito-like insect 1.6 to 2.3 mm 
long. The larvae are 1 mm long and yellow. 
Look for brown pupal cases protruding 
from the berries. 

The midge has one generation per year 
and over winter as larvae. Adults emerge 
when holly plants produce flowers; females 
lay eggs in the young fruit while the petals 
are still on the flowers. Adults emerge from 
the berries around May, fly short distances 
of two to three feet and hide under leaves 
or other protected places. When the infes-
tation is severe, affected fruit berries fail to 
turn red because of the holly berry maggot, 
so the trees don't look as pretty. 

Weevil woes 
White pines in our area are showing 2-ft. 
long terminal dieback. They tend to 
bend into an inverted "U" shape. What 
do you think is the problem? Any sug-
gestion to manage this? 

— OH 

From your description of the symptoms, the 
problem appears to be related to white pine 

weevil insect damage. This insect is a com-
mon pest of white pine in landscaping and 
forest areas, and can also attack spruce trees. 

White pine weevils attack the terminal 
new growth of white pines. Affected plant 
parts discolor and show dieback, curled 
into the shape of a shepherd's crook. Upon 
closer examination, you can see minute 
holes the size of the tip of a ballpoint pen. 
Remove the browned-out bark from the 
affected area and look for larval tunneling 
and lots of sawdust-like frass. You may find 
yellowish larvae (1/3-in. long) if the life 
cycle isn't completed. 

The larvae feed on inner bark, the sap-
wood of leading branches and terminal 
shoots of the main trunk. The affected 
leader will be killed and the subsequent 
branches growing in that area will be dis-
torted or killed. The larvae pupate in wood 
chip cocoons and emerge as adults. The 
beetles begin to emerge in late July to late 
August, leaving distinct emergence holes in 
the bark. The adults feed on the bark of 
terminals before dropping to the litter to 
overwinter. On warm spring days, adults 
move to treetops to mate and lay eggs in 
the bark. 

To manage the problem, prune and de-
stroy all infected branches in early spring. 
Applications of insecticides such as Talstar 
or Astro might help manage the adults. 
Treat leaders in spring when overwintering 
beetles appear, about mid-April to mid-
May. Valuable plants also should be 
treated again between mid-August and 
mid-September. 

Mowing in the rain 
Our athletic field maintenance crews 
won't mow in the rain because they say 

it will tear the grass and compact the 
ground. If this is the case, why do I see 
landscapers out all the time in rain 
showers? Is there a cutoff point? What is 
the criteria? 

— PA 

If you have a choice, avoid mowing in the 
rain or when it's too wet. Landscapers are 
sometimes so busy, however, that they 
don't have a choice and must mow when 
they can. In a situation like that you could 
mow during light rain. Avoid mowing in 
pouring rain as visibility is bad. 

Adjustments can be made to deal with 
mowing in the rain. Keep the rpm higher 
and blades sharper, and run the blades 
faster to prevent turfgrass clippings from 
accumulating in the mower deck. When 
you're finished mowing, wash off the clip-
pings and clean the deck. 

It's also important that the mower 
wheels not follow the same tracks with 
each mowing. This is particularly impor-
tant when the soil is wet as it tends to 
cause compaction. For example, there's a 
tendency to edge or border an area in the 
same manner each time, which would put 
the wheels in the same track. To minimize 
compaction during edging, you could off-
set the wheel track by using only a portion 
of the deck of a mower that had multiple 
reels or making a half swath with a single 
reel. Also, you should mow the open areas 
in different directions each time. 

Make sure the turfgrass in 
these areas is adapted 
for the mowing opera-
tion. Wait until the 
turfgrass is well estab-
lished to avoid injur-
ing young seedlings. 

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

ask the expert 

mailto:jstahl@advanstar.com


Introducing the all-new 7-passenger, 4-door FE-SP Crew Cab. 
With its roomy interior, excellent visibility and dependable power, 
the Crew Cab is one vehicle with the muscle to haul people, equipment 
and materials - all in one trip. For a dealer, call 1 - 8 7 7 - 2 0 2 - 9 6 5 0 . 
Or visit w w w . m i t f u s o . c o m 

© 2001, Mitsubishi Fuso Truck of America. Inc. 

MITSUBISHI 
FUSO 

YOU'LL NEVER WAKE UP 
WONDERING W H Y YOU GOT IT. 

http://www.mitfuso.com


products 
™ T E C H C E N T E R 

Fork it over 
Precision Farm Machinery's new multi-pur-
pose fork bucket for skid-steers is suited for 
digging, picking, loading, leveling and grap-
ple-type work. It features a grated bottom to 
allow dirt to escape. The reel system is oper-
ated by a simple hydraulic cylinder for mini-
mum downtime and maintenance. 
For more information call 877/736-22261 
circle no. 253 

Grip it good 
Fiskars' loop handle hand pruners feature a 
Softgrip upper handle that adds padding 
against friction and keeps hands from 
slipping. The loop handle allows hands to 
relax without having to put the tool down. The 
precision-ground steel blades are fully hardened 
to withstand years of cutting duties. They can 
cut branches up to 5/8 in. in diameter. 
For more information contact Fiskars at 
800/500-4849 or www.fiskars.com I 
circle no. 250 

Trim it high 
John Deere's EH2659 extended-reach hedge 
trimmer has a 59-in. boom and 22-in., double-
sided, double-reciprocating blade that allows 
trimming up to 12 ft. high. 
For more information contact John Deere at 
800/537-8233 or www.johndeere.com I 
circle no. 251 

Get in deep 
Rain Bird's new root watering system series 
combines deep root aeration and irrigation in a 
single package. Products consist of an irrigation 
retaining cap and a 36-in. long tube that allows 
nutrients to reach deep root systems directly. It 
can be ordered with pre-installed irrigation 
components that include a swing assembly, 
check valve, riser and Rain Bird 1401 bubbler. 
It's also designed to accommodate drip tubing 
and emitters as an alternative installation. 
For more information visit Rain Bird's Web site 
at www.rainbird.com I circle no. 252 

Leader of the pack 
Simplot announces a new line of soluble fertil-
izers called SoluPack, composed of nine formu-
lations: Bermudagrass Special, High Potash For-
mula, Potassium Special, SP All-Purpose, SP 
Bentgrass Formula, SP Rapid Green, SP Root 
Enhancer, Summer Aid, and Super Cal Formula. 
A number of these products will incorporate 
the UMAXX stabilized nitrogen technology. 
For more information contact Simplot at 
www.simplotpartners.con I circle no. 254 

