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It s off to w o x k we go. 

^ f f l ^ An innovator in the recreational-vehicle industry is getting down to business. 
TT Introducing the Professional Series Workmobiles - from Polaris\ A new team of tough and 
^ J r 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-LOCK 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 PolarisK Professional Series WorkmobilesSee your local Polaris Professional Series dealer to check out our full line. 
Or you can visit our Web site, www.polarisindustries.com, and click on ^"T n p j gng | | 
"Polaris Professional Series." PROFESSIONAL SER IES 

C 2002 Polaris Sales Inc. •/"• Trademark of Polaris Sales 
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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). 
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The Competition Rain Curtain Technology 

Only Rain Bird rotors feature Rain Curtain Technology that delivers 

uniform water distribution across the entire radius for green grass results. 

Gentle, effective close-in watering eliminates brown spots and seed 

washout. Larger water droplets assure consistent distribution, even under 

windy conditions. Install confidence. Install Rain Bird. 

iiiii 
RajnUBIRD 

Call 1-800-RainBird (U.S. only) or visit 
www.rainbird.com to download this 
FREE Rain Curtain Technology Fact Report. 

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

American Nursery & Landscape Association 
1250 I St. NW, Suite 500, 
Washington, DC 20005 
202/789-2900 
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Brighton, Ml 48116 
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THE OFFICIAL PUBLICATION OF 
American Society of Irrigation Consultants 
221 North LaSalle St • Chicago, IL 60601 
312.372.7090 
www.asic.org 

I M A G I N E SOLITUDE. 
E N V I S I O N SERENITY. 

Y o u r c u s t o m e r ' s d r e a m s c a n b e c o m e r ea l i t y w i t h 

P o n d S w e e p ' s h i g h - p e r f o r m a n c e a n d s u r p r i s i n g l y 

l o w - m a i n t e n a n c e p o n d s u p p l i e s . 

W i t h o u r PuriFalis0 BioFilter, PondSweep Skimmer® 

a n d o u r n e w PuriPumps* they'll s o o n b e hear ing the 

gentle r h y t h m of nature ' s m u s i c . 

C A L L T O L L FREE 1 - 8 6 6 - 7 5 4 - 6 7 6 6 

PgMS 
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T w o different steering modes 
to match your job! 

Go from all-wheel steer to 
skid-steer mode at the flip 
of a switch! 

The most important breakthrough 
in loaders since the invention 

of Hie skid-steer! 
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Bobcat A220 All-Wheel Steer (A . 
.. .the world s first all-wheel steer / skid-steer loader! 

Here's how it works... 
•All-Wheel Steer Mode 
The new Bobcat® A220 is a revolutionary compact loader 
with four steerable axles. That means less tire wear, less 
ground disturbance and, with the simple joystick control, 
less operator fatigue. 

• Skid-Steer Mode 
Flip a switch and you get all the advantages of a skid-steer. 
It maneuvers in tight spaces, turns within its own length, 
and delivers high performance day-in, day-out. 

• Turf Friendly • Tire Friendly • Operator Friendly 

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/aws 

Bobcat 
One Tough Animal 

http://www.bobcat.com/aws


The ACTlbN EXPO 
The Industry's Hands-On Showcase for: 

• Outdoor Power Equipment 
• Light Construction Equipment 
• Lawn & Garden Products 

Get in on the action! _ 
Friday - Sunday, July 19-21, 2002 
Kentucky Exposition Center 
Louisville, KY USA 

INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT EXPOSITION 

PJ i isi i registration online at www.expo.mow.org 
For information on exhibiting or to request a brochure call 800-558-8767. 
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BY RON HALL / EDITOR-IN-CHIEF 

Revived LESCO good for us 

LESCO, Inc., is our neighbor. It's al-
ways been our neighbor. Today, its 
headquarters are literally just down 
the road from us. 

The national Green Industry sup-
plier was founded in 1962. Our mag-
azine began just a few years later. 

Over the years we've worked with and gotten to know 
many of the people at the company. In a sense, we've 
grown up together. 

We met LESCO's new boss Michael DiMino this 
past December, just days after he joined the company 
as president and COO. He hasn't exacdy been taking it 
easy since then. The firm's board of directors added the 
CEO title to his name early in April as it bid William 
Foley fare-thee-well and handed him a generous sever-
ance. Significantly, DiMino's promotion came with the 
naming of longtime Green Industry player J. Martin 
"Marty" Erbaugh as chairman of the board. 

A few days after the shake-up, the new CEO spoke 
about changes the company will be making. 

He didn't mince words. That's not his style. 
He said most of what he's seen and experienced 

with the company so far is working fine and will re-
main. (See news article on page 18.) 

He also pointed out areas he and his new man-
agement team feel need improvement. These are 
cost controls, refocusing the company's sales and 
service efforts, and streamlining product inventory 
and distribution for better and more immediate 
customer service. 

Several, however, were bolder, like the implementa-
tion of a "hub & spoke" plan to combine some of the com-
pany's 5,000-sq.-ft. drive-thru service centers into 50,000 
to 75,000 sq. f t superstores/regional distribution centers. 

DiMino is a newcomer to our industry but he's also a 
fast study. He's already met with every regional man-

CEO Michael DiMino 

ager, all the senior sales managers 
and many of the other 629 
LESCO employees. He hasn't 
tiptoed into his new company's 
operations as much as he's 
plunged into them. 

We feel LESCO's recent ac-
tions are a step in the right di-
rection, not the least of which 
was the appointment of Er-

baugh as chairman. Few people in the Green Industry 
have his experience (first with The Davey Tree Com-
pany, then as founder and president of his own lawn 
care company) and his business savvy. 

The health of this and all major industry suppliers re-
mains vitally important to us in landscape and lawn care 
services. In fact, many of us wouldn't be in business with-
out the products they supply us, the agronomic expertise 
they provide and the credit they extend us. 

Since landscape and lawn care operators have 
been and remain LESCO's number one customer 
group, we'll eventually de-
cide the soundness of its 
new initiatives. 

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

DiMino hasn't tiptoed into the Green Industry 
as much as he's plunged into it. 



lef s hear it 
Y O U R OP IN IONS , C O M M E N T S , & Q U O T E S 

Crazy prices 
$36.78 per hour for mowing in 
the small town of just over 1,000 
people where I live? I don't 
think so. I wouldn't have any 
customers if I charged that price. 
Most people in my town must 
educate themselves on good 
lawn care because they seem to 
know what its all about. 

I charge $15 to $20 per 
hour, which you apparently 
think is crazy. Yet there are 
people in my town who think 
I'm charging too much. Other 
people have started to mow 
and charge $3 to $5 less, and 
they seem to be getting more 
customers than myself. But I 
have the experience, back-
ground and training. Every 
year, I have a booth at our 
local farm and home show. I 
also have a booth at two other 
shows in the area. 

I don't understand how 
these people are making it. I'm 
just barely surviving. I'm look-
ing to expand my own business, 
but as you know, it's not easy. 

— Jerry Wittmus 
J.W's Lawn Care & Landscaping 

George, LA 

Too low? 
How many sleepless nights 
have I had since this article was 
printed? Maybe it's just my 
lack of knowledge, or termi-
nology (per hour per em-
ployee?) My typical day last 
eight hours, but traffic, main-
tenance and stops at the local 
nursery result in 5 to 6.5 hours 
of actual billable time. Am I on 

base? In my market my 
cost for one person is 
$10 per hour, and the 
lead person makes $14 
per hour. That's $24 per 
hour plus $2.88 per hour 
for the vehicle plus $1.50 
per hour for mowers times 
.46% overhead times .255 
profit equals $52 per hour 
for those two workers. 

Why am I so low compared 
to these numbers? It must be 
billable hours. I have a friend 
across the river who brags that 
his three-man maintenance 
crews average $480 per day. 
We do $300 to $400 a day 
with two workers. I wonder if 
I'm too low. 

— David M. Teas 
Clean Cut Lawn Maintenance 

Charleston, SC 

Plot the numbers 
I own and operate a small 
lawn care and maintenance 
business in Muhlenberg 
County, Kentucky, and every 
time we did an estimate, we 
used to have to deal with 
questions like, "How do you 
charge?" and "How do you 
know that's how much it will 
be?" Three years ago, we 
came up with a simple, but 
sometimes alterable, solution. 

The answer to my cus-
tomers' questions was right 
outside my front door in the 
form of a 10-acre pasture field 
used to graze my horses. We 
measured off five square acres 
and divided them into five 
equal plots. Then, we mowed 

Editor's note: The following letters were 
written in response to our "Best Prac-
tices" article in February on what to 
charge for mowing. Due to the large 
number of letters we received, not all 
are published here. We will publish 
more as space permits. 

the plots, keeping accurate 
times. The first plot we mowed 
as fast as possible, not worry-
ing about how it looked, the 
second we mowed in ordinary 
round-and-round style but 
took a little more time, the 
third in quick back and forth 
strips, the fourth in a nice strip 
pattern at 3.5 in. on the deck, 
and the fifth in a nice strip 
pattern at a height of two 
inches. We also charted the 
amount of fuel we used, and 
placed an equal amount of ob-
stacles in each plot to mow 
and trim around. 

Our numbers allowed us to 
set a job time and dollar 
amount to charge for each 
500 sq. ft. of lawn area. We 
no longer had to say, "Well, 
I've done this long enough 
that I know what it takes to 
do a yard," when a customer 
asked how we determined 
our fee. 

This solution can be altered 
to accommodate many differ-
ent situations to better suit 
our customers' needs. I'm not 
going to give out the dollar 
amount determined, but I can 
say this will work for anyone 
with the equipment and man-
power they currently have if 

they want to take the time to 
do it. I can also say we're 
below the national average by 
more than $2. 

— Michael Smith 
Greenuiew Turf and 

Ornamental Management 
Belton, KY 

Quality is key 
There are a lot of "mom & 
pop" operations that will mow 
a lawn for $20 when it costs us 
$45. They're not making any 
money. We only work for 
clients interested in profes-
sional, quality work. 

Our prices can be as high as 
$60 per hour or as low as $35 
per hour depending on the 
equipment and property size. 
These prices are set so we gen-
erate a 20% profit after all 
overhead is paid. 

Know your equipment, 
choose the correct machine 
for the job, educate your staff 
to be productive, offer the 
correct incentives, know your 
cost of doing business, and re-
ward yourself with a prof-
itable operation. 

— John Van Staalduinen 
Davey Tree Lawn Care Experts 

Rochester, NY 



W h e n 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. 

T h e C S S S * 
A n d e r s o n s 1 For a free selection guide and more informatioi 
about The Andersons complete line of Professional Turf producl 
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. 



Lowballers? Forget about 'em 

inside the owner's head 
BY JASON STAHL / M A N A G I N G EDITOR 

Everyone in the Green In-
dustry knows lowballing is 
an unfortunate aspect of 
business that'll never go 
away. If that's the case, 
you'd think every business 
should develop a strategy 

for combatting lowballing, right? Wrong. 
It seems a majority of landscape/lawn 

pros believe the best way to fight lowballers 
is to not fight them at all. 

"I don't want to defeat the lowballer," 
says Dennis Barriball of Hemlock Land-
scapes, Chagrin Falls, OH. "There should 
be no strategy to beat these guys. Let them 
defeat themselves." 

How will they defeat themselves? "By 
continuing to lowball," says Steve Corri-
gan, president of Mountainview Landscap-
ing, Chicopee, MA. "Lowballers tend to do 
shoddy workmanship trying to make up 
for the mistakes they made in submitting a 
bid. Poor workmanship will catch up to a 
contractor quickly." 

Choose customers carefully 
But if there's a non-strategy out there, it's 
choosing your customers carefully and of-
fering outstanding customer service. 

"I tell all of my clients, potential and 
current, that we're not the least expensive 
guys in town, nor do we want to be," says 
Budd Perlman of Tex-Scape, Piano, TX. 
"We believe the value of our services is 
worth what people pay." 

Andee Bechtold of Longhorn Land-
scape Creations, McKinney, TX, agrees 
that up-front communication with a client 
can do wonders in the client selection de-
partment. "Even when we were contacted 
to do work for a municipality, we met and 
explained that we were not a competitive 

bid company," Bechtold says. But learning 
what the city's specific needs were resulted 
in winning the contract. "I feel if you are 
clear about who your client is, this is the 
best line of defense against the frustrating 
experience of lowballing," she says. 

"My idea is, if I can't make money on you, 
then why would I want you?" says Bruce 
Sheppard of Tara Holdings, Tillsonburg, On-
tario. "These bottom feeders will always be 
looking for the best price. I want customers 
that I can build a relationship with." 

Once landscape/lawn care pros choose 
good customers, their next line of strategy 
is to "customer service them to death." 

"We have customer service representa-
tives who are solely responsible for seeing 
our clientele the day before the service," says 
Preston Ewing of Kimball Property Mainte-
nance, Draper, UT. "Our customer reps 
help us overcome the problem of slow turn-

arounds on problems 
and lack of relation-
ships with vendors." 

Focus on what 
counts 
So, if you shouldn't 
waste time on trying 
to beat lowballers, 
what should you do? 

"Stay the course 
of your existing business plan (one year) 
and strategic plan (three to five years)," 
says Barriball. "Know your market niche 
and who your competitors truly are." 

Many landscape/lawn pros emphasize a 
focus on quality, but it takes time to establish 
a reputation for quality work. Some would 
then advise to a new company to make sure 
to do quality work from the start. 

"Over time, you can develop a reputation 

Tips for fighting 
lowballers 

• Don't fight them; let them 
defeat themselves 

• Choose customers carefully 

• Focus on performing high 
quality work 

• Know your market niche 

• "Customer service" your clients 
to death 

for quality, have re-
ferrals as the major 
source of new leads, 
and show outstanding 
products and projects 
in portfolios, flower 
shows, etc.," says Ed 
Koenig of Lifestyle 
Landscaping, North 
Ridgeville, OH. 

Blessing in disguise? 
Some view lowballers as a blessing to the in-
dustry. Since so many of them come and go, 
they frequently offer choice business oppor-
tunities for savvy business owners. 

"Lowballers coming and going might fit 
your strategic planning in terms of acquisi-
tion opportunities," says Barriball. "Some 
of these guys are great technicians, and as 
they begin to flounder, there might exist a 
purchase opportunity, at least the chance 
to call them up and offer them a career." 

— 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. 

Preston Ewing sends 
customer service reps 
out to visit clients. 

Ed Koenig says a 
good reputation will 
go a long way. 

http://www.ownersl
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Minimize Mowing & Clippings 
with Controlled-Release Nitrogen 

Richard Guzman realized there was something missing in 
home lawn care services that golf courses had always 
provided: topdressing. So he started his own business in 
1998 offering deep core aeration and topdressing to 
homeowners and sport fields in the Atlanta area. 

"Traditionally, lawn care companies just mow, fertilize and 
water," says Guzman, owner of Sandman Topdressing and 
Aerating, Inc. of Hoschton, Georgia. "When you add deep 
core aeration plus topdressing, all of a sudden the lawn 
looks phenomenally better. Our topdressing is mostly sand 
with about 10% organic compost." 

While Sandman's customers enjoy 
their thicker, plusher lawns, they 
often complained that the grass 
color faded a month or so after 
topdressing. "Our Southern 
turf grasses require more nitrogen 
than bluegrass and other northern 
turf," explains Guzman. "We knew 
we could put down straight 
nitrogen and get green grass, but 
didn't want to bring on a surge 
of growth and get excessive 
clippings and added thatch." 

A year ago, Sandman was 
searching for the best fertilization 
solution for its patented Sandman 
Application System® when the 
company discovered Nitroform® 
Controlled Release Nitrogen from Nu-Gro Technologies, Inc. 
Nitroform contains more than two-thirds water insoluble 
nitrogen, providing extended nitrogen release for 8-12 
months. Unlike other nitrogen sources, Nitroform has a 1:1 
ratio of nitrogen to carbon. When microorganisms break 
down the nitrogen in Nitroform, carbon is used as an energy 
source for microbes. An increased microorganism population 
results in healthier turf grass. 

Cut More Leaf, Less Stem..."Nitroform constantly 
releases small amounts of nitrogen so the turf stays green 
and never goes hungry," Guzman notes. "Once we started 
applying Nitroform, our customers' lawns and sport fields 
were near perfect all summer long. We found people were 
mowing less often - cutting more leaf and less stem 
when mowing. Nitroform is transforming our business 
dramatically for our customers and franchise operations." 
Sandman continually educates its customers about the 
benefits of controlled-release nitrogen. They tell them that 
excess clippings and surges of growth are real negatives. 

Cut More Leaf, Less Stem 

"We promote returning the clippings to the soil," says 
Guzman. "By removing the clippings, you're losing 30% 
of your fertilization. Just mowing and leaving clippings 
where they lay is the best thing for the turf. By promoting 
controlled growth, you mow less often, compared to 
every other day with fast-growing lawns." 

Sandman crews topdress throughout the growing season, 
from mid-March through the end of October. They first 
deep core aerate, then apply Nitroform at the rate of 200 to 
300 pounds per acre, then topdress and drag the material 
into the soil with Sandman's patented drag-mat screeds. 

"Topdressing eliminates thatch, 
helps percolation, increases the 
efficiency of fertilizer intake, 
reduces moisture requirements 
and develops a healthier root zone," 
explains Guzman."Nitroform 
encourages organic matter and 
promotes controlled leaf growth. 
Our customers notice the difference 
two months and beyond because 
there's no drop off in feeding, no 
surge of growth and fewer clippings." 

Other Nu-Gro Nitrogen 
Products.., Other controlled-
release nitrogen sources available 
from Nu-Gro Technologies include 
Organiform®and Nutralene®. 
Organiform provides intermediate 

nitrogen release lasting 16 to 24 weeks. It contains 55% 
water-insoluble nitrogen, allowing sustained release when 
plants need it most. Organiform builds up beneficial soil 
bacteria, even in soils naturally low in microorganisms. 

Nutralene provides nitrogen nutrition lasting from 12-16 
weeks. It contains 14.5% water insoluble nitrogen, and 
releases nitrogen both by hydrolysis and through microbial 
activity. This dual-release of Nutralene provides a two-fold 
advantage: hydrolysis releases nitrogen quickly, giving 
plants a boost at the beginning of the growing season, 
then microbial activity releases nitrogen more slowly 
through the rest of the season. 

