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OTHER PREEMERGENTS TALK A LOT ABOUT CRABGRASS.

WITH PENDULUM, IT NEVER COMES UP.
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paaressou  Pendulum’ herbicide consislently controls  With Pendulum, there’s ust so much more fo falk about than
"L crabgrass better than other preemergent crabgrass. To leam more about why everyone's falking about

herbicides.* What more can we say? Pendulum, call 1-800-545-9525 or visit www.turffacts.com.
How about Pendulum controls costs better, Always read and follow label directions.

too, to offer you far greater value. It also controls a broader
PEND 77
|- e T { (. L

spectrum of weeds than any other preemergent—more than
WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

40 grassy and broadleaf weeds, such as oxalis and spurge,

in all. Plus, Pendulum comes in granular and liquid
Circle No. 101

formulations, and BASF pendimethalin is available on fertilizer
from Scotts and Helena, for maximum application flexibility.


http://www.turffocts.com
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28. Get off to a fast start in 03
Strategies to blast your business out of the starting
blocks ahead of the competition next season
By RON HALL AND JASON STAHL

34. People of the Year 2002
Wayne Richards, Bill Hoopes and Ellen Newell are
our picks this year

By RON HALL AND JASON STAHL

40. 1-2-3 pond installation
Low-voltage pond kits can save you time and money
by turning pond projects into one-day operations
By JEFF MCGRADY

46. Be ready for erosion rules
Knowing the new NPDES rules will eliminate hassles
and open your eyes to new business opportunities
By CINDY GRAHL

54. Sustainable landscaping’s
success

The Garden Guild partners with a major industrial
client in a resource management program

By DR. FERNANDO AGUDELO-SILVA
AND LINDA NoOvy

[athletic turf |
62. Getting back to nature

Strong roots and innovative thinking bring natural
grass back to Spartan Stadium
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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 MasterCard
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@ 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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WHAT'S COMING UP IN DECEMBER VISIT US ON THE WORLD WIDE WEB: www.landscapemanagement.net

Proud supperter of these green industry professional organizations:

Green Book 2003

Check out the Green Industry's
leading reference guide chock full
of helpul information such as:

8 Buying directory
From equipment to fertilizer to
seed, this is who to buy from

B Distributors
A comprehensive list of Green

Industry distributors listed by state

8 Suppliers

A comprehensive list of

Green Industry suppliers listed
alphabetically

B Editorial index
An easy way to look for a past
article from LM 2002 issues

B University contacts
How to get in touch with Ph.D.s
and other folks for technical help

® Associations

A comprehensive list of associa-
tions from all across the country
covering landscape, grounds
and lawn care

B Phus: Our Quick Reference
Tech Guide — a how-to guide
covering turfgrass diseases,
insects, fertilizers, and more

Qe et

Typical ArborTie staking installation

ArborTie® - The Best Way
to Stake and Guy Trees

= Cheaper than traditional
methods

m Basy installation

m Ideal for staking or guying

= Proven safe and effective

Typlcal ArborTie guying installation

Call today for a free sample!

2
ArborTie
Deep Rool Parlners, L.P.
81 Langlon Street, Sulte 4. San Francisco, CA 94103
Tel: 415 437 9700 or 800 1LV ROOT (458.7668)
Fax: 415 437 9744 or 800 277 ROOT (277.7668)
wWww (l(‘1‘|ll'(lll| com
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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 Assodiation
1250 | St. NW, Suite 500,

Washington, DC 20005

202/789-2900

www.anla,org

Independent Turf and Oramental
Distributors Association
526 Brittany Drive

State College, PA 16803-1420
Voice; 814/238-1573 / Fax: 814/238-7051

THE OFFICIAL PUBLICATION OF

of

American Society of Irrigation

111 East Wacker Dr. 18th Floor e Chicago, IL 60601
Voice: 312/372-7090 / Fax; 312/372-6160
wiww.asic.org

i
®

TiTOCA
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The lirigation Association

8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513

703/573-3551

www.irrigation.org

National Arborist Association
3 Perimeter Road, Unit 1
Manchester, NH 03103
603/314-5380
www.natlarb.com

Ohio Turfgrass Foundation
1100-H Brandywine Blvd,,
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The OQutdoor Power Equipment Institute
341 South Patrick St.

Old Town Alexandria, VA 22314
703/549-7600

Opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

Professional Lawn Care Association of America
1000 Johnson Ferry Rd., NE, Suite C-135
Marietta, GA 30068-2112

770/977-5222

www.picaa.org

Responsible Industry for a Sound Environment
1156 15th St. NW, Suite 400

Washington, DC 20005

202/872-3860

www.acpa.orgirise

Sports Turf Managers Association
1027 3rd 5t.

Counail Bluffs, 1A 51503
712/322-7862; 800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Association
P.0. Box 156

New Prague, MN 56071

612/758-5811
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http://www.natlarb.com
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INTRODUCING THE ALL-NEW GMC® TOPKICK:

Sometimes actions speak louder than words. Take the all-new GMC TopKick. It offers a choice of powerful diesel engines,
including the Cat® 3126E, the DURAMAX™ 6600, and the DURAMAX 7800. It also offers the Vortec™ 8100MD V8 gasoline,
the only gas engine available on class 6 and 7 medium duty trucks* Together they deliver an impressive range of GYWRs
from 16,000 to 61,000 Ibs! And they're all designed to match up with a full complement of Allison® ZF,™ TTC®or Eaton® Fuller®
transmissions. Amazingly, with its improved cab mountings and body sealing, the GMC TopKick remains incredibly
quiet—whether you're idling or hauling. Once you experience the world-class engineering of the all-new GMC TopKick,
you won't be able to keep quiet about it. Visit gmc.com or call 1-800-GMC-8782.

* Excludes other GM* vehicles. ' When properly equipped: includes weight of vehicle, passengers, cargo, and body equipment.

{ 8OO « GMC « 8782 () WWW.GMC.COM |  WE ARE PROFESSIONAL GRADE.

GMLC. | TOrRPIkKICI<
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http://www.BayerES.com

The union of Bayer Garden & Professional Care and Aventis
Environmental Science—forming Bayer Environmental Science—

will bring about new products and opportunities for our industry.

As the leading manufacturer of environmental science
products, we are focused solely on creating innovative
products to respond to the challenges faced by you,
our customers. We will dedicate resources to meet
current needs, and offer breakthrough solutions that

will revolutionize the way you do business.

We will provide unparalleled technical service, and
support you with education and guidance in every
aspect of stewardship. This is not an option, but

a responsibility.

We will continue to partner with others: With
distribution, with the research community, with
government and regulatory agencies—and with
end users, to provide not only the finest products

but the highest levels of service and support.

This is our vision, our mission, and our promise.

Bayer Environmental Science:

YOUR PARTNER FOR GROWTH

B X s .
@ Bayer Environmental Science

A Business Group of
Bayer CropScience
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== BROADLEAF HERBICIDE FOR TURF

THE FASTEST WEED CONTROL—EVER

New SpeedeZone contains
carfentrazone, the newest chemistry
available to the turf market for
broadleaf weed control.

This unique new active ingredient
will give you awesome results in
your weed control program.