Kill the ants 
Oakfield Apparatus' new fire ant probe 
enables the user to apply insecticide directly 
into a fire ant mound. The probe is 30 in. high, 
made of steel, and features four holes at the 
tip through which a powerful burst of insecti-
cide is delivered. 
For more information contact Oakfield at 
920/583-4114 or www.soilsamplers.com I 
circle no. 256 

One wide cut 
Howard Price Turf Equipment introduces its 
new 360Z-80 floating wing mower featuring a 
80-in. cut with cutting capacity of up 
to 6.46 acres per hour at 8 mph. It 
also features maximum flotation 
for dips and knolls with wing 
operating to 20 degrees up 
and 12 degrees down. 
For more information 
contact Howard Price at 
636/532-70001 circle no. 
255 

Punchin'holes • 
BlueBird's TA 10 aerator is designed to be 
towed by a 16-hp or larger tractor. It has an 
aerating width of 36 in. and aerating depth of . 
up to three in. for coverage up to three acres 
an hour. Two independent tine rotors with 32 
interchangeable, 1/2-in. closed spoon tines 
provide good maneuverability around corners 
and tight areas. 
For more information 
contact BlueBird at 
800/808-2473 or 
www.bluebirdintl.com I 
circle no. 257 

continued on page 68 
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P r o f e s s i o n a l s D e m a n d 

LITTLE WONDER. 
S h o u l d n ' t Y o u ? 

Extended Reach Edgers & Trimmers Xtra Edger 
Hedge Trimmers 

For 80 years, Little Wonder has been the choice of professionals who demand 
quality. The purchase of Little Wonder equipment demonstrates a commitment to 
owning the best - equipment that stands up to the demands of contractors, 
landscapers, homeowners and rental customers, and performs season after season. 

To F i n d a L o c a l D e a l e r Cal l T o l l - F r e e 
1 - 8 7 7 - L W O N D E R 

w w w . l i t t l e w o n d e r . c o m 
1028 S t r e e t Rd . • S o u t h a m p t o n , PA 18966 CirdeNo.138 

High Output Blowers Electric Hedge Trimmers Cas Hedge Trimmers 

http://www.littlewonder.com


products 

continued from page 66 
In control 
Myron L Company introduces the 720 Series II 
pH and ORP monitor controllers. The company 
claims their advanced isolated circuitry elimi-
nates potential ground loop issues associated 
with non-isolated circuitry. Only 6 in. by 4.8 in., 
their sensor preamp allows longer distances 
between sensor and monitor/controller. 
For more information contact Myron at 
760/438-2021 or www.myronl.com I 
circle no. 258 

Bright lights 
Hessamerica's new high performance outdoor 
indirect area luminaire features the company's 
advanced secondary reflector technology, 
which eliminates glare while effectively illumi-
nating paths and public areas. 
For more information contact Hessamerica at 
704/471-2211 or www.hessamerica.com I 
circle no. 259 

Take the curve 
RedMax's HEZ2500F edger has a 
curved shaft for hard-to-reach 
areas and is powered by a 
25.4cc strato-charged * 

two-cycle engine 
that the company 

claims will give operators a 
34% fuel savings, 73% fewer ex-

haust emissions and 10% noise reduction. 
For more information call 800/291-8251 1 circle 
no. 260 

Wrestle weeds 
PBI/Gordon Corp. announces the addition of 
Blade selective herbicide to the Gordon's Pro-
fessional Turf and Ornamental product line. The 
active ingredient in Blade, metsulfuron, is used 
primarily in the south to control bahiagrass, rye-
grass and foxtail. The company claims it's effec-
tive at very low rates, ranging from 0.125 to 
1.0 dry oz. of product per acre, yet has an ex-
tremely low toxicity to animals. 
For more information contact PBI/Gordon at 
800/821-7925 or www.pbigordon.com I 
circle no. 261 

Go blue 
Becker Underwood claims its Admiral Liquid 
controls the growth of algae and aquatic vege-
tation in lakes, ponds and other bodies of 
water while adding a beautiful, natural-looking 
blue. Used as an integral component in a lake 
and pond management program, Admiral is 
one of only two products of its kind on the 
market to receive EPA registration. Available in 

What the hay 
Goossen's straw blower feeds one to two 
bales per minute covering one acre per hour. 
Options include a 13-, 16- or 18-hp gas-
powered or PTO-driven three-point opera-
tion. The rotor contains a pre-balanced hex 
shaft and discharges through a 6-in. by 30-
ft. wear-resistant discharge hose. 
For more information contact Goossen at 
800/835-1042 or www.goossen.com I 
circle no. 262 

the following package sizes: 4x1-, 5-, and 
30-gal. drums. 

For more information call 800/232-59071 
circle no. 263 

Treat a tree 
With its Wedgle tree injection system and tree 
care products, ArborSystems claims turf care 
pros can treat a tree in less than three minutes 
and generate from $25 to $65 of revenue per 
tree. A free CD-ROM provides all the details. 
For more information contact ArborSystems at 
800/698-4641 or www.arborsystems.com I 
circle no. 264 

Time to excavate 

The 314C Cr hydraulic excavator from Cater-
pillar features a compact radius design that 
makes it ideal for urban contractors and others 
who work in space-restricted applications. It 
weighs as much as 32,590 lbs. depending on 
how it's equipped, and produces 90 net hp. 
Maximum digging depth is 19 ft., 6 in., and 
tail swing radius is 4 ft., 10 in. 
For more information call 877/736-22261 
circle no. 265 

Make trees stand tall 
Roy Enterprises' Tree Trainer is a self-supporting 
tree brace that helps straighten crooked-grow-
ing trees. It comes in two sizes: a small unit to 
fit tree calipers up to 1 in., and a large unit 
that fits tree calipers of 1 to 2 in. Straps are 

http://www.myronl.com
http://www.hessamerica.com
http://www.pbigordon.com
http://www.goossen.com
http://www.arborsystems.com


Wash it away 
Landa Water Cleaning Systems' new 
line of hot water pressure washers 
with a vertical burner design and 
cleaning power of up to 5 gpm in 

flow rate and 2000 psi in pressure. A 
trigger gun with variable pressure wand allows 
remote operation of the spray and low-pres-

sure application of the soap. Tubed, pneumatic 
tires allow for easy maneuvering in all terrain. 
For more information contact Landa at 800/547-
8672 or ww.landa.com I circle no. 266 

polypropylene and are impregnated with an 
ultraviolet inhibitor to protect against sun rot. 
For more information call 660/485-6768 or visit 
www.treetrainer.com I circle no. 267 

Fenced in 
T.C. Manufacturing and Powder Coating's 
new Architectural Fencing System (AFS) has a 
linear wire design that allows creative solu-
tions that enhance landscaping. ITC's "no 
tag" coating formula is graffiti resistant. Panel 
sizes come 4-8-in. wide, with 2-ft. x 6-ft. stan-
dard welded grids. 
For more information contact ITC at 800/567-
6592 or www.itcmfg.com I circle no. 268 