"Many homeowners spend time and money mowing much 
more often than necessary," says Guzman. "They can fill up 
20 bags of clippings from a 5,000 square-foot lawn. They 
spend time filling up the bags and then have to dispose of 
them, too. By mowing less, they save time, use less fuel 
and put less wear and tear on their equipment. The best 
part is they also have a more beautiful, deep green lawn." 

nu-gro 

Nu-Gro Technologies, Inc. 2680 Horizon Drive SE, Suite F5, Grand Rapids, MI 49546 
Telephone: 1-888-370-1874 • www.nugrotech.com 
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BY MARTY GRUNDER / GUEST COLUMNIST 

Many companies don't try to pfOVG to prospects 
why they should select their company 

with evidence that's convincing. 

Give them reasons to buy 

A question you should always be asking 
yourself is, "Why should someone se-
lect my product and/or service over 
my competition?" The answer won't 
only tell you what prospects are think-
ing when they consider doing business 
with you but also if the reasons you 

give are convincing. 
Some call these reasons "unique selling proposi-

tions" (USPs), some call them "compelling reasons to 
buy," and yet others call them "benefit statements." 
The problem is many companies don't try to prove to 
prospects why they should select their company with 
evidence that's convincing. 

Here's an example of a good and bad way to prove 
you're the best choice for a prospect's job: 

First, the bad example. ABD Landscaping, "River 
Valley's Best Landscapes" This slogan on the com-
pany's proposal is all the proof it offers that it's the po-
tential customer's best choice. 

Now, the great example. AED Landscaping, "River 
Valley's Landscaping Company of Choice (based on the 
2002 River Valley News Consumer Choice Awards)." 
That slogan and footnote were on the proposal, and in-
cluded with the proposal were the following: 

• 56 testimonial letters from happy clients 
• A copy of five newspaper stories that mention the 
company 
• An audio cassette tape River Valley produced 
featuring interviews with nine happy clients 
• Pictures of those nine jobs talked about on the 
audio tape showing smiling clients 
• A copy of the company newsletter 
• A picture of the team at River Valley Landscap-
ing smiling with the caption, "Here's why we can 

do what we can to make clients happy and excited 
to work with River Valley Landscaping." 
• A letter from the company president with the 
guarantee offered to clients of River Valley Land-
scaping. In this company's case, their warranty is 
for life if you agree to have them take care of the 
landscape once it's installed. The letter closes with 
some strong words from the president: "At River 
Valley Landscaping, I want you happy. If you're 
not happy, we're not happy, and you have my 
word we'll work with you until we've exceeded 
your expectations." 
• A fine gourmet brownie. 
Here's a summary of what occurred in the great 

example and the reason why I want you to get to 
this point. 

Testimonial letters. Why 56 of them? You can't 
provide a prospect with too much proof to do business 
with you. 

Copies of articles from the paper. A news story 
speaks the truth and gives you instant credibility. 

Testimonials from happy clients. You can talk all 
day long about yourself and not sway someone to 
choose your services. But get a third party to talk 
about you and your company, and you'll really turn 
some heads. 

A guarantee. Get a good one. If you aren't willing 
to stand behind your product with a clear, easy to 
understand warranty, I suggest you get out of the 
business. 

— The author is founder and president of Grunder 
Landscaping Co., Dayton, OH, and the founder of 

The Winner's Circle, a consulting company. 
Contact Marty by calling 937/847-9944 or visiting 

www.grunderswinnerscircle.com. 

http://www.grunderswinnerscircle.com


TH I5\IEXCLUSIVE PRO-TEC BOX. 
BUILT TO RESIST RUST, DENTS, 
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THE PRO-TEC" PICKUP BOX AND TAILGATE. Available only on Silverado: PRO-TEC is made from an 
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industry almanac 
NEWS YOU CAN USE • 

Harper Industries 
acquires Goossen 
HARPER, KS — Harper Industries, 
Inc., acquired Gooseen Industries, 
Beatrice, NE, and its product line 
of straw blowers, chippers/shred-
ders and power plate skid-steer 
adaptors. 

Drew St. John Joins 
Symbiot 
SALT LAKE CITY, UT — Symbiot 
Business Group has added Drew 
St. John to its management team 
as vice president. St. John, immedi-
ate past president of the Associ-
ated Landscape Contractors of 
America (ALCA), joins Steven 
Glover, Symbiot president, and 
board members John Allin, Rod 
Bailey, William Braid and Bruce 
Wilson. 

Shindaiwa awards 
Challenge groups 
TUALATIN, OR — Shindaiwa 
awarded prizes to Beautiful Land-
scapes, Issaquah, WA, Houston 
Landscapes Unlimited, Sugarland, 
TX, and Lawn South, Roswell, GA, 
for completing their first 52 weeks 
of consistent training in Round 1 
and 2 of The Training Challenge, a 
training program created by JP 
Horizons Inc. 

Rockscapes moves 
headquarters 
CHATSWORTH, CA — Rockscapes, 
LLC has completed the move of its 
commercial and residential land-
scape lighting manufacturing and 
headquarters operations to an ex-
panded facility in Chatsworth, CA. 

Minnesota limits phosphorus fertilizers 
Adios phosphorus. Hello weaker turf, 
uglier lawns and more pollution. That will 
be the payoff if Minnesota legislators keep 
picking on the chemical lawn care industry, 
says Jim Skillen of Responsible Industry for 
a Sound Environment (RISE), the Wash-
ington-based lobbying group that represents 
fertilizer and specialty chemical users. 

On April 3, the 
Minnesota House 
passed (116-16) a bill 
to restrict the use of 
phosphorus in turf fer-
tilizers applied to 
lawns. The bill would 
allow no phosphorus-
containing fertilizer to 
be used on home lawns, commercial proper-
ties or public properties in the seven-county 
Twin Cities area, and no more than 3% 
phosphate in fertilizer (0.3 lbs. per 1,000 sq. 
ft.) used on lawns elsewhere in the state. 

The bill exempts agriculture, sod farms 
golf courses, and starter fertilizer use in the 
first year of a seeded or sodded grow-in. 

Taking action 
The House took the action to slow the de-
cline of the state's lakes and ponds, their 
reasoning being that phosphorus stimulates 
blue-green algae growth, reducing oxygen 
for fish and more desirable aquatic plants. 

"The purpose of this bill is to bring 
some uniformity across the state in the use 
of phosphorus and to provide educational 
information so that consumers can know 
when they ought to be using it and when 
they shouldn't be," said Rep. Peggy Leppik, 
the bill's sponsor. She said testing has 
shown that soils in many parts of the state 
have enough phosphorus, and that addi-
tional phosphorus would only end up in 
lakes and streams. 

RISE's Skillen, however, disputes that 

"There is no scientific 
foundation for this 

legislation." 
— Jim Skillen, RISE 

lawn care chemicals, including phosphate, are 
the bad guys in the water quality issue. "There 
is absolutely no scientific foundation for this 
legislation," he claims, adding that research 
has shown just the opposite — that healthy 
and well-maintained turfgrass prevents runoff 
and reduces pollution into lakes and streams. 

"The legislatures don't have science to 
support the position 
they have taken," 
echoes Christiane 
Schmenk, director of 
environmental stew-
ardship, The Scotts 
Co., a supplier of con-
sumer turfgrass fertil-
izer. One bright note 

in the legislation is a clause calling for addi-
tional research on the subject, she adds. 

The Minnesota Chamber of Commerce, 
fearful that its agricultural members could be 
targeted next, lent its weight to RISE and the 
lawn care industry in opposing the restric-
tions. However, unless there is a change of 
heart in the Minnesota legislature, the restric-
tions will go into effect January 1, 2004. 

West, South growing most 
The 10 states with the largest projected 
increase in population 1995-2025 (in 
millions): 

State 1995 2025 
population estimated 

California 31.5 49.3 
Texas 18.7 27.1 
Florida 14.2 20.7 
Georgia 7.2 9.9 
Washington 5.4 7.8 
Arizona 4.2 6.4 
North Carolina 7.2 9.3 
Virginia 6.6 8.4 
New York 18.1 19.8 
New Jersey 7.9 9.5 



New CEO plots 
BY R O N H A L L 
NEW YORK — Less than a week after being 
named Chief Executive Officer of LESCO 
(NASDQ: LSCO), Michael DiMino laid 
out his management team's vision of the 
company's future. 

In a presentation to shareholders and 
the investment community here on April 
9, he described LESCO's new direction as 
"back to basics," and called on a return to 
the philosophy of company founders Jim 
FitzGibbon and Bob Burkhardt. 

A vision of the future 
DiMino, who spoke for about an hour, said 
that LESCO, because of new measures to 
control costs and grow revenues, is on the 
road to a profitable '02. He also presented a 
revamped sales and growth strategy that, he 
said, will boost same-store sales and allow 
LESCO to compete more effectively. 

He stressed the company's person-to-
person customer service style won't change. 

"One of the things that LESCO is very 
good at, and is a core competency of our 
company, is that we deliver agronomic exper-
tise to the experts," said DiMino. "We help 
them grow grass. We help them keep their 
jobs. We help them keep their businesses." 

LESCO, he said, remains committed to 
its basic business model that consists of its: 

I drive-thru service centers that offer 
products and advice for lawn care and land-
scape pros, 

future 
unique Stores-on-Wheels (a fleet of 

tractor-trailers operated by salesmen 
trained in turf care management) concept 
for the golf course market, and 

I desire to continue to nurture its In-
dependent Marketing Program in those 
areas of the country it can't reach with ser-
vice centers or truck stores. (Its first such 
partnership with Wilco Farmers in Ore-
gon's Willamette Valley has resulted in 
sales of $80,000 in LESCO products, he 
said, and has enabled Wilco to penetrate 
the golf market in its region.) 

"We want to unleash the value that this 
model provides," said DiMino. 

Realigning sales efforts 
Key to that, he said, is the realignment of 
the company's sales efforts with personnel 
dedicated solely to selling and facility man-
agers focused on the stores and servicing 
customers. Both, he stressed, will continue 
to offer agronomic advice. 

"Right now we have a problem where 
our sales and service people have over-
lapped," he explained. "They have sort of 
become one job function." 

Another initiative is the development of 
a "hub and spoke" distribution system to 
make sure that each store (some will be 
consolidated into "super stores") has prod-
ucts that customers need when they need 
them. He said that the company is consid-
ering adding more service center stores. 

Managing 
Bermudagrass Turf 
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In line with that, the company is upgrad-
ing its store systems, he said, taking advan-
tage of software to precisely track the flow 
of products from manufacturers to cus-
tomers and gauge customer satisfaction. 

"We have to go real time with that 
transaction so that we know instanta-
neously that we just sold something and 
what inventory has been dedicated to what 
customers," he said, adding that program 
should be in place by year's end. 

"We're going to focus on customer loy-
alty and satisfaction," added DiMino. "We 
want to build shareholder value. We want 
to improve profits. . . This really is a new 
day at LESCO." 

New bermudagrass book 
Anybody serious about managing warm-season turf-
grass should check out a new book by L. B. "Bert" Mc-
Carty, Clemson University, and Grady Miller, University 
of Florida. "Managing Bermudagrass Turf" is a 220-
page hardcover book devoted to the selection, cultural 
practices and pest management strategies of 
bermudagrass. For more information call 800/487-2323 
or visit the Web site www.sleepingbearpress.com. 

LESCO's 

At a glance 
Headquarters: Strongsville, OH 
2001 sales: $504.3 million 
Service centers: 227 
Stores on Wheels: 77 
Founded: 1962 by Jim FitzGibbon and 
Robert Burkhardt as the Lake Shore 
Equipment & Supply Co. Entered 
Lawn Care Market in 1974 and went 
public in 1984, changing name to 
LESCO, Inc. 
Markets served: Professional 
landscape/lawn care, golf course 
maintenance, pest control 
Primary competitors (chemicals, 
fertilizers, seed): Anderson's, Simplot 
Partners, Lebanon, Scotts, ProSource 
One and United Horticultural Supply 
Primary competitors (equipment): John 
Deere, Textron, Toro, Scag, others 

http://www.sleepingbearpress.com


industry almanac 
Scotts asks for science in FQPA 
BOWUNG GREEN, OH — Christiane W. 
Schmenk of The Scotts Company asked U.S. 
Rep. Paul Gillmor (R-OH) to urge the U.S. 
EPA to use "accurate, real-world data and 
sound science" in implementing the next phase 
of the Food Quality Protection Act (FQPA). 

The FQPA, passed by Congress in 
1996, regulates the nation's use of pesti-
cides. Schmenk was one of several people 
representing professional pesticide users 
before the Subcommittee on Environ-
ment and Hazardous Materials here on 
March 28. Rep. Gillmor is chairman of 
the subcommittee. 

"Scotts is concerned that the impend-
ing August 3, 2002 deadline for the cumu-
lative risk assessment of organophosphates 
may not allow the Agency (EPA) to fully 
utilize all available data in decisions and 
that we will lose the use of important pest 
management tools," she told Rep. Gillmor 
and other staffers. 

She pointed out that the voluntary can-
cellation of residential uses of chlorpyrifos 
and diazinon harmed Scotts, both financially 
and in terms of customer perception. The 
cancellations were caused by registrants' fears 
that they couldn't meet "incredibly high the-
oretical hurdles set by EPA" when faced with 
impending deadlines, she said. "These were 
broad-spectrum pest controls for which 

there were no good substitutes available," she 
continued. "More applications of more vari-
eties of pesticides are necessary to achieve 
control, which costs 

decisions made are based on scientific evidence. 
"Consider and incorporate all available 

data into the tolerance reassessment process, 
even though there is an August 3 deadline." 

Bailey Wood, in Rep. Gillmor's Wash-
ington D.C. office, 

25 to 50% more." 
She added The 

Scotts Company re-
mains concerned 
that, in recent 
years, decisions 
about registered 
pesticide uses of 
pest control prod-
ucts may not have 
been based entirely on science. 

"Anti-chemical emotions seem to have 
caused science to be disregarded in certain in-
stances," said Schmenk "We ask for your help in 
ensuring that approved uses of safe and reliable 
pest management tools are not lost, and that all 

"We ask...that all deci-
sions made are based 

on scientific evidence." 
— Christiane Schmenk, 

The Scotts Co. 

said the hearing's 
purpose was to in-
form the Congress-
man of the issues 
surrounding FQPA. 
"There hasn't been 
any oversight on 
the bill as a whole," 
said Wood. "We 
wanted to make 

sure the issues are out in the open. 
Rep. Gillmor said he realized FQPA 

"is not a perfect bill" but that it does give 
the public confidence the government is 
monitoring the quality and safety of its 
food supply. 

WHAT ' S NEW ON-LINE 

• "Ask the Expert" sec-
tion coming soon — 
review previously sub-
mitted questions and 
answers, and submit 
new ones! 

• Features from the 
May issue of LM 
• LM Week in Review 
— Sign up today! 

• Green Industry news 

• Link to BASF's "Grow-
ing Trends" newsletter 

• Link to Turf grass 
Trends articles — 
coming soon! 

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. 
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Optimism prevails at '02 ALGA Student Career Days 
BY J A S O N STAHL 
PEORIA, IL — The Associated Landscape 
Contractors of America's (ALCA) 26th 
Annual Student Career Days went off 
without a hitch here in late March with 
over 1,100 students, faculty and industry 
representatives gathering to discuss Green 
Industry career opportunities. 

Optimism abounded among the 78 
companies present regarding the current 
job market and business prospects for 2002. 

J. Landon Reeve (left) and Jeff Korhan both 
seem to think the job market is turning around. 

"The job market has definitely improved 
in that it's not hard to get people," said 
William Dickerson, owner of Dickerson 
Landscaping, Tallahassee, FL. "If you're on 
top of things, you're trying to get in early 
while a pool of good people is still there. 
You want to hire now before the job market 
returns to where it was two years ago, and it 
will return there. There's too much money 
being spent in this industry for it not to." 

J. Landon Reeve, president of Chapel 
Valley Landscape Company, Woodbine, 
MD, said 2001 was his company's best 
year ever, and 2002 looks "pretty steady." 
His company is currendy hiring, although 
he said they're being very selective. 

"Despite what the economy is going 
through right now, it's still a matter of 
finding the right people for the right situa-
tion in any market," Reeve said. 

Some people have positions open not be-
cause employees left but certain areas of their 
business are experiencing strong growth. 

"We're ahead of last year with sales of 

design/build work, so we're looking for a 
couple landscape architects and a produc-
tion supervisor," said Jeff Korhan, presi-
dent of Treemendous Landscape Com-

pany, Plainfield, IL. "We're not in a hurry, 
but if we see the right person, whether 
they're experienced or right out of school, 
we'll take a hard look at them." 

Fortunately, BlueBird Equipment 
Is Extremely Reliable... 

Because You Won't Get Much 
TimeToWorkOn'Em. 

Is BlueBird equipment more popular because 
it's more reliable? Or, is it reliable to keep up 
with its popularity? Either way, BlueBird 
equipment is a great choice to keep your rental 
business moving fast. Every BlueBird Lawn 
Comber, Seeder, Sod Cutter, Aerator, Stump 
Grinder and Lift is engineered with ergonomic 
features that make them more comfortable to 
use and easier to load and unload. And, every 
BlueBird is designed to make operation easier 
for novice users and to last for years and years. 

"We prefer BlueBird Aerators because 
commercial landscapers ask for them by 
name. They withstand hours of abuse 
with only regular maintenance." 

-Jim Ziegler, President, Rental City, Boulder, CO 

BlueBird's legendary reliability has been 
tested and proven under punishing rental 
conditions for nearly 40 years. To find out more 
visit our website at www.bluebirdintl.com 
or call 1-800-808-BIRD. 

http://www.bluebirdintl.com
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PLCAA adds football starTheismann to conference lineup 
NASHVILLE. TIM - T w o - t i m e Pro 
Bowl NFL player Joe Theis-
mann recently joined the lineup 
of speakers at the Professional 
Lawn Care Association of 
America's Green Industry Con-
ference held in conjunction 
with the Green Industry Expo 
Nov. 13-16. 

Theismann, quarterback 
great of the Washington Red-
skins, will open the industry's 
top landscape and lawn show 
for PLCAA at its grand opening 
session sponsored by Syngenta 
on Thursday, Nov. 14 at 8:30 
a.m. at the Gaylord Opryland 
Resort and Convention Center. 