In university tests and field
trials SpeedeZone has
consistently shown fast
control of tough weeds
like clover, plantain,
ground ivy and
spurge.

Don’t wait 30
days or more
for clover
control. Get

your weed

control program on
track with SpeedeZone

Broadleaf Herbicide.

G PbI /cordon
A: P / _/—/ '_j An Employee-Owned Company ¢ Visible results in illSt 24 hours

. mm‘“‘" o T 1-800-821-7925 ¢ The most effective and fast-acting
% : - pbigordon.com cool weather product ever

- - # Clover control in as little as

From the makers of

- S -
X v & i : > »
‘ .. TRIMEC Herbicide ‘ one week
IR T OF REACH OF CHILDREN TRl s x N ~ &
CAUTION ——— # Rain fast in 3 hours
0'-.-&. S| s 9

Always read and follow label directions. SpeedeZone is a trademark of PBI/Gordon
02001 PBI/Gordon Corporation Circle No. 108



on the record

BY RON HALL / EDITOR-IN-CHIEF

Canada pushes IPM plan

anadian lawn care companies and

other turf application professionals

may have to embrace the concepts of

Integrated Pest Management (IPM).

In fact, it might be the only way they

can survive, This is no ploy. An ambi-

tious, industry-initiated “Healthy
Lawns" program calls for companies to implement rec-
ognized plant health care principals and encourages all
professional turf and landscape applicators to
become IPM accredited. The effort is well
underway in Canada's most populous
province, Ontario.

The support is there

Many influential Canadian Green Industry
organizations support the push toward indus-
try-wide implementation of IPM. Some turf
management companies have already begun
the process to gain accreditation. Profes-

sional applicators and regulators elsewhere

in the country are watching closely.

Why is this happening now? In June 2001, the
Supreme Court ruled that Hudson in Quebec Province
had the authority to ban professional lawn care within
its borders. That decision capped a 10-year legal battle
between the town and two lawn care companies. It also
emboldened anti-pesticide agitators to redouble their
efforts to get pesticides banned for what they consider
“cosmetic” purposes. Dozens of other towns within
Quebec Province have since passed similar bans, facili-
tated because Quebec, unlike other Canadian

provinces, doesn't have provincial pesticide regulations.

In the crosshairs
Applicators across Canada have become the targets of

intense anti-pesticide activism wrapped in the banners

Some turf applicators have already b@g un the
Drocess of gaining accreditation.

of environmentalism and public health and loaded with
half-truths and pseudo science. Caught in its crosshairs
is the country’s most visible and easiest professional
pesticide-using group to attack — turf applicators.

This ongoing grassroots campaign to ban the use of
pesticides explains the Canadian industry's strong
shift toward IPM.

You probably don't need a primer on the subject,
and it's enough to say that a true [PM program — one
based on monitoring and establishing pest thresholds
and the use of multiple controls — will require a
higher level of training than most applicators now re-
ceive. It will also significantly increase the cost of deliv-
ering professional turf and ornamental care.

That's because, to gain accreditation, professional
applicators will be required to pass a test, submit an-
nual desk reviews, submit to on-site audits once every
three years and stay abreast of latest techniques and
laws through continuing education.

While laudable, this effort to raise the bar for the
entire turf application industry of a province and,

perhaps, a nation will require a huge

commitment from the applicator
community. And who knows if

this will even satisfy their critics?

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

www.landscapemanagement.net / NOVEMBER 2002 / LANDSCAPERUEL NI
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lets hear 1

YOUR OPINIONS, COMMENTS, & QUOTES

Equal time for

the little guys

| eagerly awaited my new copy
of Landscape Management, but
when it arrived and | read the
cover story, “Don’t let lowballers
bite into your profits,” my usual
eagerness dissolved into a mix-
ture of different feelings.

Last year, | decided to start
my own lawn care business as
a part-time endeavor, with the
idea of eventually making it a
full-time job. My current full-
time profession allows me to
grow slowly and to set my
own hours of operation.

I'm a one-person crew, so |
wear every hat in my company.
I'm licensed and insured. My
core business is maintenance.
As a one-person operation, my
only chance to get a foot in the
door is to beat competitors’
prices. All the service in the
world doesn’t matter to some
potential customers.

I'll put the quality of my
work against anyone’s. | use
high quality equipment and
have always kept my cus-
tomers satisfied. It's through
their referrals and my willing-
ness to often work “cheaper”
than the bigger guys that I've
been able to double my client
base this year. In the three
months | did this work last
year, | netted over $6,000.

Your magazine has been a
valuable source of information
and knowledge to me, and has
given me an edge many times.
The disheartening point of
view put forth by your April
issue is nothing but a demoral-

izing piece of propaganda that
would surely dash the hopes
of many of the people inter-
viewed if they read it back
when they first started in this
business.

Everyone has to start some-
where. If | ever want a chance
to compete at a major level, |
must be willing to get business
any way | can. Then, | need to
keep that business the only
way | can — by doing quality
work. | understand that your
magazine is sometimes geared
toward high-end companies,
but remember you also have
quite a few future big-time
players in the Green Industry
who are trying to ride on the
big guys’ coattails. | suggest
you give equal time to the “lit-
tle guys.”

— Mickey Smith

Household Contractual Services

Lawrenceville, GA

Big vs. small

We all read and hear about
“lowballers.” According to
your report, the largest LCOs
(over $5 million in revenue) are
the “lowballers.” With the ex-
ception of the rate for compa-
nies in the $1 million to $5 mil-
lion category, the trend is, the
higher the revenues, the lower
the price. Can that be true?

A local firm which is the
largest in our area is offering
some of the lowest mowing
rates to get a big contract,
then tack on additional ser-
vices at a premium. Since
they're the only ones who can

offer additional services on
such large properties, their
bids look acceptable on the
additional services and terrific
on the mowing service.

Some big companies are in
need of the contracts just as
bad as the small operators, and
maybe even more so. There are
a limited number of large and
super-sized properties that a
large LCO needs to keep its
workers fully occupied.

Large LCOs will say, “We
have the economy of scale to
allow us to offer lower prices.”
| think that's an insufficient
reason for their lowballing.
The owners should still require
the same investment return on
their capital, whether they
have $50,000 or $1 million
worth of equipment. They
should have profits compara-
ble to other $5 million+ com-
panies. If the market can sus-
tain $36 per hour, then the
large LCO should be maximiz-
ing his profit and charging a
full market rate, too.

A large LCO and small LCO
operating the same equipment
incur comparable costs on the
turf. Overhead expenses can
be spread over a larger num-
ber of properties, but the
wages, truck, trailer and equip-
ment costs are the same.

10 LANDSCAPE MANAGEMENT / NOVEMBER 2002 / www.landscapemanagement.net

Small operators don’t have
salespeople, receptionists, big
Yellow Page ads, four corpo-
rate officers and a payment for
a large shop. The average cost
of materials may be less for
large operators, but their cost
of service per property is usu-
ally more than small operators'.

Your $30.63 per hour mow-
ing rate for companies over $5
million may be skewed since
you only surveyed 300 compa-
nies, and it can be assumed
that of those 300, only a small
number were over $5 million.
One or two low rates can easily
misrepresent the information.