Hear the thunder 
New handheld Thunderbolt Storm Detector de-
tects and tracks thunderstorm activity from 75 
miles, determining storm severity, approach 
speed, and estimated time of arrival. Upon de-
tection, warning information appears on Thun-
derbolt's LCD display, along with flashing LEDs 
and audible alarm. 
For more information call 877/738-7330 or 
visit www.spectrumthunderbolt.com I 
circle no. 269 

How stimulating 
J.F. Oakes Sales & Marketing's Konsume is an 
insect feeding stimulant that the company 
claims, when mixed with any insecticide, 
will increase the control of insects and 
reduce the rate of active ingredients 
being applied. 
For more information call 800/844-
9296/circle no. 270 

Dig a little • 
Kobelco's new SR-2 Series of compact 
excavators features zero-tail-swing for 
working in tight areas, rubber tracks for 
minimizing damage to paved sidewalks 
and driveways, and single and bidirec-
tional auxiliary hydraulic valves and 
piping as standard equipment. 
For more information 
call 281/240-4800 or 
visit www.kobel-
coamerica.com I 
circle no. 271 

Rake it in 
The new Harley Power Box Rake for tool carri-
ers and small pay-loaders enhances the amount 
of work a contractor can do with the Harley 
rake. The tool carrier allows the Harley to grade 
and reshape drainage ditches, as well as rebuild 
road shoulders. Use the tool carrier rake for 
roadside landscaping. 
For more information call 800/437-9779 or visit 
www.glenmac.com I circle no. 272 

It's a visual thing 
Help your customers visualize their dream land-
scape with Individual Software Inc.'s Total 3D 
Home Deluxe and Total 3D Landscape Deluxe. 
Designed for Microsoft Windows XP, the soft-
ware creates realistic 3D renderings of land-
scaping ideas for a variety of buildings. 
For more information call 925/734-6767 or visit 
www.individualsoftware.com I arde no. 273 

It's a coverup 
Roll-Rite offers a wide variety of tarp systems 
for various truck and trailer applications, avail-
able in both automatic and semi-automatic for 
1-ton and light duty applications. The Tarp-
Stretcher, Roll-Rite's new electric gear motor 
for side tarping, comes standard. Several sys-
tem variations are available and may feature 
either single front arm with rear bungee oper-
ation or dual-arm operation. 

For more information call 
800/297-9905 or visit 
www.rollrite.com I 

http://www.treetrainer.com
http://www.itcmfg.com
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events 
WHAT, WHEN & WHERE 

June 
19 Turf Research Field Day I South 
Deerfield, MS; Sponsored by the Umass 
Extension Turf Program; 413/545-3066 

19-23 Retail Roadshow I Chicago, IL; 
Sponsored by the National Garden Center 
Organization; 202/789-2900; www.anla.org 

20-22 ITODA Summer Meeting I Los 
Gatos, CA; Sponsored by the Independent Turf 
& Ornamental Distributors Association; 
810/229-9405 

July 
11-14 AN LA Convention & Executive 
Learning Retreat I San Diego, CA; 202/789-
2900 

15-16 Summer Express Short Course I 
Chattanooga, TN; Sponsored by the 
Chattanooga Association of Landscape 
Professionals; 423/886-8874 

17-18 OPE Dealer Convention I 
Louisville, KY; 800/558-8767 

17-19 Turfgrass Producers 
International Summer Convention and 
Field Day I Ft. Collins, CO; 800/405-8873 

19-21 International Lawn, Garden & 
Power Equipment Expo I Louisville, KY; 
800/558-8767 

22-23 PLCAA's Legislative Day on the 
Hill & Arlington Renewal Project I 
Washington, DC; 800/458-3466; 
www.plcaa.org 

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

23-25 Penn Allied Nursery Trade Show I 
Fort Washington, PA; 717/238-1673 

30-31 Virginia Turf Council Field Day I 
Blacksburg, VA; 540/942-8873 

31 Rutgers Lawn & Landscape Turf 
Research Field Day I Freehold, NJ; 732/932-
9400, ext. 339 

August 
2 Southern Nursery Association 2002 I 
Atlanta, GA; 770/953-3311; www.sna.org 

7 Illinois Landscape Contractors 
Association Summer Field Day I 
Hampshire, IL; 630/472-2851 

9-11 ALCA Maintenance Symposium / 
Atlanta, GA; 800/395-2522; www.alca.org 

13 Michigan Turfgrass Field Day I 
Lansing, Ml; 517/321-1660 

15-16 Northern Plant Symposium I 
Eastlake, OH; 440/350-2583 

17 Certified Landscape Technician 
Exam I Joliet, IL; 630/472-2851 

25-1 International Garden Centre Tour I 
Amsterdam-Maastricht, Netherlands; 202/789-
5980, ext. 3010 

September 
12-13 Southwest Horticultural Trade 
Show I Phoenix, AZ; 480/966-1610 

16-18 Florida Turfgrass Association 
Annual Conference and Trade Show I 
Tampa, FL; 800/882-6721 

http://www.anla.org
http://www.plcaa.org
http://www.sna.org
http://www.alca.org
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C O M P A C T W A L K E R T R A C T O R M E E T S 
I N D U S T R Y ' S L A R G E S T DECK 

W a l k e r M a n u f a c t u r i n g C o m p a n y , p roducers of c o m p a c t r iding 
m o w e r s , introduces the industry 's first 7 4 " Side Discharge D e c k 
- t h e largest c u t t i n g deck for a mid-s ize t r a c t o r . 

A l t h o u g h it is W a l k e r ' s f irst four -b laded des ign , th is larger d e c k 
has m a n y of t h e s a m e f e a t u r e s used on o ther W a l k e r gear -
dr iven d e c k s . T h e n a r r o w , t u n n e l des ign of t h e in-l ine, t i m e d 
blades o f fe rs a t rue f inish cu t , aids in scalp res is tance and g ives 
t h e s a m e p o w e r f u l , c lean d ischarge p a t t e r n t h a t W a l k e r side 
d ischarge opera to rs h a v e e n j o y e d for years . T h e c o m b i n a t i o n 
of W a l k e r ' s fu l l - f loat ing d e c k suspens ion and cas te r ing g a u g e 
w h e e l s at t h e back of t h e d e c k help hold t h e c o n t o u r s of t h e 
terra in and also help p r e v e n t scalping. J u s t like all o ther W a l k e r 
d e c k s , t h e D S D 7 4 t i l ts up t o 9 0 ° for e a s y b lade a n d d e c k 
m a i n t e n a n c e . Ava i lab le Spr ing 2 0 0 2 . 