After a 12-year 
NFL career, Theis-
mann left the Red-
skins in 1985 due 
to a severe leg in-
jury. His career 
highlights include 
a 27-17 Redskins 
victory over the 
Miami Dolphins in 
Super Bowl XVII. 
In 1983, he was 
voted the NFL's Most Valuable 
Player and Pro Bowl's Most 
Valuable Player. He's a native 
of South River, NJ, and a 1971 
University of Notre Dame grad-
uate and All-American athlete. 

NFL great Joe Theismann 

Now a football 
analyst for ESPN 
and author of "The 
Complete Idiot's 
Guide to Under-
standing Football 
Like a Pro,"Theis-
mann shares hard-
earned lessons of 
life in his presenta-
tion, "Managing to 
Win." 

Theismann headlines 
PLCAA's educational confer-
ence program that offers a mix 
of business, technical and in-
dustry topics. PLCAA's confer-
ence runs on a new Wednesday 

through Saturday schedule this 
year. PLCAA's pre-conference 
activities begin Wednesday, 
Nov. 13 with a golf outing and 
afternoon pesticide recertifica-
tion workshops, and the event 
closes on a high note Saturday 
evening, Nov. 16 with an op-
tional outing to the Grand Ole 
Opry. The GIE trade show 
takes place Friday and Saturday 
with the product field day on 
Thursday. 

For more information, con-
tact PLCAA at 800/458-3466 
or visit www.plcaa.org. For 
exhibitor information, go to 
www.gieonline.com. 

Introducing... 
FOSPHITE FUNGICIDE 

I JH Biotech's Fosphite is an effective 
systemic fungicide used on fairways a 
greens to control Pythium blight, a sy 
recognized by small spots or patches 
blighted turfgrass that abruptly appeal 

| warm, wet periods. Fosphite may als 
used as a deterrent against Phytopht 

I conifers and Downy Mildew on ornar 
and bedding plants. 
Contact your nearest distributor or 
Simplot Partners™ for details. 
Call 1 (800) 428-3493 
or visit www.jhbiotech.com 

SlftplOt 

People & 
companies 

Valley Crest 
appointed 
Christina 
Briggs to vice 
president/na-
tional business 

development. 

Tecumseh named 
Jonathan P. 
Gorman vice 
president, 
marketing and 
product devel-
opment-

worldwide for its Engine & 
Transmissions Group. 

ProSource One has hired 
several people as sales rep-
resentatives. Mike Bailey 

will manage turf accounts 
in the Palm Beach CoTVero 
Beach area. Virgil Beaven 
will cover Kansas City. Geer 
DuBose will handle the 
forestry, vegetation man-
agement and aquatics mar-
kets in North Carolina, 
South Carolina and Georgia. 
Bill Gauwitz will cover 
Minnesota. Dan Jones will 
focus on central Florida. 
Theresa Luke will cover 
the turf and ornamentals 
market around Savannah, 
GA and throughout South 
Carolina. Brian McGuffin 
will cover Chicago. Bill 
Plante will service turf mar-
kets in southeast Georgia 
and north Florida. 

http://www.plcaa.org
http://www.gieonline.com
http://www.jhbiotech.com


There's good. There's better. Then there's 
the best: Snapshot* herbicide. It controls 
more broadleaf weeds and grasses than any 
other preemergent herbicide. I l l species , 
to be exact. For up to 8 months. Without 
damaging your ornamentals. Contact your 
distributor for more informal***, about 
Snapshot . Or, cal l j 
1 - 8 0 0 - 2 5 5 - 3 7 2 6 . f 

Youil control weeds. % 
And labor costs . \ 

• 

Always read am* follow label dilutions 
* Trademark of buw V r̂oSdcncesrLI X' 



H U S Q V A R N A -
E X P E R I E N C E T H 

HUSQVARNA IS THE TOTAL SOURCE SOLUTION FOR C OUTDOOR 

FOR THE BROADEST- AND^MOST TECHNOLOGICALLY ADVANCED-
1 / O 

WORK OF TOUGH JOBS. WE UNDERSTAND THE CHALLENGES 

PRODUCTS WITH THE FEATURES YOU WANT FOR THE 

i g U P I > "<• \i WW * r% 

EARNING YOUR LOYALTY YEAR AFTER YEAR BY PROVIDING 

PRODUC JS , SERVICE AND TRAIN ING GEARED TO THE 

PROFESSIONALS AROUND THE WORLD. FOR A HUSQVARNA NEAR YOU, CALL 1-800 HUSKY 62 OR V IS IT WWW, © 2002 Husqvarna 



TOTAL SOURCE 
E D I F F E R E N C E ! 

POWER UIPMENT. YOU CAN DEPEND ON HUSQYARNA 

PRODUCT LINE ON THE MARKET, DESIGNED TO MAKE LIGHT 

FACING PROFESSIONALS AND HAVE ENGINEERED OUR 

PRODUCTIVITY YOU DEMAND. WE'RE COMMITTED TO 

Advantage > 
^V^f/nonce, Inc 
SPECIAL OFFER 
at participating dealers 

8.99%* APR 
for up to 48 months 

.Offer good from 4/1/02-5/31/02 

LEADERSHIP IN 

NEEDS OF LEADING 

SERVICING RETAILER 

HUSQVARNA.COM 



Troy Hall (right) with the two managers who 
helped him refocus his business: Will Sutterlin 
(left) and Matthew Posvar (middle). 

Troy Hall started Hall's 
Horticulture Design, 
Inc., Charlotte, NC, in 
1994 convinced he 
could parlay his com-
mitment to service and 

quality to business success in landscaping. 
Five years later, exhausted from hard 

work, Hall found himself in the hospital 
owing vendors $240,000 and his business 
in big trouble. 

What went wrong? Almost everything. 
Yet, while many business owners might 
have thrown up their hands in futility, Hall 
became passionate about learning from his 
mistakes. Because of his positive attitude, 
he turned his business around."We're living 
our dreams right now," he says. 

Heyf this is easy 
Hall's firm offers both maintenance and 
design/build services, including lighting, 
irrigation, patio work, all types of 
stonework, waterfalls and ponds. But, let's 
start at the beginning. 

Business went fine for Hall's first four 
years. It was going so well, in fact, that he 
eyed rapid expansion near the end of 1997. 

"At the time, we were doing almost all 
residential work," he says. Even though this 
work was highly profitable ($507,000 in 
sales in 1997 with an 18% net profit), Hall 
felt he needed to take on large commercial 
landscape work, too. 

His residential clients turned out to be a 



your game 
good source for acquiring commercial jobs. 
"We had several residential accounts where 
the owners were either in property man-
agement or construction," he says. "For ex-
ample, one residential client was the presi-
dent of a real estate development 
corporation. We got to talking, and he was 
looking for someone to help him out and 
asked us if we'd be interested in bidding." 

Over time, as he began working with 
more construction contractors, he got to 
know the foremen. "When they moved on 
to other jobs, they called us to see if we 
wanted to bid on their new jobs," he adds. 

By the next year, Hall's sales had dou-
bled to $ 1.1 million and, instead of nine 
employees and four trucks, he was manag-
ing 26 employees and 11 trucks. 

Profit, however, imploded. "We ended 
up with a 3% net loss," he says, recalling his 
shock upon discovering this at year's end. 

He now realizes that he'd focused on 
growth instead of profits. "I'd been telling 
the managers to push crews as hard as they 
could, and overtime costs were killing us," 
he recalls. "I spent all my time pushing for 
more sales. I never looked at whether the 
work was profitable." 

Here's what went wrong 
In analyzing his situation, Hall isolated four 
major problems in four different areas: 

Estimating. "We had no way to tell 
whether we were profitable, so I ended up 
bidding lower than I should have, often 

H o w T r o y H a l l r e f o c u s e d h i s b u s i n e s s 

a n d s a v e d H i m s e l f f r o m f i n a n c i a l r u i n 

B Y W I L L I A M A T K I N S O N 

just as a way to get the work," he says. His 
commitment to superior service and qual-
ity compounded the profit problem. For 
example, on one $130,000 job Hall ended 
up spending $150,000. That construction 
contractor, as well as others, encouraged 
him to cut corners, but he refused. He'd 
staked his reputation on quality work and 
he wasn't budging. 

Labor costs. He wasn't paying attention 
to overtime costs. "I was having my man-
agers work the employees as hard and as 
long as they could, and many of them were 
putting in 60 hours a week," he recalls. 
"Payrolls were costing $25,000 every two 
weeks. It was a nightmare." 

Inventory costs. Hall also found it diffi-
cult to compete with larger companies 
since most of them had their own nurseries. 
"We ended up having to spend quite a bit 
more for plants than what they spent to 
grow the plants themselves," he explains. 

Cashflow. Payments from commercial 
accounts were slow. "In our residential 
work we operated with 50% down and 
50% on completion," Hall says. On the 
$130,000 commercial job, for example, it 
took him nine months to get paid. "There 

was a lot of red tape and paperwork to 
getting paid, and this led to a major cash-
flow problem, especially since we had 
hired so many new employees and had 
invested so much in new equipment." 

By the end of 1999, Hall's invoices with 
vendors were reaching 90 and 120 days and 
he owed them $240,000. "Some of my ven-
dors wouldn't let me charge anymore," he 
says. "I was even struggling to make payroll." 

Hall's work habits were also taking their 
toll on his health. "I had been working 16 
hours a day, seven days a week for a long 
time and finally ended up in the hospital," 
he says. "This was a turning point for me." 

Let managers manage 
Hall committed himself to working 
smarter. He called on two of his managers 
to help him refocus the company — Will 
Sutterlin, manager of the services division, 
who had been with him since the begin-
ning, and Matthew Posvar, who took over 
as manager of the landscape division. "They 
took so much weight off my shoulders," 
says Hall. "I couldn't have turned this busi-
ness around without them." 

Together they redirected the company's 
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Simple changes that cut labor costs 
When Troy Hall's debt threatened to 
kill his company, he began to pay more 
attention to running the business 
rather than focusing all his time on sell-
ing. One area of concentration was on 
slashing payroll. The company did this 
in three ways: 

Have employees show up earlier. Be-
fore, four managers and 21 laborers 
clocked in anywhere between 6:30 and 
6:45 a.m., but they weren't getting 
into the field until 7:45 or 8:00 a.m. 
"They spent their time loading up the 
trucks, sitting in the trucks, trying to 
back up around each other, and so 
on," Hall explains. "I was so busy plan-
ning my day that I didn't even realize 

what was going on out there." So it 
became a requirement that all of the 
managers and two laborers show up 
early to sharpen mower blades, get 
equipment ready, and load trucks and 
park them at the front of the shop. 
When everyone else would come in at 
8 a.m., their trucks would be loaded, 
they'd get their work orders, and be 
gone in five minutes. Since this policy 
was enforced, Hall says he's saved over 
100 man-hours a week in overtime and 
cut payroll dramatically. 

Keep track of things better. To do 
this, Hall began using a software pro-
gram called CLIP, which helps route 
jobs and cut travel time between jobs, 

as well as track crews' locations and 
lunch times. CLIP also helps Hall man-
age production. "It tells the crews ex-
actly how long they have for each 
job," he explains. "If they hit their 
numbers, they get a bonus at the end 
of the week." 

Eliminate gas cards. Before, seven or 
eight trucks would be sitting around 
the gas station with everyone talking 
before, during and after fill-ups. Hall 
took gas cards away he'd previously 
given to foremen. Now, there are des-
ignated days where everyone goes to 
the gas station: Mondays, Wednesdays 
and Fridays. 

The result? Work hours have been 
cut from 60 a week to no more than 45. 

— WA 

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 
(214) 526-5665 

Circle 119 
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focus. "Before, we focused on sales, growth and 
competition with the big boys," Hall says. The 
new vision was to recapture the original plan to 
offer high-end residential design/build and 
maintenance services capitalizing on the com-
pany's commitment to service and quality. 

"We decided to get almost completely 
out of dealing with large commercial con-
tracts, with the exception of a small num-
ber of general contractors who were friends 
and where we could get some solid, de-
pendable business," he explains. 

Hall decided to perform 60% of his 
maintenance work on residential properties 
and 40% on commercial properties. On 
the design/build side, 85% of the work 
would be residential. 

Profit is king 
Hall then drew a bead on profitability. 
First, he sat down and created a detailed 
chart of accounts that actually reflected 
how the company did business. The next 
step was to create a budget and live by it. 
Hall then began using CLIP software to 
job-cost all of his jobs. 

This led to some startling realizations. 
For example, Hall learned that he'd never 
calculated the real cost of liming. "We had 
a standard price but if pH was down a lot 
on a piece of property, we might have to 
put down 20,000 lbs. and end up losing 
money," he says. As part of the new con-
tract, liming was considered an extra cost. 

Hall also changed his billing schedule. 
"At the time, we would work for a month, 
bill for the work, and get paid 15 to 60 
days later," he says. "I wrote a letter to all 
my clients, explained my situation, and ex-
plained my new program." The program 

Hall goes over a design plan with Sutterlin, one 
of the managers who he said was crucial in 
helping him turn his business around. 

involved billing in advance rather than 
billing in arrears. 

The first month, of course, ended up 
with double billing. He billed his cus-

tomers at the end of the month, then also 
for the next month's work. 

"I can't tell you how scared I was when 
I did this," he admits, "but I only lost one 

SKIING! 
BELIEVINI 

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 

800-285-7227 
www. expressblo wer. com 
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Nine ways to improve cash flow 
BY W I L L I A M J . L Y N O T T 

1 Never allow money to lie idle. 

Deposit daily receipts into a money 
market account where they'll immedi-
ately start drawing interest. Link it for 
online transfers to your checking. 

2 Use other people's money. At 
today's low interest rates, careful 

use of credit can be one of your most 
effective business-building tools. 
Beware of extensive use of credit for 
personal affairs. When it comes to 
business, it's a different matter. 

3 Consider leasing. Leasing makes 
sense if you'll be able to use the 

cash in your business or investments 
to earn a better return than the cost 

of leasing. 

4 Diversify to keep cash flowing. 
When you and your employees 

are idle, any work is better than no 
work. Performing a variety of mainte-
nance services at prices that don't sat-
isfy your usual parameters of prof-
itability can make sense when they 
provide work and some cash inflow. 

Don't rush to pay your bills. Hang 
on to your cash as long as possi-

ble to keep money available to draw 
interest or to work in your business. 
But don't jeopardize your credit 
standing by paying bills late. 

6 Aggressively collect accounts 
receivable. When a customer is 

late paying a bill, don't hesitate to 
get on the phone to ask if the bill has 
been overlooked. 

7 Maintain a cash cushion. Keep 
enough cash in interest-bearing 

accounts to cover normal operating 
expenses for three to six months. 

8 Develop a personal relationship 
with your banker. You'll get 

some good ideas and a favorable 
ear if you ever need financial help. 

9 Let your computer help you. Trust 
every aspect of your service busi-

ness, including investments, to your 
computer. The financial reports and 
analyses that modern software can 
produce at the touch of a button can 
be important tools for improving 
cash flow. 

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 

IHHICiAl IUN KHUUUU I b 
For information • 1-800-322-9146 

1210 Activity Drive • Vista, CA 92038 • www.digcorp.com • email: dig@digcorp.com 
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customer." Now, each January, he job-
costs and renews each contract. "If some-
thing is profitable, we stay with it," he says. 
"If it's not, we increase the cost, discuss it 
with the customer or lose the customer." 

Details matter 
Hall also scrutinized his insurance costs. 
In the area of vehicle insurance, for exam-
ple, he thought he needed a truck for 
spraying. Instead, he sold the truck, got 
rid of the insurance obligation and put the 
spray rigs on a trailer. 

He got a better rate of workers' comp by 
classifying drivers separate from non-drivers, 
managers and office staff who didn't do any 
field work. "This saved thousands of dollars 
a year," he says. 

He also shopped his firm's health insur-
ance and cut that bill by another $600 
each month. In all, he reduced his com-
pany's insurance premiums from $3,000 to 
$1,800 a month. 

Next came the challenge of paying 
down his firm's debt. "I sat down with all 
my vendors to work out a repayment 
plan," Hall says. He took out a second 
mortgage on his home to make some im-
mediate payments. Then, each month, he 
took some of the profits and continued to 
pay down the debt. 

All of Hall's efforts are paying off. "We 
now have 14 year-round employees, with 
another six to seven during the 10-month 
season," he says. "We have some large resi-
dential design/build and maintenance pro-
jects ranging from $50,000 to $80,000." 

In 2001, the company's gross revenue 
was $1,000,000, only down slighdy from 
what it had been when Hall was focused 
on commercial work. And net profit? 

Hall's residential focus gives his firm the 
opportunity to compete on service/quality. 

"Right about 15%," Hall says. He says that 
early this season he will be out of debt with 
his vendors and credit card companies. 

"And one of the nicest things now is that I 

only work about 10 hours a day, and I haven't 
worked a Saturday in months," he says, LM 

— The author is a freelance writer 
based out of Caterville, IL. 

Good things happen to those who Verti-Drain" more often. 
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Redex im + 
Charterhouse 

Of course, we know that life isn't 
always fair. But sometimes if you 
do one thing right you gain great 
rewards. Sometimes more than you 
deserve. We like that when it hap-
pens to us. The converse, unfortu-
nately, isn't so much fun. And so it 
is with those who aerate only once 
a year. That one little oversight can 
cost them, especially when turf 
conditions get tough. 

Aerating with a Verti-Drain 2, 
3 or 4 times a year using various 
methods works a little like insur-
ance for your turf. You know, you 
don't always have to pull plugs 
and fill every time you aerate. 

There are lots of options - solid tining, 
hollow coring, needle tining - to 
name a few. 

It's all based on releasing the 
soil and getting more air and water 
to the roots. That's how you get 
root growth past 6" deep. As far as 
compaction is concerned, it's an 
ongoing effort. The more you break 
it up, the better off you are cause 
you know it's coming back if you 
have any traffic at all. 

So give yourself a chance, 
enjoy the rewards. Give your soil a 
chance - the paybacks are great. 
Get a Verti-Drain. Take control. 

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

Verti-Drain Overseeder Carrara 

Rapidcore fbrf TWy 

http://www.redexim.com


Touqh little 

A variety of attachments allow 
this Toro Dingo power unit to 
tackle multiple landscaping tasks. 