— Mark Mosher
Green in Idaho
Boise, ID

Pay yourself more

I think your estimates on what
an owner should pay himself
from your article, “Payday for
the owner,” are on the low
side. | find if you price your job
correctly, avoid lowballing at
all costs (even if it means giv-
ing up the job), and watch
your budget carefully, you
should be able to give yourself
more than $20 per hour.
— Marco Goncalves
Clean Cut Launs & Landscapes
Ossining, NY

|



Coming in 2003 -an entir‘eILdifferent machine from Bobcat Company!

ablll" -\The Evolution Begins!

See Updates and Engineer’s Notes at:
www.bhobcat.com/5600
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my way

BY TOM HOFER / GUEST COLUMNIST

Twenty-five years ago, we considered
every homeowner a potential customer.
That's not the case today.

Don’t overreact to change

12

= W here’s nothing more boring than
i e :
..!:fl‘ : watching grass grow. I say that be-
2 e cause, from customers’ point of view,
e

the past few decades have brought lit-
tle change in the service they receive

from their lawn care company.

Offering consistent and reliable ser-
vice results in loyal customers. But from my stand-
point, there has been considerable change in the way
our services are marketed and provided.

Things are different now

Looking back over Spring-Green's first 25 years, the
biggest challenge our industry has faced has been the
emergence of inexpensive, do-it-yourself lawn care
products. Twenty-five years ago, aside from basic fer-
tilizer, the few products that were available to home-
owners were expensive and ineffective. That's what
fueled the explosion of the lawn care industry.

Today, it's a whole new ballgame. There are big-
box retailers on every corner catering to the do-it-your-
selfer. Their racks are filled to the ceiling with first-rate
fertilizers, weed control products and inexpensive
spreaders. The overall effect has been the elimination
of a large segment of our target audience, homeowners
who say, “It's not that hard. It's not that expensive and
it doesn’t take that long. I'll just do it myself.”

Twenty-five years ago, we considered every home-
owner a potential customer. That's not the case today.
We've been forced to focus our marketing toward
more affluent customers who see us as a convenience
service, They're the customers who would rather pay
extra money than do it themselves.

While a changing customer base shows that the

lawn care industry is in transition, it's critical not to
overreact. Our business is surprisingly resilient to most
market forces, even poor economic times. The percep-
tion is that lawn care is one of the first items trimmed
from a family’s checklist in bad times, but we've found
that's not always the case. Customers often make other
sacrifices before surrendering a well-maintained lawn.

Success takes time

The backbone of our company has always been our in-
dependently owned franchises. While the industry ex-
perienced some tough times in the late 1980s and
early '90s, our franchise system continued to grow. As
we celebrate our 25th anniversary, the lesson of our
first 25 years is that success is a marathon, not a sprint.
It doesn’t happen overnight. In many of our markets,
we aren't the dominant player, but our franchises
build on their accomplishments year after year. Before
they realize it, several years have passed and they've
built substantial businesses.

We stress the importance of the customer relation-
ship to our franchises. When price is the primary con-
sideration, it's difficult to build customer loyalty, But
with most homeowners, there’s a long-term payoff
once a strong relationship is established.

[ don’t see massive changes happening in our indus-
try in the coming years. The four building blocks of
our company are quality, service, professionalism and
value. It will be more important than ever for compa-
nies to deliver on these standards or their survival will
be at risk.

— Tom Hofer is president and chief executive officer
of Spring-Green Corp. He can be reached
at 815/436-8777.
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need to install irrigation products that work nght out of the box and continueto deliver long after
you leave. For nearly seven decades, Rain Bird has been the preferred choice for contractors who
know that time is money. Install confidence. Install Rain Bird.

For your free tools to Install Confidence, call 1-800-RainBird (U.S. only) and request this CD
that contains product information, specifications and technical data or visit www.rainbird.com

for more information about Rain Bird products.

VAN BIRD

Circle No. 109
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INTRODUCING THE POWERFUL AND SURPRISINGLY QUIET GMC™ SIERRA

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck
adding to it. So our engineers designed the GMC Sierra to provide some peace and quiet. This impressive
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600
Turbo Diesel V8 that delivers 300 hp @ 3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally
smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that
helps control noise, vibration, and harshness. Even the available Allison® transmission is engineered for smooth
shifting and equally quiet operation. The newly redesigned GMC Sierra. You should hear what you're missing.
For details, visit gmc.com or call 1-800-GMC-8782.

f 800 « GMC » 8782 (@) WWW.GMC.COM WE ARE PROFESSIONAL GRADE.
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| market watch

BY JUDITH M. GUIDO / GUEST COLUMNIST

New housing starts today will have a
trickle-down effect for a landscape
professional in year one and two.

HeA T IR his is the first of what will become a
regular column entitled, “Market

1
45 i,,_f | 8 Watch.” The objective of Market
el Watch is to take key macroeconomic
A indicators and market happenings and
r—rlll_ *' . analyze how they affect the landscape
S professional and the Green Industry.

The intent is to educate you, the landscape professional,
as to how the "big picture” affects your local business,
and how to position your company to respond and react
to these ever-changing market conditions,

Housing starts

Our first key economic indicator is new housing starts.
Housing is always a critical economic factor and is the
key to the U.S. economic recovery of 2002. Consider
these statistics an answer to what makes housing so im-
portant to the U.S economy and landscape professionals:

» Housing production and related services account
for 14% of the nation’s gross domestic product and
drive other closely related sectors of the economy.

» Building 100 single-family homes generates
$11.6 million in new income to local businesses and
workers in the first year of construction and $2.8 mil-
lion every year thereafter.

% Building 100 single-family homes generates 250
jobs in the local community during the first year and
65 jobs every year thereafter.

» Building 100 multi-family homes generates $5.3
million in local income in the first year of construction
and $2.2 million every year thereafter.

# Building 100 multi-family homes generates 112
local jobs in the first year of construction and 46 jobs
every year thereafter.

Housing starts will start you up

» In the first 12 months after purchasing a newly
built home, owners spend an average of $8,900
on improvements.

» A record 906,000 new homes were sold in 2001,

Housing creates millions of jobs and generates mil-
lions of dollars in revenue each year. New housing
starts today will have a trickle-down effect for a land-
scape professional in year one and two. How the land-
scape professional positions the company and services
the needs of the new homebuyer in year one and two
will determine the lifetime economic value of that cus-
tomer relationship.

Opportunity to educate

As American home buyers increase their faith in the
value of real estate as a long-term investment, land-
scape professionals have a great opportunity to educate
them on 1) the economic value of landscaping, 2) how
it can increase their property values by as much as
15%, and, when ready to sell their home, 3) how it can
substantially decrease their selling time. Dollars spent
on a landscape investment today will not only protect
their investment but will enhance their property value,
yielding a strong rate of investment. Make sure you
have positioned your company to reap the benefits of
housing starts before your competition does.

Statistics provided by the National Association of Home Builders (NAHB.)