5925 E. Harmony Road, Fort Collins, CO 80528 
(970) 221-5614 • www.walkermowers.com 

Circle No. 139 

' Edge or trim at any angle from horizontal to vertical with 
one quick adjustment. 

1 Can be adapted to virtually any mower deck 

• Easily folds out of the way for transportation, and will not 
extend the deck width! 

• Mount is spring loaded to swing away from obstacles for 
added safety. 

• Increase productivity for all zero turn mowers. 

LEADER IN TURF CARE INNOVATIONS 
For more information, contact your local PECO dealer today 

1 - 8 0 0 - 4 3 8 - 5 8 2 3 
www.lawnvac.com 

TM 

T R E E R i n C 
Portable, Dependable, Durable 

Drought Insurance... One 'Drip' at a Time 
more Reliable than Rain, more Targeted, 

more Effectiue than a Sprinkler 
Regular 

Junior 

10 Gal. 25 Gal. 

UlflTER. . .THE' most 
Critical Factor 
Affecting the 

Success or Failure of 
a Transplant! 

For In format ion & Ordering. . . 
1 - 8 0 0 - 4 4 1 - 3 5 7 3 

Circle No. 141 

Professional Results! 

|"^he improved PeCo Pro-12 vacuum system. Shown on 
an Encore machine, but designed to custom fit 
virtually all commercial Z turn mowers on the market 

today! All PeCo vacs have a self contained power unit that 
does not rob engine power from the mower. Featuring a fully 
mounted tapered aluminum box with obstruction free 
dumping from the seat. Each unit comes with a counter 
balance weight and a throttle kit for complete from the seat 
operation. Engine options range from a standard Briggs & 
Stratton 5.5 Hp to a 7 Hp Yanmar diesel with electric start. 
PeCo vacs, always efficient, always affordable. 

SEE YOUR DEALER TODAY! 

800-438-5823 
1 0 0 A i r p o r t R d . • A r d e n , N C 2 8 7 0 4 
p e c o @ i o a . c o m 
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See Us At Louisville 
Expo My 19-21 

Call today for a dealer near you. 

866-848-1815 ¡5 Uniteti 
-T~ F=t A I I- E F=t S 

Circle No. 145 

Still using old-fashioned 

stake £r wire 
to plant your new 
trees & shrubs? 

Finally, there's a better way! Introducing... 

US PATENT NOS 6.141,903 & 6.069.243 

The revolutionary new 
stabilizing system that's 

SAFER 
because it's completely 
below-grade 

CHEAPER 
because it never needs to 
be adjusted or removed 

EASIER 
because one worker, 
a sledgehammer, and a few 
minutes is all it takes to install 

CALL (877) TREES-49 
WWW.TREESTAPLEINC.COM 

Tree Staple, Inc. • 310 Springfield Ave, Suite 8 
Berkeley Heights, NJ 07922 

Advanced growing solutions 

Plant Survival Essentials 

flIL-PURPOSE 
T/0 PlfllïïWG GRR MILES 
Four (4) Critical "Plant Survival Essentials"... 

In 7 Convenient, Cost-Effective Planting Package! 

#7. 2-3-2 NATURAL ORGANIC FERTILIZER 
#2. ENDO-ECTOMYCORRHIZAL FUNGI 
#3. ADVANCED POLYMER GEL 
#4. BIO-PLEX BIO-STIMULANT 

More Information & Ordering 
1-800-441-3573 

Circle No. 146 

Get the latest e-newsletter 
covering the landscape industry 

delivered to your desktop-

BROUGHTTO 
YOU BY: 

BASF 
PROFESSIONAL 
TURF' -

Sign up for your own 
Growing Trends e-newsletter today! 

It's fast and easy. Just log onto 
www.GrowingTrendsLawncare.com. 

Circle No. 144 
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C L A S S I F I E D S H O W C A S E 

Landscape 
M A N A G E M E N T ! 
For ads under $250, payment must be received 
by classified closing date. VISA, MASTERCARD, 
and AMERICAN EXPRESS accepted. 
Send to: Advanstar Marketing Services, 
7500 Old Oak Blvd., Cleveland, OH 44130. 
Advertising Information: LESLIE ZOLA, 
1-800-225-4569 x2670 or 440-891-2670, 
Fax: 440-826-2865, Email: lzola@advanstar.com 

Bird Control 

S E * B * G 0 N E ! 

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

• Repells Geese 
and Ducks ! 

• Simple 
and easy-spray 
right on the 
grass ! 

• One Gallon covers 
one acre ! 

• Geese hate the 
taste ! 

• EPA Approved ! 

3 i r d * B * G o n e , Inc. 
We ARE the Bird Control Specialists! 

Ph (949U72 3122 F«Wu72-3ii6 Call 1 •800-392-6915 
emoil nobirasObirdbgor* com 

We accept*Vila & Mastercard I 

Circle 150 on Reader Service C a r d 

Business For Sale 

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: 

jschwiering@norrisandcompany.net 

LAS VEGAS. NEVADA 
Full Service Commerc ia l Landscape 

C o m p a n y and Flower G r o w e r s 
Complete with Nursery and Greenhouses! 

Established Business for 25 Years 
Prime Las Vegas Real Estate 

GREAT CASH FLOW! 
$1,950,000 

Call Mike Webster, Broker: 702-870-2199 

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

Well Establ ished 
20-year Landscape C o m p a n y 
Boston, Massachuse t 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 2002 backlog to date Ls over $2 million! 

Contact WINOKUR ASSOCIATED 
Mr. Robert R. Meara: 1-508-747-3004 ext. 228 

R E T A I L G A R D E N C E N T E R & 
C O M M E R C I A L N U R S E R Y ! 
• Landscaping department 
• Two Nexus Vail green houses, 

11,219 square ft., state-of-the-art 
computer controlled 

• Includes all plant inventory, equipment 
and F&F 

• Two manufactured homes 
• Commercial water rights, 3.2 acres 

• $1 ,800 ,000 • 
James Paxton - 800-658-2773 

CENTURY 21 Aspen Real Estate 
Ruidoso, New Mexico 

Business Opportunities 

JI poking 
for a job? 

Great. We'll start 
you at CEO. 

Tired of struggling in the 
landscape industry? We'll give | 

you a promotion. Call us 
today and learn how to start 

your very own franchise. 

L A W N P R O F E S S I O N A L S . . . 

Improve Your 
Opportunities for Success! 