C o m p a c t sk id - s tee r a n d ut i l i ty t rack 

l o a d e r s g i v e l a n d s c a p e r s s m a l l b u t 

p o w e r f u l too ls to r e d u c e l a b o r costs 

B Y S T E V E N G R E E N W A L D 

ompact skid-steer loaders 
and utility track loaders are 
the newest products on 
landscape contractors' 

^ ^ wish lists. "They were 
going crazy for these in Las 

^ ^ ^ ^ ^ Vegas at Con Expo," says 
Brad Lemke, new product development 
manager for ASV, Grand Rapids, MN. 

And it's no wonder. The newer mini-
machines can deliver what the larger ones 
can but at a lower cost and with only half 
the size and weight, making them ideal for 
working in tight spaces, often without dis-
rupting turfgrass or surrounding landscapes. 

"As the size-to-power ratio improves, 
the basic market trend in installation prod-
ucts will go toward more compact, more 
powerful products," says Alan Porter, pres-
ident of Kanga Loaders, Broken Arrow, 
OK. "Some of these new products have a 
footprint the size of a wheelbarrow." 

What's the appeal for landscape profes-
sionals? First of all, the smaller machines 
are maneuverable enough to work in 

tighter areas, for creating new installations; 
for renovating terrain that's already been 
developed and for maintenance work. 
They can fit between buildings, existing 
landscaping and hardscaping, even through 
fence gates without the bother of the oper-
ator having to remove sections. They can 
also turn in a smaller radius. 

Turf & landscape friendly 
"They give performance with the least dis-
turbance to the property," says Tom 
Sieper, product manager, Kubota Tractor 
Corporation, Torrance, CA. 

As a category, the smaller units are light 
in weight, so they exert far less pressure on 
the ground than the older products and do 
far less damage to the surface. Look for psi 
ratings when acquiring one, say the experts. 

Exerting far less pressure is especially 
true with the tracked implements. "Track 
loaders are soft on the ground, with many 
actually lighter in psi than a human foot-
print," says Tony Wixo, product manager 

continued on page 37 





The proof is in the leaf.1 

Monsanto scientists used scanning-
electron microscopy to photograph 
the effects of weeds sprayed with 
Roundup PRO and an imitator. 
Taken just one hour after 
application, these images clearly 
show more formulation in the leaf 
sprayed with Roundup PRO. 

Get Roundup PRO* herbicide with 
patented PROformance technology. 
In the first two hours, it delivers three times more power 
to the roots than Syngenta's latest imitator product. 

The proof is in the roots/ 
Scientists also used autoradiography 
to photograph and measure the amount 
of herbicide in the roots two hours after 
application. Time after time, at least 
three times more herbicide showed up 
in the weeds sprayed with Roundup PRO. 
With the imitator, barely any herbicide 
has moved to the roots. 



Scientific photography taken 
two hours after application 

shows three times more 
Roundup PRO in the 

roots. More color 
means more 

herbicide. 

In the first two hours, 
almost no imitator 
herbicide has moved 

to the roots. 

e proof is in your control. 
See for yourself the difference Roundup PRO with patented 
PROformance technology can make in your weed management. 
See your dealer or call 1-8QO-ROUNDUP for more information. 



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

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

Always read and follow label directions Test conducted with MON 77360, EPA Reg #524-475 with comparison to Syngenta product 
carrying EPA Reg #10182-449 1 Test methodology: In scanning-electron microscopy. Monsanto scientists identified penetrated formulations 
of both Roundup PRO and Touchdown Pro in the mesophyll cell layer These micrographs support the evidence that formulations containing 
Monsanto's patented PROformance technology rapidly penetrate the leaf surface 2 Test methodology: Radiolabeled formulations were 
applied at equal acid-equivalent rates. Radioactivity was visualized by autoradiography following a simulated ram event two hours after 
application Monsanto laboratory tests, 2001. Roundup', Roundup PRO* and PROformance™ are trademarks of Monsanto Technology LLC 
(12748 jet 10/01 1 ©2001 Monsanto Company RUPRO-12748 



continued from page 32 
for Polaris, Median, MN. "And 
they don't skid, so they don't 
rip up the turf." 

'The track systems on utility 
loaders, with their lower psi, are 
less likely to leave ruts in devel-
oped areas, and they can turn 
without tearing the turf," agrees 
Lynn Roesler, loader products 
marketing manager, Bobcat 
Company, West Fargo, ND. 
Their combined delicacy and 
toughness make them popular for sensitive 
areas such as golf courses, says ASV's Lemke. 

According to Marc Bowers, marketing 
manager, Sitework Systems, The Toro 
Company, Bloomington, MN, the com-

pacts "are like a paring knife. 
They do a precision job, the job 
they're designed for." The oper-
ator can see what's going on, he 
says, which is crucial in mainte-
nance and renovation work 
where "landscapes need to see 
precisely what they're doing." 

Light weight and small size 
also translate to portability. The 
new compacts "are easy to 
move, with no logistical prob-
lems," says Mike McPherson, 

vice president, Glenmac, Inc., Jamestown, 
ND. "You can move them to a site in a cus-
tom trailer with room for all the attach-
ments," he says, so you can work rather than 
locate the right equipment or find a rental. 

And they don't even need a custom 
trailer. "The new compacts are under 10,000 
lbs., says Kubota's Sieper. "They can be 
hauled in a 1/2-ton pickup, so light the driver 
doesn't need a commercial driver's license to 
haul them around to your worksites." 

Less stress 
The minimal weight and the track design 
of compact utility loaders also means they 
have the traction needed for wet days or 
on muddy ground, according to Roger 
Braswell, president, PowerHouse Equip-
ment Inc., Fort Mill, SC. 

"You can get out and do the job with 
less downtime," adds Lemke. "And be-
cause you can get work done when the ter-
rain is wet, you save on costs and labor." 

Lynn Roesler says part 
of compacts' appeal is 
their ease of use. 

M O N E Y 

I W A l j J r i l 

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 

http://WWW.ASIC.ORG


Ease of use is touted as a major advan-
tage of the compact installation machine. 
"They're easy to use and not intimidating," 
says Bobcat's Roesler. 

This appeals to operators, says Wixo. 
"There are those that work with joysticks, 
with a thumb-operated hydraulic, and no 
foot operation. It gives the video game ex-
pert an advantage in the workplace." 

And their lower center of gravity gives 
them more stability for more safety. 

According to Toro's Bowers, "They 
aren't only easy to learn to use, they're easy 
to leam to use safely. Safety is the key. A 

worker can be fully 
productive in min-
utes, so the cus-
tomer doesn't have 
to see the worker 
learning on his own 
turf and on his own 
time. Instead, he 
sees proficiency." 

New suspen-
sion systems, such 
as the one offered 
by his company, 

give the operator a smoother ride with less 
fatigue, says ASV's Lemke. 

This ease-of-use also translates to ease in 
changing attachments, according to Kub-
ota's Sieper. These compact products come 
with many attachments, and they can be 
added quickly, often by hand without tools, 
to maximize the machine's productivity. 

Versatility rules 
A range of attachments makes the com-
pacts stand out. For instance, "compact 
utility loaders are like Swiss army knives," 
says Bowers. "They are flexible enough to 
meet very specific needs. They do a fo-
cused job that is specific to that installa-
tion. It's a tool-box solution." 

"The minis are actually power plants," 
adds Glenmac's McPherson. "The attach-

ment drivers are almost like generators, with 
the power of a big machine, but the tender-
ness and maneuverability of a small one." 

"They have good hydraulics, so they have 
excellent attachment capability," adds Roesler. 
He touts the more popular ones: tillers, 
trenchers for irrigation work, and augers for 
fences and trees. "They let one machine do a 
lot of different jobs," he says. "It's not like buy-
ing a tree spade or post hole digger." 

Other attachments include brooms, pal-
let forks, buckets, and sod rollers, all easy to 
attach and detach. And there's a general drift 
to adding more attachments. Braswell notes 
such things as stump grinders, vibratory 
plows, and trench improvements. 

"One machine can take the place of a 
dozen others," agrees Lemke, "so you save 
on equipment cost." 

Sieper concurs. Com-
pacts are being used by 
those who need a lot of 
bang for the buck, he 
says, like municipalities 
with limited budgets and 
a lot of different needs. 
And rental companies 
find that the versatility of 
compacts will maximize their investment 
in these assets. 

Cost and labor savings 
Cost is one of the major factors behind 
compacts' popularity. First of all, the com-
pacts just cost less to buy than the bigger 
units, says Dan Kilgas, marketing category 
manager at Ariens, Brillion, WI. Kubota's 
Sieper calls them "pocketbook friendly." 

Porter adds that compacts are also 
cheaper to operate and reliable. Kanga's 
customer feedback has shown that the 
buyer can recoup the purchase cost well 
within a year. "All the attachments mean 
you can do a wide range of jobs, eliminating 
all hand labor, and you become very effi-
cient in terms of cost," he says. 

Compacts can 
replace the manual 
labor of two or 
three people, so 
the job gets done 
fast, and their ver-
satility lets opera-
tors save time by 
making secondary 
or tertiary opera-
tions easy to do. 

"Our customers 
say you can reduce 

your exposure time on a contract site and 
get a job done with 30% to 50% time sav-
ings," says Porter. "So you start your next 
job sooner and pack in more jobs a year." 

This means, says Bowers, that a land-
scape pro can bid a job based on hand 

labor costs and still get 
the contract, but he can 
then show up with a 
compact and get the job 
done in half the time. 
"The test of these prod-
ucts is their productiv-
ity," he says, and that 
makes them popular. "I 

know contractors whose crews get to work 
early so they can get the compact equip-
ment they want." 

More creativity, more business 
Ultimately, compacts can have an effect on 
the bottom line most contractors can't fore-
see. "They're versatile," says Porter. "You 
can intensify the scope of what you're 
doing and create more dramatic effects." 

Landscape pros can also take advantage 
of extra attachments by adding services 
such as snow removal with snow blowers 
and plow blades. "You use your investment 
year-round that way," says Wixo, "and that 
makes sense from a business standpoint." 

— The author is a freelance writer who lives 
and works in Cleveland, OH. 

Marc Bowers: "Com-
pact utility loaders are 
like Swiss army knives." 

Cost is one of the 
major factors 

behind compacts' 
popularity. 

Customers like com-
pacts' low cost says 
Dan Kilgas. 



BASF 
PROFESSIONAL 

W E ' R E FLATTERED THAT COMPETITORS 

KEEP ATTACKING PENDULUM". 

THAT 'S WHAT HAPPENS W H E N YOU SET 

THE INDUSTRY STANDARD 

FOR EXCELLENCE. 

BASF 
Circle No. 122 



BASF 
PROFESSION/ Pendulum herbicide consistently controls crabgrass better than other preemergent herbicides.* What 
TURF 

more can we say? How about Pendulum controls costs better, too, to offer you far greater value. It also 
controls a broader spectrum of weeds than any other preemergerrt—more than 40 grassy and broadleaf 
weeds, such as oxalis and spurge, in all. Plus, Pendulum 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. 



A LOT ABOUT CRABGRASS 

N E V E R C O M E S U P 



Tough 
enough 

ASVRC50 • Maximum traction and support system 
undercarriage 
• 15-in. rubber tracks and 24-wheeled 
contact points 
• Loader transfers the weight of the machine 
to the ground, only 2.7 psi ground pressure. 
Contact ASV at 800/346-5954 or 
www.asvi.com I circle no. 273 

Antonio Carraro Supertrac 
• Towed or front-mounted attachments 
• Actio technology that allows the tractor 
chassis to oscillate or articulate for agility/grip 
on all terrain types 
• 48- to 75-hp engines available 
Contact Redexim Charterhouse at 800/597-
5664 or www.redexim.com / circle no. 274 

continued on page 44 

www. GreenlndustryYellowPages .com 
Find It. Be Found. 
Industry Search Engine Featured Web Sites 

jet a free 
i ^ g a t o r 

CLICK 
HERE 

For product nto. can Spectrum Product* at:1 -800-800-739 

Plants Section 
Now Available! 

•Search for these & 
other fine nurseries 

online at www.GIYP.com* 

2002 Seedling Catalog Available N U R S E R I E S 

Visit these vendors online at: www.GIYP.com 
Circle 126 

http://www.asvi.com
http://www.redexim.com
http://www.GIYP.com


To move the earth, pick a machine 
that was designed to reach for the moon. 

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). 

Circle No. 104 

www.skidsteer.com E x p e c t d i f f e r e n c e 

http://www.skidsteer.com


continued from page 42 
Bobcat MT50 
• Mini track walk-behind loader three ft. wide 
and under 70 in. long 

• Operating capacity of 500 lbs. and a 74.8-in. 
lift height 
• 20-hp diesel engine and 2,600 psi 
hydraulic system 

Still us ing 
old-fashioned 

stake 8 wire 
to plant your new 
trees 8 shrubs? 

Finally, there's a b e t t e r w a y ! Introducing... 

I r e T S t ap le 
1 BELOW-GRADE STABILIZING SYSTEM 
| FOR NEW TREE & SHRUB PLANTINGS 

The revolutionary new 
stabilizing system that's 

because irs completely 
below-grade 

because it never needs to 
be adjusted or removed 

because owe worker, 
a s ledgehammer, a n d 
a f e w minutes is al l it 
takes to install 

US PATENT NOS. 6,141,903 & 6,065,243 

CALL ( 8 7 7 ) TREES-49 
WWW.TREESTAPLEINC.COM 

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

ts&sw* 

• More than 10 easy-to-change attachments 
• 2,497-lb. machine has a rubber track 
undercarriage, 5.2 psi 
Contact Bobcat at 701/241-8740 or 
www.bobcat.com I circle no. 275 

Cat mini excavators 
• Swing boom to let the operator dig and 
work next to a wall or obstruction 
• 26-hp 303CR weighs 7,400 lbs.; 42-hp 
305CR weighs 11,000 lbs. 

• Zero tailswing with swing radii within under-
carriage width 
• 305CR has a dig depth of almost 13 ft.; 
303CR can dig to almost 11 ft. 
Visit the Caterpillar Web site at www.catcom I 
circle no. 276 

Gravely skidster 

Circle 124 

• Suited to small intensive finish-up projects 
• 1,500 lbs., only 38.5 in. wide and 77 in. long 
• 20-hp gas or diesel engine 

continued on page 46 
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We could just sit on the zero-turn rider that set the standard for the landscape 
market, but that's not us. Instead, we routinely drive ourselves to raise the bar / S ^ ^ m B ^ i ^ B m f f 
so that you won't have to look anywhere else for the most powerful, productive J J \ J 
machines on the market. Visit www.exmark.com/innovationtwo to view the M, N O B O D Y D O E 
more than 20 enhancements we've made to our Lazer T lately. 

B e s t - S e l l i n g B r a n d o f M o w i n g E q u i p m e n t f o r t h e L a n d s c a p e P r o f e s s i o n a l 

Circle No. 127 

http://www.exmark.com/innovationtwo


continued from page 44 
• Quick-release attachments, lightweight de-
sign with balanced weight distribution 
Contact Gravely at 800/472-8359 or 
www.gravely.com I circle no. 277 

Glenmac power box rake 
• Modular attachment lets you upgrade to 
rake right for your budget 
• Rhino-hide barrier lets operator adjust to soil 
moisture levels and choose size of material left 
in soilbed 
Contact Glenmac at 701/252-9300 or 
www.glenmac.com I circle no. 278 

Deere compacts 
• Compact tractors ranging from 20 to 48 hp 
• More than 40 implements can be hooked up 

fast, with three able to be attached at one time 
Contact John Deere at 800/537-8233 or 
www.deere.com I circle no. 279 

Kanga Kid TK 113 
• 13-hp electronic start Honda engine 
• Attachments for digging, shrub planting, car-
rying, trenching, lifting, and topsoil spreading 
Contact Kanga at 866/875-2642 or 

www.kanga-loader.com I circle no. 280 

Komatsu's WS50 
• Easier transport, less ground disturbance, 
higher travel speeds than a skid-steer 
• Hydrostatic transmission, automatic bucket 
leveler, rear axle oscillation 
Contact Komatsu at 847/573-3561 or 
www.komatsuutility.com I circle no. 281 

Kubota compact loader L48TL 
• 48-hp engine 
• Bucket lift capacity of up to 2,540 lbs. 
• Self-leveling hydraulics maintain level 
loads to a height of nine ft. 
Contact Kubota Tractor Corporation at 
888/4582682, ext. 900 or www.kubota.com I 
circle no. 282 

With every plant you install this year, 
use one of these three products for best results 

Good Better T^ET 

i III 
Best 

dry roots The original root stimulator! M-rOfltt dryRoots and Endo/Ecto mycorrhiza 1 -STEP M-roots and water holding gels 

ALL NORMAL PLANTINGS 
To carry all plants 

over transplant shock. 

CONSTRUCTION, POOR SOIL 
Mycorrhizal inoculation helps 
the plants grow root systems in 

any soil type or condition. 

HEAT AND DROUGHT 
CONDITIONS 

Water holding gels retain water and then 
release it wnen the soil dries out. 

rook 
Available at the best landscape suppliers. 
For the supplier nearest you, call 1-800-342-6173 Log onto HortSmart.com 

Circle 108 
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Komatsu's WS50 

MultiTrac articulated loader 
• Three models to choose from, both gas and 
diesel engine, widths 39 to 47 in. 
• Units fit in an 8-ft. pickup bed, 60 available 
options 
Contact Stonebrooke Equipment at 
800/905-2265 I circle no. 283 

Polaris ASL300 
• R-Series traction and support system, 
only 2.5 psi 
• Undercarriage platform with 24 rubber-
on-rubber track inserts 
• Powered by a Caterpillar three-cylinder 
diesel engine 
Contact Polaris at 763/542-0500 or www.po-
larisindustries.com I circle no. 284 

PowerHouse Prowler utility 
loader 
• 24-hp engine and an expandable rubber 
track undercarriage 
• Allows access through 30-in. wide openings 
• 35 hydraulic attachments available 
Contact PowerHouse Equipment at 800/467-
9673 or www.powerhouseequipment.com I 
circle no. 285 

Summit's IBEX 20PK 
• Rubber-track compact loader available in 
two track widths, 36 and 44 in. 
• 20-hp, three-cylinder, water-cooled Perkins 
diesel and hydrostatic transmission 
• Weighs 2,300 lbs., payload capacity of 
1,750 lbs. 
Contact Summit California Corp. at 707/822-
36001 circle no. 286 

Toro TX 425 utility loader 
• Stable on uneven landscapes and delivers 
in loose sand or mud 
• 25-hp gas engine 

• Mounts to over 40 attachments and exerts 
only 3.4 psi on turf 
Contact Toro Company at 952/888-8801 or 
www.toro.com I circle no. 287 

Seeds of wisdom. 
Selecting the right seeder for your 
needs is the wisest choice of all. 
Whether you're simply overseeding, 
drop seeding, looking for high 
germination rates or targeting a 
specific growth date, you need 
equipment that is designed to do 
the job efficiently and reliably. 