— Judith M. Guido is a partner in KehoeGuido,

a strategic management consulting firm specializing in the
Green Industry, and an executive vice president of
Organicare, an organic lawn care franchise operation.
Contact her at 949/715-3804 or 800/801-8046 or

iquido@ket ido or judya@ g
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Before you can beat crabgrass

you have to think like crabgrass.

The smartest way to outwit a weed? One application of easy-to-use
Barricade® each spring. Its season-long control of crabgrass is unparalleled.
Plus it also controls spurge, knotweed, pursiane, and 28 more weeds
Making your job a little easier means we get to know problem weeds like
crabgrass inside and out. Perfecting a full ensemble of products to protect
your turf, that's what we're here for. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Barricade

www.syngentaprofessionalproducts.com

mportant: Ahways tead and follow label instructions before buying of using ths product. ©2002 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, Bamcade® and the Syngenta logo are trademarks of a Syngenta Group Company
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NEWS YOU CAN USE

Becker Underwood
buys Seedbiotics
AMES, IA — Becker Underwood, a
manufacturer of bioagronomic
and specialty chemical products,
acquired Seedbiotics, a U.S.-based
specialty seed coatings company.
The acquisition unites Becker Un-
derwood's existing seed coating
and polymer technologies and ex-
pertise with Seedbiotics’ coating
and polymer operations.

Toro wins GSA
contract

BLOOMINGTON, MN — The Toro
Company was recently issued a
General Services Administration
(GSA) corporate contract. Included
in the contract are all golf,
grounds and sports field products,
Toro Landscape Contractor Equip-
ment, Sitework Systems products,
and Timecutter ZTM products. Also
included are most walk power
mowers and snowthrowers.

SpeedZone gets

CA registration
KANSAS CITY — PBl/Gordon Corp.
received registration acceptance
from California for its three new
herbicides containing the active in-
gredient carfentrazone-ethyl.

Lebanon presents
check to Rutgers
NEW BRUNSWICK, NJ — Lebanon
Seaboard Corp. gave a $102,934
check to Dr. William Meyer of Rut-
gers University to further turfgrass
research. Ongoing cooperative pro-
jects have led to the release of sev-
eral top rated turfgrass varieties.
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‘03 Leadership Jams go national
Paluch’s popular program coming to a site near you

Leadership Jams ‘03 presented by the As-
sociated Landscape Contractors of Amer-
ica (ALCA) goes on the road soon. It's
sponsored by equipment manufacturer
Husqvarna and supported by Landscape
Management magazine.

“We introduced the program two years
ago to a select group of companies and saw
amazing results,” says Jim Paluch, who de-
veloped the program. “I was impressed by
the number of individuals working month
after month to reach their goals and im-
prove their effectiveness as leaders.”

John Gachina of Gachina Landscape
Management, Menlo Park, CA, sent sev-
eral of his foreman and supervisors to the
first Leadership Jam. “The programs trans-
formed my company,” says Gachina. “The
supervisors begin with two high-energy
days with Jim Paluch and other great
speakers, not to mention great networking
opportunities with other leaders and po-
tential leaders like
themselves.

“Then, every
month they were
challenged by the pro-
gram to complete
tasks and to follow
through on commit-
ments that benefited
the company and
their own careers,”
adds Gachina.

The program's goal is to strengthen the
leadership and decision-making skills of
company owners and/or the employees
who the owners have pegged for more re-
sponsibility within their organizations.
Some of the topics covered during the
“Jams" include customer service, creating a

team, developing training programs, using

Landscape pros like John Gachina (right)
love Jim Paluch’s (left) “Jams.”

“Jam” dates and locations:
® January 27-28: Southeast

Region, Jacksonville, FL

= February 10-11: West Coast
Region, Oakland, CA

= February 28-March 1:

Southwest Region, Dallas, TX

® March 3-4: Midwest Region,

Indianapolis, IN

= March 7-8: Northeast Region,

Providence, Rl

effective systems, understanding profitabil-
ity, and personal growth.

Bill Sheehan, AL.CA vice president,
says the decision to introduce the program
in five regions around the country was con-
ceived by the ALCA Education committee
this past summer.

“It was clear that
developing leaders is
an issue that many
owners are concerned
about, and we were
looking for an ALCA
program that we
could offer in part-
nership with state
associations,” says
Sheehan, adding that the program is a
“perfect fit for what the landscape indus-
try is looking for.”

For more information about Leadership
Jams 2003, call 877/574-5267, visit
www.jphorizons.com or visit the ALCA
booth at the Green Industry Expo in
Nashville, TN, Nov. 13-17.


http://www.jphorizons.com

OPEI moves EXPO 2003 to October

ALEXANDRIA, VA — The
OPEI Board of Directors has
changed the dates of the Inter-
national Lawn, Garden and
Power Equipment Exposition
to Oct. 18-20, 2003.

This unanimous

tions, and it was based on a
tidal wave of concurring voices
from all of EXPO's major
stakeholders,” says Bill Harley,
OPEI president and CEO.

Just after EXPO 2002,

Sellers Expositions con-

vote for fall dates is a Mark your ducted an attendee
A lendar z 2

radical departure & : survey by fax of

for the major seriazional Lot dealers and land-

Green Industry ~ Power Equpieeris =52

show which has,

during its nearly 20-

year history, traditionally

convened in late summer.
“This is a major decision

with many positive implica-

scape professionals
with these results:
90% of responding
dealers and 81% of re-
sponding landscape profession-
als preferred October dates.
According to OPEI, the

move to October will give atten-
dees more flexibility in their
schedules and make the outdoor
product demos more popular

since the weather will be cooler.

For more information on
the show, call Sellers Exposi-
tions at 812/949-9200 or
800/558-8767, or visit
WWwWw.expo.mow.org.

www.landscapemanagemeng.net

WHAT'S NEW ON-LINE
u Check out bios on your
favorite LM staffers

® Look up stories from
past issues

= LM Week in Review

= Take part in our new poll

on-line — just log on and
answer the hot question
of the day

® The latest Green
Industry news

u SOI report on-line!

The average humpback whale
can filter over 1,000 tons
of water per day.

1-800-AERSTER

610-965-6018 » www.otterbine.com

Product leasing available.
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Industry almanac

PGMS to unite with local branches

BALTIMORE, MD — The Professional
Grounds Management Society (PGMS)
will soon be “one PGMS," reports Matt
Vehr, president of the 91-year-old Green
Industry organization, thanks
to a three-year effort to unite
PGMS with its local branches.
Beginning Jan. 2003,
membership in PGMS will only be avail-
able through its national headquarters in
Baltimore. Members will then be able to
be a part of a local branch as part of their
annual membership investment fee.

Promoting professionalism
Previously, individuals could associate
with a local branch of PGMS without

PGMS

having to belong to the national organiza-
tion. “This often caused confusion and
misunderstanding about membership,”
said Thomas Shaner, CAE, executive di-
rector for PGMS.

As part of the new pro-
gram, PGMS will provide a
variety of support and ad-
ministrative services to its branches.

Fallout expected

Vehr and Shaner note there will be some
fallout from local members who won't opt
to take advantage of the new “united mem-
bership,” but as Vehr points out, “We're re-
ally not losing members as these individuals
were not our members in the first place.”