— BIDDING STRATEGIES AND MORE — 
Take advantage of our experience! The information 
contained in these manuals has taken our lawn service 
from 9 to nearly 700 accounts. Receive special pric-
ing when you order four or more manuals: 
• Bidding & Contracts $47.95 
• Marketing & Sales $39.95 
• 20 Letters For Success $29.95 
• Contracts & Goals $39.95 
• De-Icing & Snow Removal $39.95 
• Estimating Guide: 

Residential & Commercial $34.95 
• Selling & Referrals $44.95 
• Telephone Techniques 

(Not a Telemarketing Manual) $24.95 

Profits Unlimited 
"Your Key to Success" 

800-845-0499 
www.Drofitsareus.com 

Circle 151 on Reader Service C a r d 

FREE APPRAISAL • No BROKER FEES 
S E L L I N G Y O U R B U S I N E S S ? 
Professional Business Consultants 
can obtain offers from Qualified Buyers 

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

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

an ad ensures 
it wi l l be seen 8c remembered! 

Looking for a great way to make money 
and work for the largest synthetic turf 

company in the world? 
AstroLawn® is a residential/commercial 
grass-like synthetic turf from the original 
AstroTurf® Company of Dalton, Georgia. 

AstroLawn® is offering dealerships 
and distributionships throughout 

the US and the world. 
If you would like to own your own business 

and work in the high-demand synthetic 
lawn business, then AstroLawn® 

is the company for you. 
A s t r o L a w n C o r p o r a t e O f f i c e 
701 Leander Drive, Leander, TX 78641 

1 - 8 0 0 - 5 8 0 - 8 8 7 3 
/wvw.AstroLawn.com • roberth@AstroLawn.com 

THë.U& LaWris franchise 
Call 1-800-US-LAWÑS òr 
visit www.uslawns.com 

mailto:lzola@advanstar.com
mailto:jschwiering@norrisandcompany.net
http://www.Drofitsareus.com
mailto:roberth@AstroLawn.com
http://www.uslawns.com


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

Business Opps (Cont'd) | Distributors/Reps Wanted For Sale (Cont'd) 

The Best in Synthetic Golf Facilities 

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

Call the Putting Green Pros 
Toll Free 877-881-8477 

www.theputtinggreencompany.com 

PowerHouse Capital 
EQUIPMENT LEASE SPECIAUSTS 

800-476-9673 
Advantages of Leasing: 
$ Flexible Terms & Payment 
$ 100% Financing 
$ Potential Tax Benefits 
$ Preserves Credit Line & Capital 
Programs Available: 

Terms: 12-60 months 
Nationwide Coverage 

Transaction Size: 5K-250K 
Credit Application Only to 50K 

Purchase Options: $1.00, 10%, FMV 
DEALERS WELCOME 

Fax: 803-548-5363 or 
Email: gseidner@powerhouseequipment.com 

C O N K L I N P R O D U C T S 
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 

OWN AN EXCLUSIVE DEALERSHIP! 
Established pet containment and 

wireless detection products. 
Call: 800-828-9089 

Miltronics Mfg., Inc. 

Independent Reps, 
Distributors & Dealers Wanted 

To represent Garick & Paygro product lines. 
Regional and national opportunities. 

Bulk and/or bagged bark, mulches, soils, 
soil amendments & recreational surfacing 
opportunities in certain geographical market 

areas for our brand name product lines: 
Alabama Auburn™, Paygro Black Satin™ Mulches. 
Paygro™ Composts, Soils, Manures, Growers Blends 

and HydRocks™ Calcined Clays, Rice Hulls. 
Recreational Surfaces, Kids Karpet™, 

Designated Dryer™ Calcined Clay for athletic fields. 
Paygro™ Packaged Soils & Mulches, Malabar Farms, 

Forest Floor™ & Farmer Green™ labels. 
Fertilgro™ Organic Fertilizer and Masterblend™ 

Professional Fertilizers. 
Can represent one, multiple or all 

depending on areas available. 
Visit www.garick.com or 

call 1-800-2GARICK ext. 40. 
Please mention this code: REP/LANMAN/040102 

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. LF01602, 101 Harrison 
Street, Archbald, PA 18403. 6/02 

For Sale 

K n o w your 
soil p H in 
s e c o n d s ! 

Kelway 
HB-2 

• to9
readSdy ,a ,*\ Professional 

» Low cost m soil acidity 
' o°?,ble, J t & moisture 
• Built for long-

lasting use! * t 6 S t 6 T 
T e l l s y o u w h e n t o l ime . 
Now. read your soil pH in seconds with KELWAY 
HB-2 acidity tester Learn on-the-job whether to add 
lime and how much No batteries No reagents No 
chemicals Just insert KELWAY soil tester in moist 
soil Professionally designed for growers. KELWAY 
tester gives direct acidity and moisture readings 
Contact your local d ist r ibutor or wri te for FREE 
informative literature today Kel Instruments Co., Inc., Dept. N 

P.O Box 54, Wyckoff, NJ 07481 J 

cscSn? P r ad i i d SywillfLit c a t e g o r y ! 
L=cl- L1<¿úílL£ C i L L L m I I * L c L d i 8 0 0 - 2 2 5 - 4 5 6 ® , « f c t . 23-70 

TURBO TECHNOLOGIES, /NC. 
1500 FIRST AVI., BÍ AVER fALLS, PA 15010 

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

F A C T O R Y L I Q U I D A T I O N 

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

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

a workshop 
Prime Steel Some Other 

Sizes Available 

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

1 - 8 0 0 - 2 9 1 - 6 7 7 7 ex t 4 0 2 

614-873-3719 
www. 

SDraver and SDraver accessories 

PHYSAN 20. 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 
Cost effective and biodegradable. 

Order ing a n d D e a l e r information: Maril P r o d u c t s 
3 2 0 W e s t 6* S t ree t , Tust in , CA 9 2 7 8 0 

800-546-7711 www.physan.com 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale 

Stamp sizes from 1/4" to 1 3/4". 
$89 • $6 50 s/h VISA. MasterCard, or 
MO's shipped next day Checks delay 
shipment 3 weeks CA add 7.75%Tax 

/p Rr K AMERICAN STAMP CO 
P r i c e s s u b j a U o c l w « ' 1 2 2 9 0 R , s i n g R d LW2> W , l t o n - C A 9 5 6 9 3 

wittoutnot,cc. 9i6- 687-7102 oMu Toll Free ( 8 7 7 ) 6 8 7 - 7 1 0 2 

SEEDLAND.COM 
LAWN & TURFGRASS SEEDS 

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

(888) 820-2080 
www.Seedland.com 

TURBO TURF | 

http://www.theputtinggreencompany.com
mailto:gseidner@powerhouseequipment.com
mailto:kmfranke@hutchtel.net
http://www.garick.com
http://www.physan.com
http://www.Seedland.com


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

for Sale (Cont'd) 

tconomicai * uuraoie • ugniweigni • versarne • quality tonsirucnon 
39" 

T h e "LITT'R PIK STIK" was developed 

to be the best constructed, most 

versatile and efficient litter removal tool 

on the market! The "LITT'R PIK STIK'S" 

ingenious design allows for one-handed 

litter removal of cans, bottles, lots of 

paper and more! Work faster and more 

efficiently with less effort! 