Redexim Charterhouse offers 
you a broad range of seeders 
varying in performance as well as 
price points. Choose from the 
Verti-Seed, the Proseed, Speedseed 
or the Overseeder. 

With the Verti-Seed, turf 
professionals get precision control 
of seed dosage and depth ensuring 
maximum germination. 

For economy and random 
seed dispersion, nothing beats the 

unique Proseed system. And 
finally, the Overseeder makes 
the seeding operation easier and 
faster, working at up to 9 mph. 

Each seeder offers you the 
quality of manufacture and 
engineered reliability focused in 
user-friendly features that you've 
come to expect from Redexim 
Charterhouse. 

Plant a seed now, that will 
harvest you great rewards in the 
future. Make a call today. Redexim 
Charterhouse has many options, 
attachments and seeder models 
so that you can make the most 
informed, wisest choice. Phone 
or visit us on the web for more 
details. 

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

http://www.powerhouseequipment.com
http://www.toro.com
http://www.redexim.com


The best t ime to stop so 
i t ' s s t i l l in the ea 



W a n t s e a s o n - l o n g c o n t r o l o f 
d i s g u s t i n g , t u r f - d a m a g i n g g r u b s ? 

T h e p r o v e n p e r f o r m a n c e o f MAC 11 2* 
s|>ecialty i n s e c t i c i d e p r o v i d e s super ior , 

broad-spectrum c o n t r o l . Its w ide window 
o f a p p l i c a t i o n a l l o w s y o u t o t r e a t 

g r u b s t h r o u g h t h e s e c o n d i n s t a r — ami 
tht're's n o n e e d f o r i m m e d i a t e i r r i g a t i o n . 

% V U n b e a t a b l e c o n t r o l . G o r g e o u s turf . . T i l i n g s 
art" l o o k i n g bet ter all tli€* t ime. 

ALWAYS COMES THROUGH. 
ALL SEASON LONG. 

I Kay AgnxSciences 

MACH2 
Specialty Insecticide 

www.dowagro.com/turf 1-800-255-3726 Always read and 
follow label directions. *Trademark of Dow AgroSciences LLC 

m e t h i n g ^ h i d e o u s is when 
rly s t a g e s of u g l y . 

http://www.dowagro.com/turf


LM PRESENTS award-winning landscape management 
Property at a glance 
Location: Baltimore, MD 
Staff: The Brickman Group, Ltd. 
Category: Cemetery or Memorial Site 
Total budget: $81,300 
Year site built: 1896 
Acres of turf: 208 
Acres of woody ornamentals: 5 
Acres of display beds: 1,200 sq. ft. 
Total paved area: 3 miles 
Total man-hours/week: 120 

Maintenance challenges 
• Sunken areas/undulating turf 
• Over 40,000 monuments 
• Looking fresh for holidays 

Project checklist 
Completed in last two years: 
• Installation of flower beds 

On the job 
• 1 full-time staff, 5 seasonal employ-
ees, 1 licensed pesticide applicator 

Druid Ridge 
Cemetery 
2001 P G M S G r a n d A w a r d W i n n e r f o r 

C e m e t e r y o r M e m o r i a l Site 

Talk about the ultimate ob-
stacle course for a land-
scapes Can you imagine 
having to twist and turn a 
walk-behind between thou-
sands of headstones, trying 
to avoid damaging them 
but at the same time trying 
to be fast and efficient? 
Then, of course, someone's 
got to trim around each one 
of those headstones. 

The six-man crew of 
The Brickman Group that takes care of 
Druid Ridge Cemetery in Baltimore, 
MD ( doesn't have to imagine those hor-
rors. They do those chores every week in 
striving to provide a quality final resting 
place for the deceased. 

Because they work at a cemetery, the 
crew has to work around and be respect-
ful of ongoing funeral services, which 
number about 600 during a typical year. 
Even with the most careful herbicide 

Mowing the entire 208 acres of Druid Ridge 
Cemetery in two days takes a unified and dedi-
cated effort. 

treatment, some hand weeding is neces-
sary. Aging gravesites undergo sub-sur-
face collapsing, which necessitates 
restoration of grading and turf replace-
ment. And there are plenty of trees such 
as weeping cherries and purple leaf 
beeches to prune and elevate branches 
for mowing and visitor safety. 

^ ^ i j p Editors' note: Landscape Management is the exclusive sponsor 
J ^ l j W I j of the Green Star Professional Grounds Management Awards 

^ ^ for outstanding management of residential, commercial 
W ^ n j l f j i r i n n a nd institutional landscapes. The 2002 winners will be 
J J C l l l U S v Q U C named at the annual meeting of the Professional 
M A N A G E M E N T A 

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 

http://www.pgms.org


The six-man crew of The Brickman Group strives 
to make Druid Ridge Cemetery a quality final 

resting place for the deceased. 

The recent installation of flower beds 
has perked up the cemetery, but of 
course has also added more duties 
such as deadheading to the crew's 
plate. 

www.landscapemanagement.net / M A Y 2002 / LANDSCAPE MANAGEMENT 

http://www.landscapemanagement.net


T E C H C E N T E R / D I S E A S E M A N A G E M E N T 

Use c h e m i c a l d isease con t ro l s i n m o d e r a t i o n 

a n d p r o l o n g the l i fe off these v a l u a b l e too ls 

B Y R I C H H A N R A H A N 

W 

Dollar spot (top right) can 
develop resistance but 

others, like brown rot, can 
be more of a problem. 

hen a product 
works well — a 
pest control 
product, for ex-
ample — we're 
tempted to use it 
a lot, or even use 

it exclusively. That can be a 
mistake. In the case of pest 
control products, the result can 
be that, in time, the product 
doesn't work as well. In the 
worst-case scenario, it won't 
work at all because the pest 
will have become resistant to it. 

Fungicides' effectiveness can 
be reduced by light, irrigation, 
rainfall and mowing, and so we 
reapply. Fungicides must also be 
reapplied to protect against new 
disease growth. 

Every time certain fungicides 
are applied, the odds that the 
organism may develop resis-

tance increase. Develop and im-
plement a strategy to prevent the 
rise of resistance. 

Why resistance develops 
Fungicide resistance first ap-
peared in the early 1970s with 
the registration and widespread 
use of benomyl, a site-specific 
fungicide. The size and signifi-
cance of the problem has been 
growing ever since. 

Resistance begins to develop 
when a fungus makes a genetic 
adjustment or undergoes a mu-
tation that reduces its sensitivity 
to a particular fungicide. This ad-
justment or mutation allows the 
affected fungus to survive the 
fungicide. Naturally, the surviv-
ing organism is likely to become 
the dominant strain when the 
same fungicide is used frequently 
and exclusively with it. Over 

time, the resistant strain replaces 
all other strains and the disease 
becomes increasingly difficult to 
control. This process can be un-
derway before you realize it. 

When resistance develops, it's 
typically not limited to individ-
ual chemical compounds. Usu-
ally, strains of fungi that have be-
come resistant to a fungicide will 
be resistant to all fungicides in 
the same chemical class. Over-
exposure to one fungicide might 
destroy the usefulness of several. 

Get a plan 
A fungicide is just part of a suc-
cessful disease control program 
that must also include proper 
cultural management practices. 

Turf susceptibility to disease 
can be influenced by practices 
such as mowing and fertilization, 

continued on page 55 

Fungicide 
resistance: 



IVe hear you. 
We've got a solution for all your problems, 

E R B I C I O C 

CHASER 2 
A M I N E H E R B I C I D E 

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DP, 
which is aimed at providing effective control in both cool and warm 
seasons. It is an excellent choice for broadleaf weed control and has 
demonstrated exceptional control on white clover, dandelion and plantain. 

CHASER is the original ester formulation of 2,4-D and triclopyr that controls 
most broadleaf weeds, including hard-to-kill weeds that other comparable 
chemistires do not control. It has shown excellent turf safety and mixes well 
with most pesticides and fertilizers. 

CHASER 2 has all the power of Chaser with the safety of a warm weather 
amine formulation. It can be used on ornamental turf such as lawns, golf 
courses (fairways, aprons, tees and roughs), parks, highways, cemeteries 
and similar non-crop areas; and sod farms. 

KLEENUP PRO is the easy-to-use and proven 41% glyphosate solution for 
keeping landscaped areas clear of weeds and unwanted grasses and for 
spot controlling weeds in hard to reach places. The long-lasting systemic 
control prevents regrowth and has virtually no residual activity. 

For more Information, contact your local UHS representative 

www. uhsonline. com 
Circle No. 130 



No matter what you're spraying, thee adjuvants will get you where you need to be. 
The basic role of an adjuvant is one of two tracks, 

to either help chemicals penetrate into the plant or to 
adhere to the leaf surface. 

If your goal is systemic action, no other non-ionic 
surfactant or penetrant product is superior to LI-700 
and Liberate. 

If you desire to enhance the effectiveness of 
contact products, look no further than Tactic. 

All of these high-performance, premium adjuvants 
have been tested to ensure plant safety and used 
effectively around the world. 

LI-700 
• Maximizes penetration through waxy layer of foliage while 

maintaining integrity of the plant's protective system 
• Acidifying feature reduces pH of spray solutions 
• Unique chemistry provides excellent drift control 
• Allows more uniform coverage and even spreading 

LIBERATE 
• Same penetrating and low-phytotoxicity benefits of LI-700 
• pH neutral with a "CAUTION" label for maximum safety 
• Low-odor formulation also provides superior drift control 
TACTIC 
• High quality sticking agent maximizes residual activity 
• Organosilicone super-wetter gives total coverage 
• Resists wash-off by dew; rain or irrigation 

For more information, contact your local UHS representative 

www.uhsonline.com 
Circle No. 104 

A United 
• 5 w H o r t i c u l t u r a l S u p p l y 

http://www.uhsonline.com


Brown patch (left and right) 
is significantly less likely to 
develop resistance in your 
landscape. 

continued from page 52 
and diseases are often most dam-
aging to intensely managed turf. 
So, before disease can be con-
trolled effectively, evaluate 
whether you're performing all 
necessary cultural practices that 
promote healthy turf. Disease 
poses less of a problem on strong, 
vigorous turf. Plus, turf recovers 
from disease faster when it isn't 
already weakened by other 
stresses. 

However, fungicide applica-
tions are still appropriate for even 
the best-maintained and heavily 
used turf that must be protected 
from damaging diseases. 

Design a schedule for proper 
application timing. Sometimes 
a preventative application is best 
applied prior to a fast moving 
disease's appearance, but some-
times a curative application 
when a disease first appears is 
adequate. 

Keep in mind, however, the 
risk of disease resistance. Gener-
ally, rotating chemistries will re-
duce the risk of developing 
fungicide-resistant fungal 
pathogens, ensuring longevity. 
Rotating and tankmixing 
chemistries in different chemical 
classes and with different modes 
of action is sensible fungicide re-
sistance management. 

Not all fungi created equal 
Not all fungi and fungicides are 

the same, especially when it 
comes to resistance. Some fungi-
cides' chemistries are more likely 
to provoke resistance than oth-
ers. Some fungi are more apt to 
develop resistance than others. 

Fungi with higher reproduc-
tive rates are more likely to de-
velop resistance because they 
pass on the mutated gene more 
quickly and broadly. Diseases 
that infect many stages of a plant 
under a wide range of environ-
mental conditions are also more 
likely to develop resistance since 
the disease can attack in so many 
ways. Some fungi tha t have 
shown a propensity for develop-
ing resistance are botrytis, brown 
rot, and phytophthora, for exam-
ple. In contrast, brown patch, 
fusarium and red thread are sig-
nificantly less likely to develop 
resistance in your landscape. 

Site-specific fungicides run a 
higher risk of resistance because 
they work by inhibiting just one 
vital function in the fungal cell. 
Once resistance develops to this 
site, the fungicide is ineffective. 
Multi-site fungicides, on the 
other hand, interfere with sev-
eral vital functions of the fungal 
cell. They're less likely to foster 
resistant fungi because even if re-
sistance develops to one site, the 
fungicide can still attack the fun-
gus via another site. 

The benzimidazole class is an 
example of a site-specific or sin-

gle-point fungicide class, as are 
phenylamides and strobilurins. 
The benzamide class represents a 
chemical class that's less likely to 
foster resistance because it pro-
vides a multi-site defense. Exam-
ples of other multi-site fungicides 
include fosetyl-AL, propamocarb 
and chlorothalonil. If fungi de-
velop a mutation that protects 
them from one form of attack, 
they're still going to be suscepti-
ble to these fungicides' other at-
tacks and therefore be controlled. 

When rotated and used in 
tankmix combinations, certain 
fungicides can effectively control 
a broad spect rum of disease 
without the concern for resis-
tance development. 

The variety of fungicides 
available provides you with 

Healthy turf is 
the best defense 
Healthy turf resists diseases better 
than stressed turf. It also recovers 
faster from attacks of disease. For 
healthy turf: 

Select appropriate species and va-
rieties 

Maintain adequate soil moisture 
is* Avoid soil compaction 
^ Maintain proper mowing heights 
and frequency 
^ Ensure proper fertilization 

Some fungi 
are more apt 
to develop 
resistance 
than others. 



many good tools to use in de-
veloping and running a success-
ful disease resistance manage-
ment program. 

Using multiple fungicides 
from different chemical classes 
with varying modes of action is a 
key technique in managing resis-
tance. The two basic approaches 
are rotation and tankmixing. 

Why rotation? 
The basic strategy behind both ro-
tation and tankmixing is that if a 
fungus has developed resistance 
to one of your fungicides, using 
multiple fungicides will vastly in-
crease your odds of ridding turf of 

Find great disease 
information online 
When you need help in diagnosing or controlling 
diseases on turfgrass and/or ornamentals, you 
can turn to several Web sites on the Internet. 

Because so many diseases appear seasonally 
and/or regionally, start by checking if the turfgrass 
or horticulture department at your nearest land 
grant university has a site dedicated to diseases. 

A quick search on Yahoo (typing in turfgrass 
disease) turned up excellent disease information 
from The Ohio State University, Purdue Univer-
sity, the University of Wisconsin, North Carolina 
State and Texas A&M. There are probably 
many others. 

Also, Syngenta Professional Products' new 
electronic turfgrass disease identification guide is 
easy to navigate, has complete listings (with pho-
tos and maps) of all turfgrass diseases and offers 
practical control advice. As a quick reference, 
you may want to bookmark: www.syngentapro-
fessionalproducts.com/to/diseaselD/. 

—Ron Hall 

Overusing any 
fungicide pro-

motes resistance, 
so never make 
more applica-

tions than you 
need to. 

the fungus before it has a chance 
to spread and mutate further. 

Rotation involves using two 
or more fungicides in sequence, 
each alone; tankmixing involves 
mixing two or more fungicides 
together so they can be applied 
simultaneously. Typically, your 
strategy would include both 
high- and low-risk fungicides, 
but tankmixing even multiple 
at-risk compounds can also re-
duce resistance, so long as those 
fungicides tankmixed have dif-
ferent modes of action. (Always 
tankmix in accordance with 
label recommendations.) 

Always be sure to: 
Reduce the frequency. 

Over-using any fungicide pro-
motes resistance, so never 
make more applications than 
you absolutely need to 
achieve disease control. 
Adding one more application 
"for good measure" is not a 
good idea in this case. 

Apply at the right rate. O n 
the other hand, when you do 
apply a fungicide, be sure to 
apply enough. "Cutting" the 
rate used in a single applica-
tion will increase the likeli-
hood of resistance develop-
ment because you expose the 
organism to the fungicide 
without providing enough 
product to control it. Observe 
the recommended rates, and 
thoroughly cover the plants or 
areas of concern. 

Reduce your dependence. 
You can reduce your depen-
dence on fungicides by devel-
oping an integrated pest man-
agement (IPM) approach. For 

example, wherever possible, 
use plant species and/or vari-
eties that are disease resistant. 
Make sure the landscape is 
properly planted and main-
tained so that its susceptibility 
to disease will be minimal. 
Watch the landscape for the 
first signs of disease so you can 
intervene before a problem is 
well established. 

Fungicide selection 
There are many fungicides on 
the market that claim to prevent 
or cure various common diseases. 
Be aware that although a prod-
uct may be labeled for a partic-
ular disease, it doesn't guarantee 
it will solve your problem. Effi-
cacy can vary from region to re-
gion, and different strains of cer-
tain diseases may require 
different fungicides to cure the 
disease. So, how do you know 
which to choose? 

Trial and error can be ex-
pensive, inefficient, and may 
further damage the turf. You 
should talk with other land-
scape professionals in your area 
to see what's worked best for 
them. Consult with an expert 
such as a turf pathologist or 
university researcher to get a 
recommendation. Many uni-
versities have conducted ex-
tensive trials to test fungicide 
efficacy on a broad number of 
turfgrass species and varieties. 

After gathering shared knowl-
edge, you'll be ready to make an 
informed fungicide selection. 
— The author is technical devel-
opment manager of fungicides for 

Chipco Professional Products. 



Let us help your business ride off into the green. 

Happy trails are in store for you when you go with ProSource One. 
No one else rounds up products and services as focused on growing 
your success as we do. Saddle up with us and we'll take your 
business to the kind of green everyone envies. 

Welcome to a Greener World PROSOURCB 
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I N O A K L A N D , B O T H T H E A ' S A N D T H E 
R A I D E R S K N O W T H A T I T 

T A K E S C L A Y T O M A K E A G R E A T F I E L D . 