To bring about the united front, PGMS
modified its membership fees to only
$175, but as Shaner notes, this isn’t an in-
crease but rather a savings to those mem-
bers who have been members of both a
branch and the national organization. Na-
tional dues were $150 and branch dues
were $50. Under the new dues arrange-
ment, PGMS will rebate $50 of each
branch member's dues back to the branch
of his or her choice, resulting in a $25 de-
crease in net revenues to the society.

For info on PGMS membership or its
upcoming annual conference and Green
Industry Expo, contact the Society at 720
Light St., Baltimore, MD 21230, or by fax
410/752-8295 or e-mail pgms@assn-
hqtrs.com. Membership applications are

also available online.

HINIKER COMPANY
Mankato, MN

1-800-433-5620 » FAX 1-507-625-5883

www.hiniker.com

PLOWS

Professional Snow and Ice Control

< C-Plow

Available in conventional, V-Plow and the
NEW C-Plow configurations, all Hiniker
snowplows feature the fast and easy Hiniker
Quick Hitch Mounting system. Plus you get the
rugged construction and high-performance design
that commercial plowers need!

Dramatically increase backdrag performance with the
revolutionary Hiniker C-Plow. Go from forward to
reverse position with the touch of a button!

QM #@ﬂ« MOUNTING SYSTEM

FAST +« SIMPLE »

A V-Plow

\

RELIABLE

20 LANDSCAPE MANAGEMENT / NOVEMBER 2002 / www.landscapemanagement.net

Circle 111


http://www.hiniker.com

Roundup Ready bentgrass approval delayed

APHIS with the additional information
next spring and resubmit the petition. They

WASHINGTON — The Scotts Co. and
Monsanto temporarily withdrew their ap-

The company had expected this devel-
opment for some time, even as they planted
400 acres of seed in Oregon for production.

The companies expect to provide

plication for the approval of Roundup still expect regulatory approval that will

Ready bentgrass for commercial use in allow commercialization in 2004 or 2005.

order to answer more questions the Ameri-

can Plant Health Inspection Service
(APHIS) has about the turf variety.
This sort of delay is common in the reg-

New from the leading supplier of tree and vegetation management systems

196Nt MOUSe.

ulatory process, occurring in 40% of the
petitions the agency has reviewed since
1998, a Scotts Co. spokesman said.

Industry stops
leaf blower ban

TORONTO, ONTARIO — Council mem- The Green Resource Manager™
bers here voted down a proposed ban for Windows®
on leaf blowers. The issue surfaced late The most versatile,
in 2001 whenadtyoomdlpusen most complete property management

: : e i xm available today !
Mkﬁmmb‘n&\m&]ﬂf System aval \ 4

blowers at all times on residential prop-
of October and »

li | membéd:de-l * Organize inventory data
% s them A * Map and view your entire

ﬁmudminsZMbdbteﬁmlly property ‘
settling the matter in mid-October. « Schedule and track vegetation

Credit Tony DiGiovanni, executive and hardscape maintenance
director of Landscape Ontario, con- * Produce easy-to-read 7
cerned industry members and staff from EnIgeErnent Iepors

2 nlrh'u'n'nﬁu ks and Recre ation * Pull up work histories for every
the’l‘ Parksmd SRR plant, fixture, piece of furniture
WMW and building on your property 3
from passing the ban. Industry mem- with just a click of the mouse www.acrtinc.com
blowers saves the city-more than $1 Contact us today to receive your FREE demonstration copy.
members to use leaf blowers responsibly, CR ACRT, Inc.
uﬂhoﬁuﬁdﬁ\em&m P.O. Box 401 » Cuyahoga Falls, OH 44221-0401
eiirins Al ik s 800.622.2562 - Fax 330.945.7200
m“mmm Green Resource Manager is a trademark of ACRT Inc Windows is a registered trademark of Microsoft Corporation

Only the Green
Resource Manager '
for Windows can...
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CLCA afraid paid family leave law will hurt small companies

BY LYNNE BRAKEMAN

SACRAMENTO, CA — California Gov.
Gray Davis recently signed SB 1661, a

bill that amends the state’s unemploy-

ment insurance code to include paid fam-
ily leave for all employees starting in July
2004. Originally, the bill provided for 12

22

“THIS
BUSINESS
IS MY
LIFE.

AND LIFE
IS GOOD”

Tim Ward
Choice Lawn & Landscape
Maurice, LA

2 than equipment

| can’t say enough about our dealer. He's the ¢ ly kee
If we h

Anc

yroblem, he's on it immedie

vntime is a major plus

We couldn't agree more. For more information, visit your local Gre

WE KEEP YOU CUTTING
AN ARIENS COMPANY
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weeks of paid leave, but that was amend-
ed to six weeks in response to concerns
raised by the business community.

Unlike the federal family leave law,
which exempts businesses with fewer
than 50 employees, this law applies to
all businesses in California.

Employees who qualify for the benefit
will receive 55% of their wages during
their absence, up to a maximum of $728
a week. The benefit is funded by employ-
ee payroll deductions for the State
Disability Insurance (SDI) program. The
deductions will average about $27 a year,
ranging up to $70 a year for employees
earning more than $72,000 a year.

The California Landscape
Contractors Association (CLCA) strong-
ly opposed the bill and issued a legisla-
tive alert about the bill back in August.
At least 60 CLCA members wrote the
governor urging him not to sign the bill,

“This is going to be very hard on smaller
companies,” says Larry Rohlfes, CLCA's
government affairs manager. “Our mem-
bers average from 16 to 21 employees
depending on the time of year. Many of
them have fewer than 10 employees. How
does a small company replace a foreman or
an estimator for six weeks?”

“Paid family leave is one the worst
bills for employers in the 2001-02 leg-
islative session,” says Julianne Broyles,
director of insurance and employee rela-
tions for the California Chamber of
Commerce. “[It] fails miserably to
address the real cost concerns of
employers — the costs of replacement
workers and additional overtime to
cover for absent workers, training costs,
and loss of productivity.”

The Associated Press reports that
twenty-seven other states, including
Massachusetts, New York, New Jersey
and Washington, have introduced simi-

lar legislation.


http://www.gravely.com

People &
companies

John Deere Landscapes ap-
pointed Frank Bates senior

vice president of operations,

Jeff Lanahan senior vice
president of supply man-
agement and information
technologies, and Mark
Nattinger senior vice presi-
dent of sales. Thomas
Childers has also been
named marketing director.

Hunter Indus-

. ' tries, led by
- CEO Richard

Hunter, was

named Corpo-

rate Benefac-

tor of the
Year for 2002 by St. Clare’s
Home, a non-denomina-
tional charity that provides
housing for abused women
and their children.

Pickseed West hired Mandi
McDowell to its sales and
marketing staff.

Burlingham Seeds hired
Zenon Lis as its vice
president of sales and
marketing.

Novozymes Biological hired
Scott Inman as technical
sales manager.

Minuteman International
appointed Richard J.

Wood as a member of its
Board of Directors.

The Snow & Ice Manage-
ment Association appointed
new officers of its Board of
Directors: Jeff Tovar, presi-
dent, Charles Glossop, vice
president, Samuel Grana-
dos, secretary, Craig
Geller, treasurer, and John
Allin, past perfect presi-
dent.