To Contact Is : 
Fax/Phone (417) 886-0642 
On the web at: www.littrpikstik.com 

Discount Sprayer Parts 
REPLACEMENT PARTS & PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F.E. Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jet 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hoses & hose reels. 

Call TOLL FREE: 888-SPRAYER 
for a free catalog. 

Email: spraypts@bellsouth.net 
Website: SprayerPartsDepot.com 

3 5 ' X 4 5 ' X 10' 

$4,198 
I We Ship Anywhere In The USA! 10,000 Sizes. Bolt-Together All Steel 
I Buildings & Homes. Call Today For A Price Quote And Brochure. 

HERITAGE BUILDING S Y S T E M S 
8 0 0 . 6 4 3 . 5 5 5 5 

l i e r i t a j ? e I ) u i I c l i n a h . c o m 

usedhydromulchers.com 

landscapersupply.com 
WHERE THE PROS SHOP 

1-800-895-4589 

M O W E R R E P L A C E M E N T P A R T S 
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 

NEW! 
A Mole Trap That REALLY Works! 

Four traps for the price of one 
Easy to Use • European Style 

Allows you to mow hassle-free 
"The best mole trap we ever used!" 

Quantity Discounts Available 
C all: 800-471-4001 

www.nomole.com 

an ad 
lliuicascs saie anu profits! 

Help Wanted 

Green Search ^ 
Providing professional executive search, human 
resource consulting and Web-based job posting 
services to Green Industry companies and allied 
horticultural trades throughout the United States. 

www. greensearch. com 
E-mail: info@greensearch.coni 

Toll free: 1 888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 
1117 Ranmeter Carter W , Slite 500E, Atlanta GA30338 

BOZZUTO LANDSCAPING COMPANY 
Serving Maryland & Virginia 

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

• Field 
• Sales 
• Management 

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

Phone: 301-497-3900 

W A N T E D : 
Landscape Maintenance Account Manager 
Award winning full-service landscape management 

firm is seeking a motivated, energetic, 
customer focused, production-oriented manager 
to supervise landscape maintenance accounts. 
Top candidates must be good communicators, 

organized, self motivated and customer focused. 
A B.S. degree (or equivalent) or 7 years 

experience in landscape maintenance is preferred. 
We offer generous salaries and profit distribution, 

company vehicle, health/dental/life insurance, 
and 401(k) with company match. 

For immediate consideration, 
mail, fax or e-mail resumes to: 

Gachina Landscape Management, Inc. 
1130 O'Brien Dr., Menlo Park, CA 94025 

Fax: 650-853-0430 
E-mail: ChallengeMe@gachina.com 

www.gachina.com 

I L O V E N E W Y O R K ! 
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 

Increase your sales by nearly twice that 
of black 6» white ads! 

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

http://www.littrpikstik.com
mailto:spraypts@bellsouth.net
http://www.nomole.com
mailto:tdavis@land.bozzuto.com
http://www.bozzuto.com
mailto:ChallengeMe@gachina.com
http://www.gachina.com


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

Landscape Products 
Sales Person 

Seaboard International Forest Products is 
a leading wholesale broker of commodity 
landscape products. We are adding to our 
sales staff, and seek sales-oriented people 
with a background in mulch, topsoil, manure, 
salt, landscape timbers, or a knowledge of 
the industry's dealers and suppliers. 

3 B R A N C H M A N A G E R S - I M M E D I A T E ! 
Rapidly expanding vegetation Management Company 
now entering its 12th year, seeking 3 managers 
for Long Island/Westchester/Rockland counties. 
Must be Sales/Estimating & Customer Service 
oriented. Able to work unsupervised for periods 
at a time; self-starter. Accountable for profit/loss. 
• Excellent communication skills 
• Organized-Responsible 
• Personable-Articulate-Energetic 
• Able to wear many hats 
College degree or 7 years prior related work 
experience within green industry or other service 
type sector a must. Must possess DEC (Cat3 A) 
pesticide applicator license or be readily able 
to pass written exam shortly after hire. Plant 
identification knowledge a plus, as is the desire 
to succeed. 
F I E L D T E C H N I C I A N S (3) 
Full-time applicator position. Requires category 
(DEC3 A) pesticide applicator license or 
technician and clean drivers license, 3 years prior 
chemical lawn care, tree spray or landscape service 
experience necessary. Plant identification skills. 
Excellent salaries; specifv job applving for. 
RESUMES: Fax: 631-421-3008, 
Email: PIRELEIF88@aol.com 

S U P E R I N T E N D E N T O F P A R K S 
Under general direction of the 

General Manager, responsibilities are: 
• Plan, organize, direct and manage operations 
• Maintenance and construction of park facilities 

and open space areas 
• Provide administrative and technical direction 

to staff, in accordance with District policies 
and procedures 

• $4,803-$5,838 per month plus fully paid 
social security and P.E.R.S. 
For application and further information 

contact John C. Williamson at: 
(805) 482-1996 ext. 24 

1605 E. Burnley Avenue, Camarillo, CA 93010 
Deadline for application - 7/3/02 

Help Wanted (Cont'd) 
Applicants must be able to demonstrate 
interest in sales to lawn & garden retailers. 
The job is a telephone sales position based 
in Nashua, NH, in tax free southern 
New Hampshire. 

Please contact: 
John B Heroux, Marketing Manager 
Seaboard International Forest Products 
Box 6059, Nashua, NH 03063 
Fax: 603-598-2280 
Email: john.heroux@fctg.com 

C A R E E R O P P O R T U N I T Y ! 
LANDSCAPE MAINTENANCE DIVISION 
Established, industry recognized landscape firm 
seeking a qualified and motivated individual to 
incorporate our company mission and goals into 
an industry leading maintenance division. 
Responsibilities include: 
• Client Management 
• Estimating 
• Production Scheduling 
• Material and Equipment Acquisition 
• Staffing Requirements 
• Turf and plant horticultural know ledge 
Complete compensation package includes 
excellent base salary, bonus opportunities, 
company vehicle, medical, dental, vision and 
401 (k) retirement plan, sick and personal time. 
PLEASE FAX CONFIDENTIAL RESUME 
AND SALARY REQUIREMENTS TO: 
631-643-6645 

T H E B R I C K M A N G R O U P , L T D . 
Careers in landscape management 

available in: 
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 

E-mail: jobs@brickmangroup.com 
www.brickmangroup.com 

To advertise in Landscape Management, 

M O O N N U R S E R I E S I N C O R P O R A T E D 
OUTSTANDING CAREER OPPORTUNITIES! 