There isnt much of an off-season at Network Associates 

Coliseum in Oakland, California. At least not for Head 

Groundskeeper Clay Wood and his grounds crew. After 

maintaining a diamond for most of the year for the baseball 

Athletics, Clay and his crew have to make sure the field is ready and striped for the football 

Raiders. To keep both clubs running on a good surface, Clay and his 

crew rely on John Deere turf equipment. "I won't buy anything else," 

says Clay. "John Deere equipment has come full circle. They have 

great quality in terms of mowers, reels, and blades. The 1200A Field 

Rake is a real workhorse for us. And I've never heard anybody say anything but good things 

about the 2653A Utility Mower. It's great quality and a great relationship." To see John Deere 

perform on your field, call your local John Deere turf distributor or 1-800-537-8233. 

nDeere.com 

JOHN DEERE 

NOTHING RU N S L I K E A DEERE 



athletic turf 
PROGRESSIVE ATHLETIC FIELD M A N A G E M E N T 

Infields for 
Not t o o H a r d , n o t 

t o o soft — h e r e ' s 

H o w to get y o u r 

i n f i e l d Just r i g h t 

BY P A U L Z W A S K A 

truest play 
Editor's note: This article is the third and 
final of a series on infield care. 

any people com-
plain that their in-
field skin surfaces 
are too hard, too 
soft, too tight or 
too loose. 

Some of these 
problems may be due to improper main-
tenance or recent weather. For instance, 
if the infield skin is spiked or nail-dragged 
too deeply, players may complain it's too 
soft or too loose. 

Daily nail-dragging should only pene-
trate the soil deep enough to smooth 
cleat marks and minor ripples in the play-
ing surface. Typically, that means only 
penetrating the top 1/2 in. - 3/4 in. of the 
skin portion of the infield 

An extended period of heat and 
drought can cause an infield to become 
very hard. Unfortunately, many of the 
park and recreation directors that main-
tain baseball fields can't do much about 

Testing your infield soil mix reveals the percentage of sand, clay and silt it contains. Too much of 
any of these ingredients will either cause your skin infield to play too loose or get too hard. 

this because their fields aren't irrigated 
whatsoever. 

Test that soil 
Often the biggest problem is the soil it-
self. Poor performing infield soils ac-
count for many problems but you can-
not improve something if you don't 
know what it is you're trying to im-

prove. You first need to find out the 
makeup of the existing infield soil by 
getting it tested. Many soil testing com-
panies around the country perform accu-
rate tests. Also, many county extension 
offices offer soil testing. 

The two types of tests you can have 
performed are: 

continued on page 62 



In fact you can get up to a full season of kicks 
when you use the fine-tuned, controlled-
release mechanisms in Nitroform®, 
Organiform® and Nutralene®. Products that 
give plants the nitrogen needed, when it's 
needed, season-long. 
Precise control of nitrogen 
promotes the balance 
necessary between roots 

and top growth to help turfgrass withstand 
many types of stress. 
Used in a well-planned fertility program, 
Nitroform, Organiform and Nutralene provide 
for rapid turf regeneration. And their 

release characteristics 
allow minimal leaching of 
nitrogen into ground-
water or surface water. 

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

Telephone: 1-888-370-1874 www.nugrotech.com 
Nitroform, Organiform and Nutralene are registered trademarks of Nu-Gro America Corporation 
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continued from page 60 
• a soil texture analysis test, which will 

give you the percentages of sand, silt, and 
clay in the infield soil, 

• or a particle size analysis, which will 
give you the above, plus a distribution of 
the different sizes of sand in the sand frac-
tion and the sand shape and sphericity. 

These tests can cost between $30 and 
$80. For that price, you'll get a valuable 
document containing a basic list of the in-
gredients for your current infield skin soil. 

If you like the soil you have on your in-
field skin, use the test results as a recipe for 
ordering new soil any time you need to add 
some to the infield. Bear in mind that soil 
suppliers will not be able to match the 

AN INDUSTRY FIRST! 
The benefits of big guns are now 

available where minimal or no water 
pressure is available! 

• totally self contained unit can be used 
as a primary pumping unit using sur-
face water or as a booster unit to in-
crease lower pressures available from 
existing pipelines 

Calmar Industries Ltd. 
602 B-51 St. E., Saskatoon, SK Canada S7K 7K 
Phone (306) 975-1999 • Fax (306) 975-7175 

calmar@calmarindustries.com 
www.calmarindustries.com 
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Rototilling calcined or vitrified clay products into an infield soil with too much clay or hardness 
will help fractionate it and make it more manageable. 

exact percentages for you, but some should 
be able to get close. Once you find a 
trusted supplier, stick with them if you're 
looking for consistent materials. 

Amending infield base soils 
If you're unhappy with the makeup of 
your infield skin base-soil, use the soil test 
is your baseline. 

For almost all regions and conditions 
the guidelines for sand, silt and clay in an 
infield mix are 50% to 75% sand, 15% to 
35% silt, and 15% to 35% clay. If you don't 
have the budget to totally replace your in-
field skin base-soil, the next option is to 
amend it with other soils or manufactured 
soil amendments to achieve the desired soil 
consistency. 

Some soil labs can prescribe the 
amounts of soil you'll need to add to 
achieve your goal percentages. First, a sam-
ple of your present infield skin base mix is 
tested to provide the initial sand, silt and 
clay percentages. Next, a decision is made 
as to how the mix must be improved. 

For example, a field is tested and found 
to be high in sand content (a likely sce-
nario following players' complaints of poor 
traction and footing). There's not enough 
money to replace the entire infield skin 
mix, so the field manager decides to 
amend it with other soils to tighten up the 
existing mix. 

With a loose, sandy infield mix, blend 
in a loamy or clay loam soil to provide bet-
ter traction. This can be done in two ways: 

• The field manager can add small 
amounts of these other soils (five to 10 
yards at a time) to see how well it binds up 
the soil (a long process because one to two 
months are needed to see how the field 
firms up), 

• or you can have the loamy or clay 
loam soil tested by the soil lab. 

The lab will determine if the soil is a 
suitable candidate to achieve the desired 
soil separate percentages, and, if it is, will 
calculate the amount needed to add to the 
existing mix. You must know the square 
footage of the infield skin as well as the 

mailto:calmar@calmarindustries.com
http://www.calmarindustries.com


depth it will be amended to to make the 
calculations. 

Usually, you don't need to amend any 
deeper than four inches. If large amounts 
of soil are needed for the proper results, 
you may find some soil may need to be re-
moved to prevent the infield skin grade 
from becoming dramatically altered. Be 
sure that any new soil added to an infield 
skin has been properly screened and is 
very clean. 

In another example, the infield skin is 
too high in clay and too hard. The first op-

Be sure that any new 
soil added to an infield 
skin has been properly 
screened and is clean. 

tion for a field manager is to use a commer-
cially-produced soil amendment, such as 
calcined or vitrified clay products, to till 
into the heavy soils to fractionate it and 
make it more manageable. Amounts 
needed would depend on how much clay 
is in the base soil. 

Take it slow and only add three to four 
tons at a time. Till it into the top three to 
four inches of the base soil, and allow the 
infield one to two months to settle in order 
to see the true effects of the amending 
process. (You can always add more if 
needed. It's a bigger problem if you go 
overboard with too much and then need to 
reclaim some firmness.) 

The second option is to till in sand to 
loosen the soil. A word of caution — 
tremendous amounts of sand could be re-
quired to achieve the proper soil separate 
percentages. This would require the soil 

laboratory to calculate the amounts of 
materials needed to properly alter the soil 
to the desired consistency. 

Due to the tremendous amounts of 
sand needed to alter the infield mix, you 
would need to remove a considerable 
amount of soil to avoid drastically altering 
the infield skin grade. 

Amendments are a big help 
In these circumstances, it's usually a lot 
easier to use commercially produced soil 
amendments to alter the skin base mix 
than actual soil. These amendments will 
usually be needed in smaller quantities to 
achieve the proper fractionating effect de-
sired in high clay infield soils. 

Mix it in good 
No matter what you amend your infield 
skin base soil with, proper mixing is cru-
cial to provide a homogenous soil for 
your infield skin. Any kind of layering 
can lead to the top layer sloughing off at 
the interface between the two layers. 
And, of course, this will happen right in 
the middle of a crucial play in a game. 

Rototilling the infield in two to three 
different directions to the proper depths 
should provide adequate mixing. Make 
absolutely certain to get along all edges. 

Once it's thoroughly mixed, level 
and drag the infield to assure positive 
surface drainage off the infield skin. Roll 
in two directions perpendicular to each 

F K A T U R K S 

Thermal protection 

Vehicle impact protection 

Projectile/fire resistant protection 

for all flammable and combustible fuels 

Durable/long lasting 

Meets all fire code regulations 

Safety, security, longevity with total fire 

and environmental assurance 

UL 2085 listed 

BUILT TO STAND 
THE TEST OF TIME 

For further information o 
Oldcastle 

Call: 1 -800-638-4302 
or visit us at 

www.convault.com 
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Shatteriine® Sportstine® Finetine® 

AerWayR offers low cost, low 
maintenance, long lasting options for 

all your turf aeration needs! 

( A e r y j f a y j ) 
A Full Family of Tines - AerWay* 
offers you customized aeration options 
for your greens, tees, fairways and 
roughs. 

Effective Deep Tine Action - goes to 
the heart of soil problems by relie\ing 
compaction. This results in strong 
root growth and outstanding 
drought resistance. 

AerWay® - Effective Aeration 
When You Need It - Where You Need It! 

1-800-457-8310 for f u r t h e r in format ion call 

Advanced Aeration Systems 

www.aerway.comaerway@thehollandgroupinc.com 
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We've Nailed Down The Price 
Of Our Durable Drag 

Call 800-747-5985 
or visit 

www.ballfields.com 

Optional Wheel/ 
Tow-Tongue Set 

Beacon Premium 3' x 5' Nail 
Drag combines welded steel 
construction (powdcr-coatcd) 
with plastic lumber nail 
supports and 5 l/2H x I/4" 
spikes to create the best 
performing, most durable, 
daily grooming machines 
ever! Ships UPS. 

Add the wheel/tow-tongue 
package and make drag 
handling and transport 
a snap! 

Hundreds more field 
equipment/supply products 
in our F R E E 2002 catalog. 
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other with a one or one-and-
a-half ton vibratory roller to 
adequately compact the base. 
Finish off by thoroughly 
soaking the field with water 
to help the soil settle and 
glue together. 

Choosing topdressings 
Now that the infield base soil 
has the desired consistency, a 
topdressing should be added 
to make managing the surface 
much easier. Besides the aes-
thetic value of a topdressing, 
these materials assist the field 
manager in maintaining a 
loose layer on top for re-
siliency, and to act as a mulch 
for holding moisture in the 
base soils longer. 

A field with a topdressing 
layer allows ballgames to con-
tinue in light rains without 
compromising traction. In-
fields with topdressings will 
also dry on the surface faster, 
which allows for faster field 
preparation after rain. 

Which topdressing material 
is right for your situation? Field 
managers have a variety of dif-
ferent materials to custom-craft 
their infield topdressings for 
their specific infield soils, cli-
mate conditions and desired in-
field skin color. Here are some 
common conditions and top-
dressing suggestions: 

Loose, sandy infield skins: 
Use topdressing materials 
that absorb and hold mois-
ture (calcined clays or di-
atomaceous earth products). 
These topdressings add 

water-holding capacity to the 
loose, sandy infield skins. 
Moisture helps to firm sandy 
soils just like on a beach — as 
you get closer to the shore-
line where there's more mois-
ture in the sand, the sand 
firms up. This will provide 
better traction on these soils 
provided that moisture is al-
ways available. However, it 
won't do much good on a 
field with no irrigation and 
three weeks with no rain. 

Low humidity, windy cli-
mates: In these areas, it's vital 
to maintain a high amount of 
moisture on the topdressing 

In windy climates 
with low humidi-
ty, it doesn't take 

long for infields 
to dry after a 

light rain. 

surface to further slow the 
rapid evaporative process from 
reaching the base soil materials. 
In addition, the extra moisture 
being held by the topdressing 
adds weight and glues the top-
dressing down so that strong, 
prevailing winds won't blow it 
off the infield and contribute to 
building up any lips. It doesn't 
take long for fields to dry after a 

mailto:ww.aerway.comaerway@thehollandgroupinc.com
http://www.ballfields.com


A soil test will provide a report such as this one 
showing the makeup of your infield soil. 

light rain in these areas. Topdressings that 
hold moisture (calcined clays or diatoma-
ceous earth products, which are too trans-
portable to be used in windy areas) work 
well, but can be mixed with low moisture 
absorbing materials (vitrified clays or 
crushed aggregate products) in small per-
centages for color or slightly more rapid 
surface drying. 

An example would be a topdressing 
mix of 70% calcined clay and 30% vitrified 
clay. Increase the vitrified clay if you want 
the topdressing to dry faster; decrease it to 
dry more slowly. 

High humidity, light to moderate 
wind climates: Fields in parts of the 
United States with this type of climate 
tend to dry much more slowly after a 
natural rain. These climates tend to 
slow evaporation and therefore require 
different topdressing management 
strategies. 

There are many recipes for a topdress-
ing in these weather scenarios. You can use 
any of the four types of topdressings, or a 
mixture. A favorite mixture involves using 

a higher percentage of low moisture ab-
sorbing materials (vitrified clays or crushed 
aggregate products) with a smaller percent-
age of topdressings that absorb and hold 
moisture (calcined clays or diatomaceous 
earth products). This provides a topdress-
ing that dries more rapidly at the surface 
while shading the lower base soil from dry-
ing too rapidly. It allows for rapid re-entry 
by maintenance crews to prepare fields for 
upcoming games. 

By varying your percentage of water-
holding vs. non-water-holding topdress-
ings, you can control exactly how much 
moisture you want to hold in your top-
dressing. 

With all the varieties of topdressings 

available, it's wise for a field manager to 
become familiar with the choices, their 
attributes and colors. Next, the best ad-
vice is to experiment with all of the vari-
ous materials until you craft a topdress-
ing that gives you the greatest aesthetics 
and versatility in all weather and field 
conditions, LM 
—The author is manager of Beacon Ballfields 

and former grounds manager for the 
Baltimore Orioles at Camden Yard. For 

information concerning a Paul Zwaska 
seminar on baseball field maintenance, 

visit the Web site www.ballfields.com. 

[X] Turbo Turf allows one man to seed a lawn faster than a whole crew did previously. 
[X] Turbo Turf mixes a load in minutes and has a powerful spray with precise control. 
1X1 Turbo Turf eliminates messy straw. Grow a beautiful sod quality lawn in days. 

Call us for a FREE hydro seeding info pack and video: 

TURBO TECHNOLOGIES, INC 
1500 First Ave., Beaver Falls. PA 15010 

724-846-0670 800-822-3437 Fax 724-846-3470 
WWW.TURBOTURF.COM sales@turboturf.com 
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Remarkably plush lawns. 



Well-kept lawns look like carpet. Well-kept lawns treated with Barricade®, Primo MAXX®, and Heritage® are often mistaken for 

carpet. When applied as directed, these turf control products help grow grass that's as lush, as thick, and as uniform as the floor in 

your living room. For more information on their usage, or to learn about other innovative ideas from Syngenta, call 1-800-395-8873. 
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V Primo MAXX 
Plant Growth Regulator 

www.syngentaprofessionalproducts.com 
Important A^ays read and folow label ns&uctions before bû ng or tsng these products. 02CX32 S îgenta. Ŝ igenta Professionai Products, Gfeensboro, NC 27419. Barricade*, Heritage*, MAXX*, Prmf, and the Syngenta logo are trademark erf a S^genta Grcxp Company 
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Mulch it up 

ulching mowers 
are part of the 
answer to the 
landfill space 
crunch facing 
America. An 
analysis of resi-

dential waste composition in 
Cincinnati, OH, shows that yard 
debris accounted for nearly 20% 
of the total. A study in Piano, 
TX (population 80,000) reveals 
over 700 tons of grass clippings 
were collected and disposed of 
in landfills each week. 

In addition to demand for 
landfill space, collection and 
disposal of this waste material is 
expensive, notes Dr. Peter J. 

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

Landschoot, associate professor 
of turfgrass science at Penn 
State University. 

Mulching mowers are rotary 
mowers designed to keep the 
clippings circulating under the 
mower deck so the blades of grass 
will be chopped into finer pieces. 

Some newer mowers have 
special features that facilitate 
mulching, including multiple 
rippled blades and dome-
shaped decks. 

Most commercial mower 
manufacturers offer mulching 
kits for their mowers. These are 
plates that block discharge 
shoots and force the clippings 
back through the blades to as-
sure they become a fine mulch. 

BEFCO 
800/334-6617 
ROCKY MOUNT, NC 
www.befco.com 
• Baffling on Cyclone mowers 
for even thatch disbursement 
• Rear discharge 
• Fast clearing of thatch 
Circle #258 

BOBCAT 
888/922-TURF 
www.textronturf.com 
• Come with 32-, 36-, 48-, 54-
and 61-in. decks 
• Mowers are gear driven 
• Five forward speeds 
Circle #259 

continued on page 70 

Get an edge 
It's one thing to sharpen a mower blade properly. It's another 
thing to keep a sharp edge on that blade. 

The best answer today appears to be Marbain mower blades. 
Several manufacturers now tout products which offer Marbain. 
Among them are Cub Cadet Commercial, Gravely, Great Dane, 
Raptor and Scag. 

Competitors agree there's a marked advantage to this newest 
technology. Blades made with Marbain-treated steel, a propri-
etary heat treatment process, are extremely hard, yet not brittle. 

continued on page 70 
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Z D S E R I E S 

TURN ON THE KUBOTA VALUE: 
SHAFT DRIVE, QUIET DIESEL POWER, HYDRAULIC DECK LIFT 

The new Kubota ZD28 zero-turn mower is strong enough to handle the tough turf, yet 

responsive enough to make work seem like fun. With 18,500 fpm blade tip speed (72" mower) 

for better mowing performance, a tilt-up mower deck for easy maintenance, a shaft 

drive mower and transmission to reduce wear and the lowest noise output of any zero-

turn mower in its class, the ZD28 is everything you value in a commercial turf 

mower. Talk to your Kubota dealer about the complete line of ZDs today. 