FMC Corp. appointed Neil
DeStefano communica-
tions and e-business direc-
tor, Laurie Tieckelmann
customer service manager,
Kim Watson global develop-
ment manager for the Spe-
cialty Business Products
(SPB), Shelley Woods Whit-
ing U.S. marketing director
for SPB, Amy Gabrielian
marketing manager for Ter-
mite and Software, Dan
Rosenbaum director of op-
erations and business devel-
opment for Latin America,
Specialty Products and Insec-
ticides, Matt Robinson op-
erations manager, and Mau-
reen Thompson turf &
ornamental sales manager.

Landscape Forms has added
Tim Gish as a direct sales
representative.

VALVETTE SYSTEMS INTRODUCES

o SPRNE s

i
» “ﬁ%‘%&‘l&“fu ML

NOW IT' EASY TO CLEAN AND
FLUSH SPRINKLER HEADS

EUMINATE THOSE USELESS TRIPS BACK
AND FORTH TO THE VALVE OR CONTROLLER

NO MORE WASTING WATER DURING
THE CLEANING AND FLUSHING PROCESS

NO MORE GOING NUTSO, BECAUSE
POP-UP RISERS STAY UP EVEN WHEN
THE NOZZLE IS REMOVED.

NO MORE GETTING SOAKED

ONE PERSON CAN DO IT ALL...

EVEN ON HILLSIDE SLOPES.

FLOW CONTROL WITH OR .
WATHOUT SCREENS IN PLACE . =

. = = 3

.
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Get ready for 2003 ALCA Student Career Days

BY MARTHA G. HILL

RAYMOND, MS — The Associ-
ated Landscape Contractors of
America (ALCA) Student Ca-
reer Days is slated for March
13-16, 2003, and Hinds Com-
munity College of Raymond,
MS is busy with plans to host
the 1,200-plus attendees.

Planning ahead

Plans have been underway since
1999, when Hinds' Landscape
Management staff and adminis-
tration offered to host the
Career Days.

Hotel reservations and the
booking of various facilities for
the large crowd expected were
made in 1999, In June 2002,
the ALCA Student Career Days
Committee and ALCA staff vis-
ited the campus to ensure the
college and Landscape Manage-
ment Department could handle
this large undertaking.

Planning activities currently
underway include: budgeting
for the entire event, scheduling
catering services, securing shut-

tle buses and lining out the
shuttle routes, acquiring compe-
tition event materials, coordi-
nating with event sponsors, hir-
ing entertainment for various
events, studying the scoring sys-
tem and setting up printing ser-
vices, hiring security for various
events, planning of signage for
all events, securing audio-visual
equipment, renting port-a-pot-
ties, lining up tour stops, coordi-
nating workshop presenters and
locations for workshops, and
vast amounts of communication
with the ALCA staff, industry
sponsors, college departments,
volunteers and assistants.

Hooray for sponsors

There are numerous commit-
tees and groups busy with the
details of each activity. Spon-
sors have been secured for
various events, as well as
major sponsors who supply
the financial backing to make
the programs possible. Plat-
inum Sponsor is Stihl, Silver
Sponsor is Husqvarna, and
Bronze Sponsors are Caterpil-

lar, Pavestone, Toro and Vall-
eyCrest.

There are plenty of sponsor-
ships still available as each
event must have sponsors to
coordinate each competitive
event, secure event judges, and
obtain the materials and sup-
plies. A complete list of events,
registration forms and sched-
ules can be found at the ALCA
Student Career Days Web site
at www.studentcareer-
days.org.

The ALCA Student Career
Days provides a great forum for
students from across the
United States to meet their
peers, go head-to-head in

Friendly competitions await
students at the Career Days.

friendly games of competition,
compare college experiences,
and meet their future employ-
ers. These students are busy
preparing resumes for the Ca-
reer Fair, where there will be
100-plus companies from
throughout the country and
from all areas of the Green In-
dustry — and 700-plus poten-
tial employees ready to take
the industry to new heights.
— The author is chair of the
Landscape Management
Department of Hinds
Community College.

www.greenpartnersonline.com

Using Syngenta? You get points for that.

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

Green Partners

©2002 Syngenta. Syngenta Professional Products, Greersboro NC 27419 Barricade®, Daconil®, GreenPartners”, Heritage®, and the Syngenta logo
are trademarks of a Syngenta Geoup Compaoy
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statistics

INDUSTRY TRENDS BY THE NUMBERS

TOP CITIES FOR DEVELOPMENT (Q2, 2002) WHAT A DIFFERENCE A YEAR MAKES

City # of starts % of U.S. starts Reader response 2001 2002

LA 3,329 5.8% Revenues rising 72% 59%

Ft. Lauderdale 3,032 5.3% Revenues holding 18% 33%
NYC 2,935 5.1% Had more work 77% 40%
Altanta 2,838 5.0% Harder to compete 63% 67%
Denver 2,828 4.9% Had more backlog 65% 51%
Houston 2,561 4.5% SOURCE: LANDSCAPE MANAGEMENT READER SURVEYS
Chicago 2,451 4.3%

Washington, DC 2,355 4.1%

Dallas/Ft. Worth 2,292 4.0%

Sacramento 2,003 3.5% . urvey Say‘s. alm

Here it is, the answer to the

N. NJ 2,028 5.3% ,
question everyone wants to know:

kil e i What do you charge for residen-
WA VPRE S tial mowing? Is there a definitive
Pittsburgh 1,689 4.4% industry average? Well, we don’t know,
Chicago 1,599 4.2% but here are the results from a poll of
A4lEria 1,453 3.8% nearly 500 landscape professionals.
Houston 1,374 3.6%
Philly 1,355 3.5% $25-530/hr
Phoenix 1,278 3.3%
KC 1.243 3.3% $30-$35/hr

$35-$40/hr
DC 2,725 9.7%
NYC 1,640 5.9% >$45/hr
Atlanta 1,235 4.4%
Tampa 1,108 4.0% <$25/hr
Dallas/Ft. Worth 1,103 3.9%
Phoenix 1,060 3.8% $40-545/hr
Philly 1,031 3.7%
LA 972 3.5% Log onto www.landscapemanagement.net
e e
MPLS 901 3.2%

SOURCE: NATL. ASSN. OF REALTORS COMMERCIAL REAL ESTATE QUARTERLY

www.landscapemanagement.net / NOVEMBER 2002 / LANDSCAPE MANAGEMENT 25


http://www.landscapemanagement.net

WE WROTE THE BOOK ON VERSATILITY.

WE CALL IT THE OPERATOR'S MANUAL.

INTRODUCING THE 110 TLB. Some people just
think of the possibilities. We built the machine
to accomplish them. A compact tractor loader
backhoe, with the hydraulic capabilities of

a skid steer. A compact excavator’s digging
abilities. The strength of an honest-to-goodness
construction-bred machine.