Moon Nurseries is one of the largest growers 
and distributors of quality nursery products in the 
Eastern United States. We are a quality-oriented, 
progressive company offering outstanding career 
opportunities for both our Chesapeake City, MD 
and Bucks County, PA operations. 

* O P E R A T I O N S M A N A G E R * 
This leadership role includes coordinating, 
supervising and team building for all of our 
production facilities. The Operations Manager 
will be responsible for all aspects of day-to-day 
operations in production and will participate with 
senior management in development decisions. 
Qualified candidates must be results-oriented, 
self-motivated, able to work as part of a team and 
possess strong management, organizational and 
communication skills (fluency in Spanish is a 
plus). Candidates should have at least five years 
of nursery management experience with a proven 
ability to schedule, supervise and execute all 
nursery and greenhouse operations. A degree in 
horticulture is helpful but not required. We offer an 
aggressive compensation and benefits package, 
including health and dental insurance and 401 (k). 
SALES REPRESENTATIVE- We are looking 
for motivated individuals to join our sales staff 
in expanding our sales, telemarketing and new 
territory development. Candidates should be well-
versed in plant material identification, computer 
literate, organized and self-motivated. A horticul-
ture degree and/or five or more years of related 
experience required. 
PROPAGATION MANAGER- We are looking 
for a Division Manager for our expanding 
container operation in Chesapeake City, MD. The 
Propagation Manager will be responsible for all 
aspects of operation in our propagation facilities. 
Applicants must be results-oriented with strong 
management and communication skills. A degree 
in Ornamental Horticulture and/or two or more 
years of related experience required. 
CONTAINER PRODUCTION ASSISTANT-
We are looking for results-oriented individuals 
for our expanding container operation in 
Chesapeake City, MD. Opportunities exist in our 
inventory control, shipping, plant maintenance 
and production-related areas. A horticulture 
degree or related experience required. 
ASSISTANT FIELD SUPERVISOR- We are 
looking for a highly motivated, career oriented 
individual to assist our Field Supervisor at our 
Chesapeake City, MD facility. This person will 
help manage expansion, production and shipping 
for our 1000 acre operation. Candidate must have 
two or more years deciduous tree growing 
experience, strong leadership, communication and 
organizational skills and a take-charge attitude. 
If you possess these skills and want to be a part 
of a dynamic growing team where you will be 
expected to make a difference, forward your 
resume with references and salary requirements to: 

MOON NURSERIES 
Attn: Anna Martin 

PO Box 672, Chesapeake City, MD 21915 
Phone: 410-755-6600 • Fax: 410-775-6152 

contact Leslie Zola at lzola@advanstar.com 

Excellent Opportunity in the CA Bay Area! 

Cal i fornia Landscape Construct ion M a n a g e r 
Send resume to Todd Williams at twilliams@acconstructors.com 

We offer a wide range of benefits including medical, dental, 401 (k), 125 cafeteria 
plan and education. Visit us at www.acconstructors.com or call 303.795.2582 

mailto:PIRELEIF88@aol.com
mailto:john.heroux@fctg.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:lzola@advanstar.com
mailto:twilliams@acconstructors.com
http://www.acconstructors.com


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

Help Wanted (Cont'd) 

POSITIONS AVAILABLE: 
Experienced CENTRAL CONTROL IRRIGATION 

SERVICE MANAGERS and TECHNICIANS for 
Seattle, Portland and other Northwest markets. 

We are looking for personnel who are 
experienced with the Rain Bird® Maxicom™ 

hardware and software. 
The Manager positions require someone who 

has experience in water management, sales, 
operations, and supervision with large 

commercial and government properties. 
The ideal Technicians can perform 

field repairs, develop database information, 
create irrigation schedules and possesses an 

understanding of horticulture. 
In addition to strong field experience, 

exceptional customer service skills are necessary. 
FAX RESUMES TO 7 1 3 - 2 7 2 - 7 7 7 9 

CAREER OPPORTUNITY 
Are You Ready for a Change? 

Come join one of the most dynamic landscape 
companies in the beautiful Southwest. 

We seek top-quality and talented people 
in the following positions: 

• Project Manager 
• Crew Leaders 

We offer outstanding compensation and 
benefits package, relocation allowance, and 
an excellent family-working environment. 

Please fax or e-mail resume to: 
5 0 5 - 8 9 8 - 2 1 0 5 

Or e-mail: Jdelarosa@hulc.com 
To find out more information please visit our 

website at www.headsuplandscape.com 

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.hor t icul tura l jobs .com 

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 , a n d 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 

L A N D S C A P E F O R E M A N - N e w J e r s e y - Large, 
well-established landscape construction company 
a n d la rge ca l iper t ree g r o w e r s in b u s i n e s s for 
3 5 + years , w e have a reputation for quality and 
perfection. Looking for a "Get it Done" type of guy 
w h o is se l f -mot iva ted , has good organ iza t iona l 
skills, with exper ience in large-scale commercia l 
projects. Great pay and benefits. Fax r e s u m e to: 
T r e e s N o w Inc . at 2 0 1 - 3 2 7 - 8 1 9 0 or ca l l B r i a n : 
201 -327 -5270 . 7 /02 

Looking to Hire Someone? 
Place your recruitment ad 

here! Call Leslie Zola 
at 800-225-4569, x2670 
for rates and schedules. 

Pest Control 

CONCERNED ABOUT USING CHEMICALS? 

BUY BUGS 
B E N E F I C I A L I N S E C T S 

Circle 152 on Reader Service Card 

Software 

The all-in-one 
^ c r e e " 

g d i t i ° n 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 Quick Books , Peachtree MS Office 
Print Proposals, Invoices, Work Orders, Statements, 
Purchase Orders, Reports, Letters, Labels Send Email! 
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Aquascape Designs 53 
BASF CV2 
BASF 25 
Bioplex Organics 73 
Bioplex Organics 74 
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Dig Corp 41 
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This index is provided as an additional service. 
The publisher does not assume any liability for errors 
or omissions. 

Only $799 complete. 
Includes Free Support! 