• 28 HP liquid-cooled diesel engine 

• Hydraulic deck lift 

• Hydraulic PTO clutch 

• Roll-over protection/seat belt standard 

• 60" and 72" cutting width mowers 
• Pivoting front axle follows ground contours 

Everything you value. 
For more information, call 1 -888-4-KUBOTA, Ext. 403 or write to 
Kubota Tractor Corporation, 3401 Del Amo Boulevard, Dept. LM, Torrance, CA 90503 
Financing available through Kubota Credit Corporation.WWW.kubota.com 

http://WWW.kubota.com


continued from page 68 

In fact, their 50 Rockwell Hardness rating is 25% to 50% harder 
than blades found on standard mowers. 

The process improves blades' metallurgical properties. The 
yield strength (or amount of force needed to deform the blade 
edge) is increased, and this gives the blade greater impact tough-
ness and improved wear resistance. As a result, the blades hold 
their edges longer. 

These new blades are tough but not bulky. With the Marbain 
process, one produces a lighter blade material. The metal's 
actual weight or density isn't changed. But it's possible to 
make a blade thinner and therefore lighter given its better 

properties, according to Cub Cadet product line manager Ken 
Speece. That means less work for the mower engine. 

Marbain blades are no more difficult to sharpen if standard 
power grinding wheel techniques are used, but would be 
tougher to do with a hand file. 

The material is effective both for mulching blades and regular 
mower blades. 

Cub Cadet one of several 
mowers with new blades 

continued from page 68 
BUSH HOG 
800/537-3716 
SELMA, AL 

• Easy to install on mid-mount 
zero-turn mowers from 
mulching kit allows discharge 
chute to be left in place 
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CUB CADET COMMERCIAL 
877/835-7841 
CLEVELAND, OH 
www.cMbcQmmerciaUQm 
• Mulching system is computer 
designed 
• Features Marbain blades 
• Available on zero-turn riders 
Circle #261 

JOHN DEERE 
800/537-8233 
RESEARCH TRIANGLE PARK, 
NC 
www.deere.com 

• Deep deck mower design 
increases airflow 
• Material processes fast 
• All take mulch kit attachments 
Cirde #262 

DIXON INDUSTRIES 
800/264-6075 
COFFEYVILLE, KS 
www.dixon-ztr.com 
• Add a mulch kit to the ZTR 

7523 mid-
mount rider 
• Kit has three Gator Blade 
mulching blades and bolt-in plug 
• Zero-turning radius 
Circle #263 

EASTMAN INDUSTRIES 
207/878-5353 
PORTLAND, ME 
www.hQvermQwertcom 
• Hover mowers come in 19-
and16-in. widths 
• Three-blade design chops 
dippings to 1/4-in. length 
Circle #264 

GRASSHOPPER 
620/345-8621 
MOUNDRIDGE, KS 
www.grasshoppemiower.com 
• DownDischarge mulching 
package for all front-mount and 
M1 midmount decks 44 - 72 in. 

• FlipUp option on front-
mount 
Circle #265 

| GRAVELY 
800/472-8359 
BRILLION, Wl 
www.gravely.com 
• Mulch kits available for all 

Pro G and Pro H walk-behinds, 
250Z, 260Z and 272Z zero-turns 
and PM310 and PM460 outfront 
mowers 
Circle #266 

HUSTLER 
800/395-4757 
MOUNDRIDGE, KS 
www.excelhustler.com 
• Mulch kits available for all 

Hydro walk-behinds 
• Fit decks of 37,48, and 54 in. 
• Retain material under deck to 
be cut and recut 
Circle #267 

LASTEC 
317/892-4444 
LIZTON, IN 
• Articulator 725XR has mulch 
or rear discharge option 
• Requires 35 pto tractor, 3-
point hitch 
• Seven articulating decks 
Circle #268 

PROGRESSIVE TURF 
EQUIPMENT 
800/668-8873 
SEAFORTH, ONTARIO, 
CANADA 
• Mulching kits for TD65-2 and 
TD-65 give fine cut on 12- or 15-
ft. units 
• Three blades on the center 
and two per wing deck 
Circle #269 

SCAG POWER 
EQUIPMENT • 
920/387-0100 
MAYVILLE, Wl 

• Install a Mulch Master system 

on Advantage cutter decks 
• Eliminator Blades with 
individual cutting chambers 
shred grass to ultra-fine particles 
Circle #270 

TERRACARE PRODUCTS 
608/429-3402 
PARDEEVILLE, Wl 
• Patented Tri-Cut cutting disk 
gives one-third more cuts per 
revolution 
• Mows 1 to 3.5 in. 
Circle #271 

TORO COMPANY 
800/803-8676 
BLOOMINGTON, MN 
www.toro.com 
• Cuts, recuts clippings, driving 
small pieces back into turf 
• 72-in. deck works on 
Groundsmaster series mowers 
Circle #272 

http://www.cMbcQmmerciaUQm
http://www.deere.com
http://www.dixon-ztr.com
http://www.hQvermQwertcom
http://www.grasshoppemiower.com
http://www.gravely.com
http://www.excelhustler.com
http://www.toro.com
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BY BALAKRISHNA RAO 

Mystery growth 
We take care of several large properties 
with trees on them. On some of the 
trunks, there's a mostly green, some-
times white fungus which appears to 
be mostly on the bark. It's not very 
thick and it grows in circular patterns. 
What are these and how do we get rid 
of them? 

— IL 

Rased on your description of the growth on 
the tree trunk, the problem appears to be 
related to lichens. Lichens are the result of 
symbiotic association of certain fungi with 
certain algae. These lichens produce the 
circular green and white growth and don't 
cause harm to trees. They're mainly an aes-
thetic concern, growing on tree trunks to 
take shelter there. 

There's no practical solution to manage 
these lichens. They tend to establish in a 
cool and moist environment. Check 
whether or not the trunks remain wet for a 
long period of time from overhead sprin-
kler watering. Monitoring and avoiding this 
type of watering, plus improving air circu-
lation underneath the bark by selective 
pruning, might help the problem. 

Proper sod installation 
How should you prepare the ground to 
be sodded to avoid creating a soil inter-
face? Also, what's the best time of year 
to seed turf grass in our area? 

— Ml 

Prepare the soil prior to sod installation or 
seeding. If this isn't done, the result may be 
a soil interface, which occurs when two dis-
tinctly different soils come in direct contact. 

This is common when a peat-grown sod is 
laid directly on heavy clay and compacted 
soil. Water won't pass uniformly through an 
interface. If water doesn't penetrate, neither 
will roots. 

To prepare the soil for seeding or sod-
ding, cultivate it and remove large stones 
and foreign objects like tree roots. Till or-
ganic matter into the top six to eight 
inches of the soil to provide a transitional 
soil between the underlying soil and sod. 
Never "layer" soil or amending agents, 
since this could also create an interface. 
Make sure the area is graded properly for 
proper drainage and water flow. Any po-
tential "sink type" low areas should be cor-
rected. Prior to cultivation, conduct soil 
pH and texture analysis tests, and provide 
corrections as needed. Correcting pH and 
amending the soil with phosphorous is eas-
ier while cultivating or tilling the area. 

Rake the area by hand or with proper 
equipment. Apply starter fertilizer as needed. 
This tilling, raking and grading operation 
should minimize the compaction, water 
drainage and potential interface problem. 

Also, consider obtaining sod with little or 
no thatch. Excess thatch, when dry, can cause 
a hydrophobic (repel water) condition and 
lead to run off of water and poor root estab-
lishment. After proper turfgrass establish-
ment, aerify the turfgrass to minimize poten-
tial interface and rooting problems. 

In your area, the turfgrass can be seeded 
in spring and/or fall. Seeding in fall around 
Labor Day is better than in spring since the 
temperature is cooler and there's plenty of 
moisture. Also, there are less weed prob-
lems to deal with. Seeding in spring is 
okay, but recognize that the subsequent 
temperature may be high with low mois-
ture and isn't favorable for proper seed ger-

mination and turfgrass establishment. 
There's also a greater potential for weed 
establishment and competition. 

Tussock tussle 
Last year we saw some feeding activity 
from tussock moths on cherry trees along 
the street. We're thinking of using Bt to 
manage them. How well will this work? 
When is the best time to treat for them? 

— OH 

Yes, Bacillus thurungiensis (Bt) products 
such as Dipel DF or Foray 48-B can be used 
to manage the tussock moth problem. Bt 
works best when applied on young larvae. 
As the larvae get older and larger, they be-
come difficult to manage with Bt. You may 
have to use some pyrethroid such as Talstar, 
Deltagard or other insecticides. 

Tussock moths can defoliate trees partially 
or skeletonize trees during feedings. Depend-
ing upon the type of tussock moths you have, 
there may be one to two generations per year. 
The white marked tussock moths, common 
in your area, have two generations per year, 
while the pale tussock moths have one gener-
ation. Their names are based on the appear-
ance of the adult moth, so monitor the adult 
moth activity for further identification. 

As far as managing the tussock moth, 
consider treating with the Bt of your 
choice around mid-May or when dog-
woods are blooming. Reportedly, the dog-
wood blooming period 
coincides with tus-
sock moth emer-
gence and activity. 
Again, treat as 
needed in mid- to 
late August. 

Manager of Research and Technical Development for the Davey Tree Expert Co., Kent, Ohio 
SEND YOUR QUESTIONS TO: "Ask the Expert" Landscape Management; 7500 Old Oak Blvd.; Cleveland, OH 44130, 

or email: sporter@advanstar.com. Please allow two to three months for an answer to appear. | 

mailto:sporter@advanstar.com


products 
™ T E C H CENTER 

On the rail 
L.B. Plastics' new aesthetically-pleasing 
SheerView glass railing system assures an opti-
mum view for design/build contractors' resi-
dential and multi-family customers. Compatible 
with the company's 3250 Series railing system, 
it comes with a high impact extruded PVC 
frame and durable four-ft. sections of see-
through glass. Ideal for porches, balconies, 
docks, decks and walkways. 
For more information contact LB Plastics at 
800/752-7739 or www.ibplastics.com I 
circle no. 250 

Steady as she goes 
Kaltec of Minnesota's new Forkster line of 
skid-steer attachments provides a safe and 
stable lifting media by providing load-stabi-
lizing wheels on the lifting chassis. Its arms 
are adjustable from 44 to 88 in., and it can 
articulate 15 degrees left and right. The 
2500 has a lift capacity of 2,500 lbs. and lift 
height of 8 ft., while the 3300 has 3,300 
lbs. of lifting capacity. 
For more information contact Kaltec at 
763/557-4941 /circle no. 253 

Grind it up 
Vermeer's HG525 trailer-mounted horizontal 
feed grinder for large-scale reduction and recy-
cling of green waste and storm debris features 
a turbo-charged and air-to-air charge-cooled 
C15 ATAAC 525-hp Tier II Caterpillar engine. A 
36-in. diameter hydraulic floating feed roller 
can apply constant down pressure on various-
sized materials. 

Bug off 
Environmetrics Systems' BugBarrier Tree Band 
eliminates the need for chemical pesticides 
against crawling and climbing insects. A dense, 
flexible, fiber barrier is wrapped around the 
trunk to fill bark crevices and cut off insects' es-
cape route. The inside of the film barrier is 
sticky to stop bugs dead in their tracks. 
For more information contact Environmetrics 
Systems at 888/276-4104 or www.environ-
metrics.ca I circle no. 251 

A real cut-up 
John Deere's two new additions to its Pro-Series 
chain saws, the CS46 and CS52, feature 
45.01 cc and 51.7cc engines with 3 and 3.4 hp, 
respectively. Powerhead weights are 10.8 lbs. 
and 11 lbs. A two-ring piston and closed port 
cylinder provide higher compression and more 
power, and Deere claims the saws' compensat-
ing carburetors can last triple the average time 
between cleanings. 
For more information contact John Deere at 
800/537-8233 or www.johndeere.com I 
circle no. 252 

For more information contact Vermeer at 
888/837-6337/circle no. 254 

Go configure 
Flowtronex says its new pumping system 
"Configurator" technology reduces the time 
required to specify and configure pumping sys-
tems for applications from 10 to 900 gpm. The 
company's landscape division offers FloBoy 
skid-mounted, prefabricated pump and control 
packages for a variety of applications. 
For more information contact Flowtronex 
at 800/786-7480 or 
www.flowtronex com I circle no. 255 

Rolling 
The 2003 Chevy Express and GMC Savana 
full-size van lineup features three "industry 
firsts" for the full-size van segment: all-
wheel drive models, left-hand side 60/40 
entry/load door availability, and side access 
panels on Express Access and Savana Pro 
models. Also featured are V-8 engines, fast 
acceleration, and a maximum payload rating 

of 2,430 lbs. 
For more information contact Chevy-
GMC at www.gmfleet.com I 

circle no. 256 

Eye of the tiger 
Scag's Sabre Tooth Tiger zero-turn 
mower is now even better with a re-en-
gineered main frame, lower center-of-
gravity, and wide, balanced stability. Also 
featured is more leg room, an easier-to-

operate cutter deck lift system, and wider front 
caster wheels. The mower zooms at 10.5 mph 
with a 31-hp Briggs Vanguard liquid-cooled gas 
or turbo-diesel engine. 
For more information con-
tact Scag at 
www5cag.com/ 

circle no. 257 
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events 
W H A T , W H E N & W H E R E 

June 
14-1 5 Landscapes for 
Living & Learning I Greenville, 
SC; 864/294-2186; www.fur-
man.edu/hortsym 

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; 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 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 

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; 
www.ilca.net 

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

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

www.LandscapeManagement.net 

Golfdoifi 

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: jpayne@advanstar.com. 

M A N A G E M E N T 

I F ACVANSTAR LANDSCAPE GROUP 

http://www.plcaa.org
http://www.sna.org
http://www.ilca.net
http://www.LandscapeManagement.net
http://www.landscapemanagement.net
mailto:jpayne@advanstar.com


TREE RinG TM 

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

more Effective than a Sprinkler 
Regular 

Junior 

10 Gal. 25 Gal. 

UIATER...'THE' most 
Critical Factor 
Affecting the 

Success or Failure of 
a Transplant! 

For Information & Ordering... 
1-800-441-3573 

Circle No. 141 

Professional Results! 

I ^ h e improved PeCo Pro-12 vacuum system. Shown on 
an Encore machine, but designed to custom fit 

A 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 
100 Airport Rd. • Arden, NC 28704 
peco@ioa.com 

S A V E B I O $ $ $ 

) ired - W holesale Pricing 
Higher Segment er Life 

jumbo 
- 10mm 
Segment 

Great for Cured Concrete 
Bricb, Blocb, Pavers 

Super Turbo-Seg 
4" - $ 19.00 
7" - $ 39.00 
10" - $ 50.00 
12" - $ 89.00 
14" - $ 99.00 
16" - $150.00 
20" - $199.00 

Jumbo 
10mm 

Segment 

SuperSeg 

Great for Cured Concrete 
Blocb, Pavers 

4" 
7" 
10" 
12" 
14" 
20" 

$ 10.00 
$ 19.00 
$ 40.00 
$ 69.00 
$ 79.00 
$199.00 

Family Owned and Operated 
Open 7 Days a Week 

1-800-285-0163 
Email: QDTblades@aol.com 

QUALITY DIAMOND TOOLS! 

VISA 
" N A M E S A Y S I T A L L " 

www.quaiitydiamondtools.com 
Circle No. 143 

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

» 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 

1-800-438-5823 
www.lawnvac.com 

mailto:peco@ioa.com
mailto:QDTblades@aol.com
http://www.quaiitydiamondtools.com
http://www.lawnvac.com
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COMPACT WALKER TRACTOR MEETS 
INDUSTRY'S LARGEST DECK 

Walker Manufacturing Company, producers of compact riding 
mowers, introduces the industry's first 74" Side Discharge Deck 
- the largest cutting deck for a mid-size tractor. 

Although it is Walker's first four-bladed design, this larger deck 
has many of the same features used on other Walker gear-
driven decks. The narrow, tunnel design of the in-line, timed 
blades offers a true finish cut, aids in scalp resistance and gives 
the same powerful, clean discharge pattern that Walker side 
discharge operators have enjoyed for years. The combination 
of Walker's full-floating deck suspension and castering gauge 
wheels at the back of the deck help hold the contours of the 
terrain and also help prevent scalping. Just like all other Walker 
decks, the DSD74 tilts up to 9 0 ° for easy blade and deck 
maintenance. Available Spring 2002. 

The Most Trusted 
Name In Zero-Turn 

1-765-CHOPPER 
www.dixiechopper.com 

Circle No. 145 Circle No. 147 

The Swedish 
Solution! 

NOW MADE IN THE USA 

tskydd 
A N I M A L R E P E L L E N T 

D E E R • R A B B I T S • E L K 

Take their word for it... 
We've tried everything from deer damage hunting permits 
to FIVE other types of spray deterrents and nothing works 
as well as Plantskydd. —Skip Kuchenbuch, Farm Manager 

Willow Spring Tree Farm, Radford, VA 

We've been using Plantskydd for almost two years now with 
95% efficacy. We've even started to replant species we had 
given up on. —Steve Sandeen, Head Gardener 

College of the Redwoods, Eureka, CA 

SUBSCRIBE TO 
OUR FREE 

NEWSLETTER 

For testimonials, field trial results, FAQ's and location of the 
dealer nearest you, visit our website: 
www.treeworld.com or www.plantskydd.com 

CALL TOLL FREE 1-800-252-6051 
E m a i l : info®treeworld.com 

P r i m a r y A g e n t 

REE WORLD 
10 N. Gates Ave., Lackawanna (Buffalo) NY, 14218 USA 

www.forestry-suppliers.com 

Circle No.. 152 

If you need it out there... 

It 's in here. 
Log onto www.forestry-suppliers.com or call 800.360.7788 

to get your free 600+ page catalog today! 

A Forestry Suppliers, Inc. 
• MORE THAN THE NAME IMPLIES' 

©2002 Forestry Suppliers. Inc. All nghts reserved 02-0022C 

Weaver-
Tree Oimbtng 

Saddles 
Page 134 

LaMotte 
Deluxe Turf Lab 

Page 197 

Oakton* 
Double Junction 

Waterproof pH Testr 
B 246 

http://www.walkermowers.com
http://www.dixiechopper.com
http://www.treeworld.com
http://www.plantskydd.com
http://www.forestry-suppliers.com
http://www.forestry-suppliers.com


Advanced growing solutions 

Plant Survival Essentials 

Four (4) Critical"Plant Survival Essentials"... 
In 1 Convenient, Cost-Effective Planting Package! 