And the ability to do virtually any landscaping
job under the sun. All in one easily transported
compact package'. Precision and power are

1-800-537-8233 www.JohnDeere.com

10nly & heavy-duty pickup and a trailer rated 10,000 Ib. GVWR are required for transport

At both ends, a new beginning

1 The 110 accepts skid steer tools

in front and compact

excavator toois in back, for
outstanding versatility. Plus,

- construction backhoe detaches
easily to activate a true
Category 1, 3-point hitch
$0 it can work with rotary cutters,

—{ trenchers, rakes, box blades

and more

Refer to state and local regulations for specific transportation requirements


http://www.JohnDeere.com

everything you would expect from a true
construction backhoe. One modeled on, and built
in the same factory as the legendary Deere 310
Backhoe Loader.

Every other part is just as well engineered. From
a low-angle construction loader to a bulldozer-
style power management system. There's even
a first-ever "creep-to-reposition” feature that
allows the 110 to be moved right from the backhoe
operator station.

Interested? Just stop by your local John Deere
dealer (call 1-800-537-8233 for one near you)
to build and price your custom-built machine
today. Or use our build and price option at

www.JohnDeere.com.

&

JOHN DeEERE

NOTHING RUNS LIKE A DEERE"
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OPERATIONS MANAGEMENT

Blast your business out of
the starting blocks ahead of
the competition next season

\

BY RON HALL / EDITOR-IN-CHIEF

sst. Come a little closer. Here's a secret about
getting your landscape or lawn care operation
off to a terrific start this coming season — start
planning yesterday.
) If you're like
most landscape or

“ / lawn care company

W owners, you're hus-

tling through this sea-

son’s final production push and

haven't had time to complete your “head
start” plan for 2003. But don't despair — there’s

still time if you start now. We'll help.

Read how the following owners get off the

starting blocks ahead of the pack once all

hell breaks loose each spring.

Break out the training manuals
David Pursell enjoys teaching
young people. Although he's just
as busy as the owner of any other
small landscape company, he's
still making time this fall to
instruct vocational students
on equipment maintenance
and operation at nearby
Hinds Community Col-

lege in Jackson, MS
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Pursell, owner of
a U.S. Lawns fran-
chise, says that he
can leave his business
for several hours
Monday and
Wednesday mornings
because he runs his

company with a plan

David Pursell

that's always looking forward. In fact, in-
structing at a local school even when his
company is still churning out production is
part of the plan, too.

Says Pursell with a wry grin, “Teaching
helps my company attract great graduates
and students that make my life much easier.”

Getting off on the right foot

the grounds way

BY JASON STAHL / MANAGING EDITOR

i stitch in time saves nine.” “Pre-
pare ahead of time for all possi-
ble scenarios.” “Pre-plan and
carry through with the plan.”

No matter what grounds manager we
talked to, all repeated the same general
theme about how to get off to a fast start
in 2003: prepare ahead of time. And the
tasks they mention to get ahead of the
game are amazingly obvious; the real chal-
lenge is organizing and managing your time

start

strateqies

Are his falls busy? You bet. Sometimes
Mississippi’s growing season extends well
into the fall and, even when it doesn'’t, his
crews are planting pansies, cleaning prop-
erties and removing leaves until mid-De-
cember. Then it's time to break out the
Gardener Training Manuals from parent
company ValleyCrest Maintenance. Pursell
says that this formal instruction gives his
key employees an opportunity to increase

well enough to ac-
complish those tasks.

“Right now we're prioritizing our pro-
jects and deciding what should be at the
top of the list,” says Todd Cochran,
grounds manager of the Bergen County
Department of Parks, Hackensack, NJ.
“We want to do everything, but realistically
you have to pick what you do well.”

He focuses on what will keep him ahead
of the game. Staying on top of one task

Todd Cochran

their value to his company and its cus-
tomers. It also allows them to earn more
for themselves the following season.

“The winter is when our foremen really
grow," says Pursell. “It would be too hard
to give them this kind of training in the
summer when they're so busy.”

And, oh, by the way, adds Pursell, “I
sell aggressively during the early winter.

continued on page 30

leaves room for your crew to focus on the
next one. You don’t want to be playing
catch-up when the busy season hits.

Remove all leaves prior to the first
snowfall. “If you get behind, it's that much
harder to pick up wet leaves,” says Ellen
Newell, landscaper manager at Utah State
University. You can't afford to have your
crew, which likely is short staffed due to
budget cuts earlier in the year, get pushed
even more to the limit.

Another important thing to do before
it snows is get your snow removal equip-
ment ready. “We're already looking at the
snow removal season even though we're
jumping into leaf removal,” Cochran says.
“We're dusting off the spreaders, lubing

continued on page 32
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continued from page 29

That's when | can grow the business and
pick up additional properties.” His goal this
fall is ambitious for an operation his size —
an additional $12,000 in revenues a month
for 2003. “That would allow us to basically
add another crew next spring,” he says.

Know where you are

Pursell has set this goal because he knows
exactly where his company is this season,
both financially and in terms of produc-
tion. That's the first, and perhaps most im-
portant, step in planning for next spring —
know where you are.

U.S. Lawns facili-
tator Fred Haskett, a
former business
owner himself and a
25-year industry vet-
eran, goes into more
detail about systems
that help owners start
each new season effi-
ciently and aggressively. He lives in St. Louis
and travels extensively in the Midwest and
West, nffering support to franchise owners.
Planning for the next year, he says, actually
begins just weeks after the spring rush of the
present season. Start when summer has set-

Fred Haskett

tled “That's when we make revenue projec-
tions, " he says, describing them as financial
snapshots that alert owners to adjustments
they may have to make to meet the current
season’s goals.

That exercise also signals the approach
of the fall renewal and selling season. Cus-
tomer contacts made in August and Sep-
tember lead to renewals and sales in Octo-
ber and November, says Haskett.
Developing a realistic “sales action plan,”
he says, s essential in building next sea-
son's book of business.

The owners he works with know their
sales closing rates, so it's a simple exercise
for them to determine how many contacts
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10 late-season “must do” items

Prepare a staffing plan. Labor your

biggest expense in delivering land-
scape and lawn care services. If you
plan to use H28B seasonal foreign work-
ers in March, and you haven't bequn
the process to recruit them or get them
certified, get cracking now. Generally,
the process takes 120 days.

Analyze and audit your customers.

Do they fit the profile you want to
serve? Are they profitable? Drop those
that don't fit or aren’t profitable.

Get contracts signed. Many prop-

erty managers and owners build
next season’s budgets in the fall, just
like you. While you should have been
booking ‘03 business by late summer or
early fall, some clients and potential
clients are still signing contracts. Make

that final effort to sign the jobs that

you want,

Get involved in clients’ budgeting.
Sometimes they will welcome your
input. It can be a relationship builder.

Train key managers and foremen.

Allow them to attend turf and
tandscape conferences, or perhaps take
business or communications classes at a

local college or trade school. Insist that

they must make and how many proposals
they must write to attract the volume of
business they desire next spring. “It's best if
they break it into daily and weekly goals. It's
not as forbidding that way,"” says Haskett. “Tt
allows them to get their arms around it."

As the end of the year approaches, his
franchise owners also receive an annual
scored evaluation that provides a detailed
look at their operations, pointing out
strengths and offering solutions for areas
needing improvement. Owners rely upon
this information as they budget and de-
velop their annual business plans.