For a FREE demo, call 24 hours: 
1-800-724-7899 ext.2 

or visit us at: 
w w w . w i n t a c . n e t 

OlCOI\ C O M M E R C I A L 
A Division of Organic Control,Inc., 

5132 Venice Blvd., Los Angeles CA 90019 
(323)937-7444 • Fax(323) 937-0123 

www .or2aniccontrol.com 

mailto:Jdelarosa@hulc.com
http://www.headsuplandscape.com
http://www.horticulturaljobs.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.wintac.net
http://www.or2aniccontrol.com


best practices 
• • GUIDELINES TO HELP AN INDUSTRY GROW 

Devote 2% of your sales to get results 
B Y R O N H A L L / 
E D I T O R - I N - C H I E F 

Most landscape and 
lawn care business 
owners like getting 

their hands dirty. They'd rather 
be outside than developing a 
plan to establish their operation 
as a brand in their marketplace. 

Not just for cereals 
Branding? It's okay for break-
fast cereals, but what does it 
have to do with Green Industry 
businesses? Plenty. 

Check out TruGreen 
ChemLawn. Who doesn't rec-
ognize its trucks? Its uniformed 
employees? Its logo? 

Maybe you're too busy 
working on projects and hus-
tling for sales to build a 
"brand." Shame on you. 

Take a long look 
at your competitors. 
Is there one that the 
public immediately 
recognizes? Why 
shouldn't that com-
pany be yours? 

Advertising and 
marketing — in all of 
their many forms — 
aren't branding. They are tools 
to help you build a brand, so 
don't think that just because 
your numbers compare favor-
ably with ALCA's"2001 Oper-
ating Cost Study," below, that 
you're a branding whiz. 

The survey says... 
The Study, sponsored jointly by 
ALCA and ANLA, contains 
averages of financial data 
gathered from 233 member 
companies. It reveals that most 

Ed LaFlamme says 
to build your brand 

ADVERTISING & PROMOTION (% of net sales) 

Typical contractor 0.9 
Exterior design/build 1.3 
Exterior installation 0.7 
Exterior maintenance 1.1 

SOURCE: "2001 OPERATING COST STUDY." FOR MORE INFORMATION 
CONTACT ALCA AT WWW.ALCA.ORG OR ANLA AT WWW-ANJAOBG, 

landscape contrac-
tors spend less than 
one percent of their 
revenues on advertis-
ing and promotion. 

That, of course, 
is not taking into 
account the cost of 
all of the other 
things that go into 

making a brand, down to the 
company stationary. 

What's the number? 
For many years, Ed LaFlamme 
operated a successful land-
scape firm in Connecticut. 
Today, he consults to help 
other contractors build their 
operations. He says a company 
that delivers quality customer 
service should expect to spend 
2% on marketing and advertis-
ing, almost double the ALCA 
study average. 

"At two percent, you're 
bringing in results," LaFlamme 
said in a recent "Owners' Net-
work" teleconference 
{www.oumersl.com). "You're 
getting results if you're market-
ing your company correctly. 
You'll have a lot of work to 
choose from." 

Sound off 
I think your estimates on 
what an owner should pay 
himself/herself from the 
article, "Payday for the 
Owner," (April LM, page 
108) are on the low side, 
$60,000 for a $1 million 
company. I find that if you 
price your jobs correctly, 
avoid lowballing at all costs 
and watch your budget 
carefully, you should be 
able to pay yourself more 
than what you indicated. 

— Marco Goncalves 
Clean Cut Lawns 

Ossining, NY 

Speak your mind 
What do you think about 
our take on branding? 
E-mail your thoughts to 
jstahl@advanstar.com. 

If we print your com-
ments, we'll mail you a 
copy of "Spanish Phrases 
for Landscape Profession-
als" by Jason Holben and 
Dominic Arbini. To learn 
more about this book, call 
303/863-1685 or send an 
e-mail to StockPotSpan-
ish@hotmail.com. 
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First you build the wall. 
Then the wall builds you. 

Stacks great. 
Less filling. 

Ours is the only solid, 
pinned block system. 
The pins make stacking 
as easy as putting a round 
peg in a round hole. And 
since the blocks are solid, 
you don't have to waste 
time filling cores. 

You spend hours, days, sometimes weeks building it. Block by block. Paying close attention to detail. 
And when the job is finished, what do you get in return? A wall that s sure to impress your customers 
and colleagues alike. Reassurance that its going to last. And an overwhelming sense of pride in 
workmanship. But that's just the beginning. Because with every VERSA-LOK" Retaining Wall you 
build, you're building a reputation. A reputation as a top-notch contractor who's dedicated to putting 
up nothing but the most durable, versatile, awe-inspiring walls around—on time and on budget. 
Build with VERSA-LOK Retaining Wall Systems. And build your business one block at a time. For 
more information, call 1-800-770-4525 or visit www.versa-lok.com 

V E R S A - L O K " 
Retaining Wall Systems 

http://www.versa-lok.com


T O U G H . A F F O R D A B L E . 

Call 1-888-922-TURF or visit www.textronturf.com to request a complete catalog. 
C2002 Textron Golf. Turf & Specialty Products 

ZT-219 Zero-Turn 
Riding Mower 
For an Affordable and 
Uniform-Quality Cut 
• Tough, 19 hp Kawasaki* 

V-2 OHV engine. 
• ContourCut* anti-scalp, 

full-floating, 48" or 52" deck. 

Lawnalre0 28 Aerator 
• Maneuverable, 28" width. 
• Covers 24,000 sq. ft./hour. 

Lawnalre9 IV Plus and 
V Plus Aerators 
• Self-propelled. 
• 19" and 26" widths. 
• Aerate 21,000 to 

29,000 sq. ft./hour. 

Mataway* One-Pass 
35" Sllcer/Dethatcher/Overseeder 
• Easy selection of blades/spacing. 
• Transparent seed-flow tubes. 

j y ? 

Ren-O-Thin0 Power 
Rake/Dethatcher 

At the core of healthy turf.TEXTRON j 

Call 1^88-922-TURF or visit www.textronturf.com to request a complete catalog 
©2002 Textron Golf. Turf & Specialty Products 

Healthy 
Lawns 
Always 

B ^ n W t h 
t Ryan.il 

Four of 12 ^ 
Reliable Workers.. 

Highly Maneuverable. 

Top-Quality Cuts from 
4' to 6' Wide. 

Three-Year Limited Warranty. 

Midsize Walk-Behind Mowers 
Three Hydrostatic or Gear-Drive 
Models with 32" to 61" Fixed or 
Full-Floating Decks 

ZT-226 Zero-Turn Riding Mower 
EFI V-2 Gives High Productivity and Economy ^ ^ H l 
• Electronic fuel-injection, 26 hp Kohler* engine. 
• ContourCut* anti-scalp, full-floating, 61" to 72" decks. 
• Hydraulic oil cooler uses conventional oil. 
• Dependable, manual deck lift with V.»" height increments. 

• Optional mulching 
decks and blades. 

• Heavy-duty, 
reinforced steel. 

http://www.textronturf.com
http://www.textronturf.com