Circle No. 149 

IS 4000Z FERRIS 

61- or 72-inch cutting width 
27 hp LC Kawasaki or 31 hp Daihatsu engine 
All-new four-wheel (front and rear) IS® 
Independent Suspension 
Twin A-section hydro drive belts 
Adjustable, 360-degree rotating anti-scalp rollers 
Foot-operated deck lift 
Unmatched two-year front-to-rear warranty 

Call us today at (800) 933-6175 or visit our website at 

www.fferrisindustries.com for your closest Ferris Dealer. 

Ferris Industries The Commercial Mower Specialist 
IS is a registered trademark of Ferris Industries, a Simplicity company. All rights reserved. 

PARKING LOT SWEEPER 
Call today for free information on starting a sweeping business. 

(800) 345-1246 
• How to charge for sweeping? • What is the profit potential? 
• What does it cost to run a sweeper? • How to find sweeping customers? 

• General sweeping information. 

MODEL 1600 
3 Yard Gasoline 

Vacuum Sweeper 

Basic 
Sweeper Price 

$13,950.00 

Sweeper Mounts On Your Truck! 
WWW.MASCOSWEEPERS.COM 

Circle No. 151 

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 

ALL-PURPOSE 
T/o PLunnnG GRMIULES 

#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 

http://www.fferrisindustries.com
http://WWW.MASCOSWEEPERS.COM
http://www.cutterschoice.com


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

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

For ads under $250, payment must be received 
by 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 

SE*B*G0NE ! 

• Repells Geeje 
and Ducks ' 

• Simple 
ana easy-spray 
right on tfie 
grass ! 

• One Gallon covers 
one acre I 

• Geese hate the 
taste ! 
EPA Approved ! 

B i r d * B * G o n e , Inc. 
We ARE ft* Bird Control Specwlish I 

M S CaTbm^n-'mS isOb<rdbgoo« com 
We accept Visa & Mastercard ! 

Circle 156 on Reader Service Card 

Business For Sale 

L O N G ESTABLISHED 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 C o m m e r c i a l 

L a n d s c a p e C o m p a n y 
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 Es tab l i shed 
20-year L a n d s c a p e C o m p a n y 
Boston, Massachuse t t s A r e a . 

Annual volume $3.1 million PLUS! 
Company breakdown: 

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

Well-managed and organized operation 
with a meticulous fleet. Will sell with or 
without the Real Estate, which has all the 

necessary provisions for repairs and parking. 
The 2002 backlog to date is over $2 million! 

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

Business Opportunities 

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 - 800-832-9*35 
Fax: 320-238-2390 

Email: kmfranke@hutchtel.net 

LAWN PROFESS IONALS. . . 

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 S39.95 
• 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.profitsareus.com | £ | ^ ^ ^^^ 

Circle 157 on Reader Service Card 

j j 
jjMiptijiy 

The Best in Synthetic Golf Facilities 

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

Call t he Putt ing Green Pros 
Toll Free 8 7 7 - 8 8 1 - 8 4 7 7 

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

FREE APPRAISAL • 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 

Put the Dynamics of Classifieds to Work for You! 
Call Leslie Zola at 800-225-4569 x2670 or Email: lzola@advanstar.com 

mailto:lzola@advanstar.com
mailto:jschwiering@norrisandcompany.net
mailto:kmfranke@hutchtel.net
http://www.profitsareus.com
http://www.theputtinggreencompany.com
mailto:lzola@advanstar.com


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

Business Opps (Cont'd) For Sale 

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 

Distributors/Reps Wanted 

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 1-800-2GAR1CK ext. 40. 
Please mention this code: REP/LANMAN/040102 

F A C T O R Y L IQUIDATION 

Put the Power of 
DIRECT MARKETING 

to Work for You! 
Q Mail, p h o n e o r fax t o o v e r 51,000 

highly responsive decision makers 
in t he landscape industry! 
T a r g e t y o u r m e s s a g e a c c o r d i n g 
t o y o u r n e e d s . . . d e m o g r a p h i c 
selects a r e avai lable—our data is 
a l s o a v a i l a b l e f o r d a t a b a s e 
e n h a n c e m e n t o r overlay. 

F o r counts and pr ic ing contact : 

— • Tamara Phillips 
440-891-2773 or 888-RENTLIST 

M A N A G E M E N T 

SUPER TOUGH 
HEAVY I-BEAM 

I 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 E X T 4 0 2 

l a n d s c a p e r s u p p l y . c o m 
WHERE THE PROS SHOP 

1 - 8 0 0 - 8 9 5 - 4 5 8 9 

USED EQUIPMENT FOR SALE 
• 1987 Vermeer Model M475A 

Trencher $15,000 
• John Deere Model 300 Backhoe Attachment 

(For JD 455 Crawler/Loader) $5,000 
• Rockhound Model 72A 

Skid Steer Mount $3,000 
• 1990 GMC Truck w/mounted 

84" Vermeer Tree Spade $30,000 
• 1993 Ford Explorer 4WD $5,000 
• 1994 Ford Explorer 4WD $5,000 

Contact John at 410-755-6600 
Fax: 410-755-6152 

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

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

1-800-866-9667 
Order FREE Catalog LM02 

TRUCKS FOR SALE 
• Lawn application 
• Tree spray 
• Tree surgery 

Trucks set up to go to work! 
1986-2001 Models 

9000-26000 GVWR 
J.C. EHRLICH has left the lawn & 
tree care business and is liquidating 

their "green industry" fleet. 
Contact Laurette at: 

Laurette.Gordon @ jcehrlich.com 
or 610-372-9750 ext. 225 

| TURBO TURF I 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST A VE, BEAVER FALLS, PA 15010 

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

614-873-3719 
w w w . 

Spraver and sprayer accessor ies 

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 

-B-T— AMERICAN STAMP CO 
Prices subject toctarm 12290 R i s i n9 R d L M 2 , W , l t o n ' C A 9 5 6 9 3 
without notice. 916-687-7102™ Tol l F r e e ( 8 7 7 ) 6 8 7 - 7 1 0 2 

SEEDLAND.COM 
LAWN & TURFGRASS SEEDS 

Grasses for warm, cool 8c transition zones. 
Buy Seed Direct - Commercial Sales Online. 

(888) 820-2080 
www.Seedland.com 

PHYSAN 20 . 
ALGAE AND ODOR CONTROL 

FOUNTAINS, STATUARY, 
BIRDBATHS AND WALKWAYS. 

Cost effective and biodegradable. 
Ordering and Dealer information: Maril Products 

320 West 6* Street, Tustin, CA 92780 
800-546-7711 www.physan.com 

35' x 45 ' 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 SYSTEMS, 
8 0 0 . 6 4 3 . 5 5 5 5 

l i e r i t a j? e l> u i I ct i n j? « . c o m 

HURRY! 
If your ad isn't here, 

II contact Leslie Zola 
immediately at 

800-225-4569, x 2670 

mailto:gseidner@powerhouseequipment.com
http://www.garick.com
http://www.Seedland.com
http://www.physan.com


Help Wanted 

GreenSearch 
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.greet search, com 
E-mail: info@greensearch.com 

Toll free: 1.888.375.7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 
1117 Perimeter Center W, Site 500 E, Atlanta G* 30338 

American Civil Constructors is changing 
the face of the landscape industry... 
... and we want you to join us! American 
Civil Constructors is looking to fill the 
following positions: 
• Landscape Project Manager/ 

Superintendent, Colorado 
• Landscape & Construction 

Estimator, Houston, TX 
• Landscape & Construction 

Estimator, Bay Area, CA 

Contact us at 303-795-2582 or 
resumes@acconstructors.com 
An Equal Opportunity Employer 

MANAGEMENT 
Chicago & Suburbs, NW Indiana, SE Wisconsin 
Regional, growth-oriented Service Company seeks 
individuals with strong interpersonal and customer 
service skills. The position requires experience in 
management of supervisors, field personnel and 
office staff. A college degree is preferred. 
We offer an excellent incentive and benefit package 
including: Matching 401 (k), health, life, dental, 
vision, company vehicle and paid vacations. 
For immediate consideration, fax or email resume, 
salary history and cover letter to: 

Human Resources 
Email: hr@anderpest.com 

Fax: 630-834-9298 
EOE - Drug Free 

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 

luiPl iAl l lCti ac* ensures 
it will be seen & remembered 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax: 301-987-1565 

E-mail: jobs@brickmangroup.com 
www.brickmangroup.com 

Pennsylvania/ Newjersey/ Delaware 
firm seeks motivated individuals who have 
experience in the green industry. 
AVAILABLE POSITIONS INCLUDE: 

• Operation & Production Managers 
• Crew Leaders 
• Salesperson for Landscape & Tree Services 
• Landscape Designer 
• Arborist 
• Lawn Technicians 
• Equipment Operator/ CDL Driver 

Year round salary with full benefit package 
including 401(k) plan and commissions. 
Fax Resume: 856-321-0105 or Call: 215-927-9960 
Email: jobs@GreenscapeOnline.com 

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: 
505-898-2105 

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.horticulturaljobs.com 

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

operated Full Service Landscape Companies in 
prestigious Westchester County. 

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

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

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

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

Fax or send resume: 
Michael Bellantoni Inc. 

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

OMNI FACILITY SERVICES 
LANDSCAPING GROUP 

Norristown, Pennsylvania 
Our location is experiencing rapid growth! 

We are seeking various positions in all divisions. 
REQUIREMENTS AND BENEFITS 
• Valid Drivers License, CDL a plus 
• Salary commensurate with experience 

(Management Positions) 
• Full benefit package, including 401(k) 

offered to full-time positions 
Please forward resume to: 
Omni Facility Services 

400 N. Park Avenue, Norristown, PA 19403 
Fax: 610-630-1288 

Email: rpinto@omnifacility.com 
Omni Landscaping Group is a drug free 

work environment and EOE. 

3 BRANCH MANAGERS-IMMEDIATE! 
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. 
FIELD TECHNICIANS (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; specify job applying for. 
RESUMES: Fax: 631-421-3008, 
Email: PIRELEIF88@aol.com 

http://www.greet
mailto:info@greensearch.com
mailto:resumes@acconstructors.com
mailto:hr@anderpest.com
mailto:tdavis@land.bozzuto.com
http://www.bozzuto.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:jobs@GreenscapeOnline.com
mailto:Jdelarosa@hulc.com
http://www.headsuplandscape.com
http://www.horticulturaljobs.com
mailto:rpinto@omnifacility.com
mailto:PIRELEIF88@aol.com


Help Wanted (Cont'd) 

CAREER OPPORTUNITY! 
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 knowledge 
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 C O N F I D E N T I A L R E S U M E 
AND S A L A R Y R E Q U I R E M E N T S T O : 
631-643-6645 

En nan̂Yoiir/Ad ll 
Increase your sales by nearly twice 

that of black 6* white ads! 
Call LESLIE ZOLA: 800-225-4569 ext. 2670 

E-mail: lzola@advanstar.com 

ACRES GROUP... The BEST Place for the BEST 
People to Work! Acres Group, one of Northern Illinois' 
largest independent landscape contractors growing 
at +17%, seeks additional Maintenance Managers 
& Project Managers to continue our growth. 
Opportunities available in 3 of our 5 facilities— 
Wauconda, Roselle and Naperville. Maintenance 
Managers supervise and train multiple crews. Project 
Managers will bid, sell and service new commercial 
construction projects. Superior compensation and 
benefit opportunities. Contact Maureen for immediate 
confidential consideration: PO Box 448, Wauconda, 
IL 60084. Phone: 847-487-5070; Fax: 847-526-4841; 
Email: greatjobsare@acresgroup.com Surpass your 
own personal expectations in a fantastic team environ-
ment. Visit our website at www.acresgroup.com 
for more career opportunities! MEMBERS OF THE 
ILCA SINCE 1985. 10/02 

FLORAPERSONNEL, INC. In our second decade 
of performing confidential key employee searches 
for the landscape/horticulture industry and allied 
trades worldwide. Retained basis only. Candidate 
contact welcome, confidential, and always free. 
1740 Lake Markham Road, Sanford, FL 32771. 
PHONE 407-320-8177. FAX 407-320-8083. 
Email: Hortsearch@aol.com Website: 
http://www.florapersonnel.com 12/02 

LANDSCAPE FOREMAN- New Jersey- Large, 
well-established landscape construction company 
and large caliper tree growers in business for 
35+ years, we have a reputation for quality and 
perfection. Looking for a "Get it Done" type of guy 
who is self-motivated, has good organizational 
skills, with experience in large-scale commercial 
projects. Great pay and benefits. Fax resume to: 
Trees Now Inc. at 201-327-8190 or call Brian: 
201-327-5270. 7/02 

Software 

Only $799 complete. 
Includes Free Support! 

For a FREE demo, call 24 hours: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 
or visit us at: 

www.wintac.net 

The all-in-one ^ Green 
editio* software for 
* landscapes 

True 32-bit Windows' Design, Unlimited Data Capacity 
• Visual Job Scheduler, Job Costing, Street Mapping 
• Automatic Maintenance Scheduling and Routing 
• Automatic Invoicing, Phase Billing, Profit Tracking 
• Track Work History, Material, Labor, Productivity 
• Attach your own Photos to Customers, Job Sites 
• Full Accounting G/L, A/R, A/P, Payroll, Checking, 

Inventory. Or link to QuickBooks Peachtree \ MS Office ' 
• Print Proposals, Invoices, Work Orders, Statements, 

Purchase Orders, Reports, Letters, Labels Send Email! 
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LOOKING FOR CUSTOMERS? 
We're Looking to Bring Them to You! 

Reach over 51,000 professionals in the landscape industry-
PLACE YOUR AD IN LANDSCAPE MANAGEMENT. 

For rates and schedules, 
call Leslie Zola: 800-225-4569, ext. 2670 • lzola@advanstar.com 

mailto:lzola@advanstar.com
mailto:greatjobsare@acresgroup.com
http://www.acresgroup.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.wintac.net
mailto:lzola@advanstar.com


best practices 
• GUIDELINES TO HELP AN INDUSTRY G R O W 

What's your time worth? 
B Y R O N H A L L / 
E D I T O R - I N - C H I E F 

Please check our math for 
errors. There are seven 
days in a week, 24 hours 

in a day and so, by our calcula-
tions, each week contains ex-
actly 168 hours. 

How valuable are these 
hours to us, particularly the 56 
hours a week we spend running 
our companies? ('01 LM State 
of the Industry report) 

Judging by how we some-
times use them — hours we're 
supposed to be providing for 
our families, saving for our kids' 
educations, build-
ing a nest egg for 
our retirements 
— they're not 
worth much. 
Otherwise, why 
do we part with 
so many of them 
by providing sales 
prospects with free consulta-
tions and landscape designs? 

Clayton Smith, who started 
LandSmith, Corp., Fredericks-
burg, VA, in 1999, is learning 
he can't afford to give away too 

If time is 
money, why 

do we give it 
away? 

much of his time 
chasing sales. After 
21 years with the 
U.S. Marines, 
Smith says one of 
the hardest things 
he's having to learn 
in the landscape 
business is saying 
the word "no" to 
price shoppers. 

"You won't sell 
to everybody, no 
matter what, but we have got 
to learn how to deal with the 
'tire kickers' right from the be-
ginning," Smith tells LM. "If 
you let them, people will get 

you out to their 
house and get a 
plan and a sketch 
from you and then 
shop it around and 
get somebody else 
to come out and 
put it in for five 
percent less. 

"It really is ridiculous that 
we give away so much of our 
time, our consultation time, 
our design time." 

Smith says he's doing a bet-
ter job of pre-qualifying poten-

Clayton Smith says 
landscaping is as tough 
as the U.S. Marines. 

tial clients by dis-
cussing what they 
want and what 
they're expecting 
to pay before he 
goes any further. If 
it's a landscape plan 
they want, he'll be 
glad to provide it, 
using professional 
design software — 
at a cost of $300 to 
$400 for most aver-

age-sized front yards. 
"No one that I've done 

work for, as far as I know, goes 
to an office and works for free," 
says Smith. 

Even so, most landscape 
professionals provide clients 
and potential clients with valu-
able free advice and, some-
times, design services in 
pursuit of new cus-
tomers and more sales. 
Okay, there are legiti-
mate and specific cases 
where this is justifiable. 
But how much of your 
time are you willing to give 
away in consulting with 
prospects or providing them 
with design ideas? 

Sound off 
Did we waste our time ad-
vising you not to waste 
yours? What do you think 
about our take on free 
consultations? Let us know. 

Every month we pro-
vide space for feedback. 
(See "Let's Here It" on 
page 10.) 

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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IKe 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 2002 FMC Corporation. The FMC" logo & Talstar* are registered trademarks of FMC Corporation. 
'See Guarantee Program Guidelines for details. This guarantee does not apply to termiticide products. 

http://www.fmc-apgspec.com


* Preaauin * 
Performance. 

Premium 
Quality. 

"Bunton Equipment Gives Me 
the Edge over Others7 

It's a Pride Thing. 

BZT 2260 Zero-Turn Riding Mower 
Ultimate Racehorse with Top-Quality Cut 
• 26 hp, EFI V-2 OHV, air-cooled Kohler* Powerhouse. 
• 72" 10-gauge, reinforced FlexDeck* with anti-scalp system. 
• Best three-year limited warranty. 

BZT-2190 Zero-Turn Riding Mower 
Compact, High-Productivity, Premium Rider 
• Efficient, 19 hp Kawasaki" V-twin OHV engine. 
• Rugged, 52" FlexDeck with anti-scalp system. 
• Easy, electric deck lift and operator controls. 

Hydrostatic or gear-drive 
midsize walk-behinds with 
36" to 61" decks. 

Call 1-888-922-TURF or visit www.textronturf.com to request a complete catalog. 
02002 Textron Go ft, Turf & Specialty Products 

Lawnaire0 28 Aerator 
• Maneuverable, 28" width. 
• Covers 24,000 sq. ft./hour. 

Lawnaire0 IV Plus and 
V Plus Aerators 
• Self-propelled. 
• 19" and 26" widths. 
• Aerate 21,000 to 

29,000 sq. ft./hour. 

Call 1-888-922-TURF or visit www.textronturf.com to request fi complete catalog. 
C2002 Textron Golf. Turf & Specialty Products 

http://www.textronturf.com
http://www.textronturf.com