Details, details
“If you're a halfway decent businessman,
you're always thinking for more than just

they come back with ideas for improv-
ing efficiencies, allowing them to ad-
vance their careers as they become

more valuable to your operation

Prepare for winter sales. If you use

telernarketing, check your state
regulations. They may have changed
Have your sales literature and program

ready to go when you are

Review your marketing strategy

Many small companies rely upon
quality service and word of mouth to
build business. That works fine. But if
you rely upon direct mail, billboards or
any other marketing strategies to build
business, now is the time to review
their effectiveness,

Plan for equipment and chemical

needs. Visit trade shows
Strengthen relationships with vendors
Can you take advantage of pre-season

discounts?

Clean, paint and repair equipment.

Start the season with reliable tools
You can’t afford breakdowns, particu-
larly in the spring.

Start planning now. What are

you waiting for — Christmas?

the moment,” adds Terry Kurth, Madison,
WI, who several years ago joined with a
small group of other lawn care entrepre-
neurs to own and promote the Weed Man
network in the United States. Indeed, it was
the organization's detailed approach to
planning, forecasting and budgeting that
most impressed him, he says.

Like Haskett, he stops to do a “picture
in time” of his company in early summer to
make sure it's in line with his business plan,
“Then we adjust from June through the rest
of the year," says Kurth. That lays the foun-
dation for next season’s planning.

“We break down just about everything in
the business, almost to our paperclips,” adds
Kurth. “This includes source of sales, all

continued on page 32
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continued from page 30
costs, the product that we use. We do this
round by round and we do it in detail.”

Don't go it alone

Owners often try to do too much on their
own as they prepare their companies for
the coming season.

“When we begin the process, we sit
down with our administration and with
our production and we ask what do we
need? What's working? What's not work-
ing? We determine exactly what we want
to do next season," says Jon Cundiff, Turf's
Up/Weedman, Kansas City. Supervisors
prepare “wish lists” that may or may not
find their way into next season’s budget.
Cundiff makes the hard decisions when he
completes the budget in November.

“One of the big jobs is to match person-
nel with production and to determine if we
have the right people in the right places,”
he adds. “We determine who our top per-
formers are, what we're going to do to
manage next season's production, and if
we will need additional people.”

Fast start
checklist

Fix equipment, spec new
equipment
Prep snow removal equipment

Get jump on leave removal
before snow hits

Piant flowers now for spring
events

Fix irrigation systems
Save certain plants from frost

Complete composting if
necessary so you can add it to beds

Review job descriptions with

focus on efficiency

Jim Oyler, Dora
Landscape, Orlando,
FL, also seeks input
from managers
within his firm. “We
will sit down on the
weekend prior to
Halloween and have
a round robin session
with everybody in the office and talk about
next year,” he explains. “Then, all of the
managers will go back and put together
their plans and report back to me by the
end of November.”

Because there is no slow season in
Florida — just a slightly less busy season —
he wants Dora Landscape off and running
with the start of a new year. “Even with
the maintenance, although we have a fall
cutback, everyone here is pretty much on a
12-month schedule,” he says.

Jim Oyler

Analyze your customers

The fall is an excellent time — perhaps the
best time — to separate your profitable cus-
tomers from those that don't fit your com-
pany profile, adds Bob Kinnucan, president
of the Kinnucan Company, Lake Bluff, IL.

“We analyze our existing clients and

audit each account,” says Kinnucan, relying

continued from page 29
snow plows.” '

In general, winter's the ideal time to
focus on all of your equipment to make
sure it's ready for another year's worth
of abuse.

“We look at what we're going to tear
down and rebuild, and what we might auc-
tion off,"” Cochran says. “We also look at
our equipment needs — what new ma-
chine we need to buy and what repair
parts we need to order.”
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upon his 32 years of landscape experience.
“We want to determine the value of each
account. We're looking for clients that fit
our client profile. We tally up all the ser-

' vices that we provide
for each customer,
and that’s what that

account is worth.”

Do you have to
build a perfect “head
start” plan? No way,
What's important is
to have a plan.

“Our budgeting process is not perfect
but at least it's a plan; it's a path,” adds
Mike Russo, Russo Landscape, Windsor
Locks, CT. “We work on it in November,
which is a good time because we have the
numbers for the first three quarters and it's
time to begin making our sales projections
for next year.

“The trick is to set up a system to keep
all the information that you need reported
to you in a streamlined manner. You don’t
want to have to reinvent the wheel every
fall,” he says.

Not everyone’s plan will be exactly
alike, but owners that consistently get off
to a good start each spring have one thing
in common — they plan early. 1m

Newell of Utah
State has a more spe-
cific goal with equip-
ment. “We try to stay
one season ahead,”
she says. “We order it
in December so we
have it ready in
she's bringing a co-worker with her to the
purchase new spraying equipment — and
it’s only November.

Ellen Newell



Nip it in the bud

Preparing for the coming season can also
mean taking care of a problem before it
gets too big. A classic example of that is
Newell’s battle with budget cuts last
year. Figuring it could happen again, she
and her crew took on additional land-
scape installation work to save her main-
tenance budget.

Diane Weiner, superintendent of horti-
culture and landscape at Mohonk Moun-
tain House, New Paltz, NY, also has an
eye on the future. She's reviewing all of
her co-workers' job descriptions to find
ways to do things more efficiently. How?
By knowing who's willing to transition
from part-time to full-time or vice versa, : _
Weiner says. “That way, if we do have | ¢
budget cuts, we can handle it. We can
transition people from full-time to part-
time or, if we have a windfall, we can hit
the ground running.”

“Before we blew out  look at them first,” she says. “We're looking
the lines and winter-  at the entire drainage system to better uti-
ized them, we lize water coming off the mountain and
thought we'd takea  out of dug wells.” um

£

‘Get rid of your
Count on a drought y

mrareal wheelbarrows!
head almost every year now, so this offers a @

perfect opportunity for grounds managers

o s i o W itee manege: The BT 40 Pneumatic Delivery System, the
R el O hras ey O most powerful blower system on the market.
you anticipate restrictions, sometimes * Deliver landscape products faster, smoother, and with less
you're better off postponing putting in ex- frustration.
pensive plants. It's about postponing pro- * “One-Touch” remote control gives the operator precise control of
jects or rethinking future ones.” the entire system.
Newell says she and her crew conduct ¢ No-hassle hose system; no internal
repairs on their irrigation system even after restriction at the hose joints, less joints
the water has been drained out prior to to drag across your customer’s lawn, no
winter. She was also recently named to leakage to clean up.
Utah State’s environmental task force, When you want the best,
which will be targeting water manage- there’s really only one choice...

ment. “We're going to come out with
guidelines for the environment, and a big
part of that is plantscapes,” she says. A new
state-of-the-art irrigation system should
help their endeavor.

Diane Weiner and her crew are busy
repladng their irrigation system this fall. PO Box 40490 * Eugene, OR 97404 U.S.A. * 800/269-6520 e www.petersonpacific.com

Circle 118
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Landscape contracting

BY JASON STAHL /
MANAGING EDITOR

t's no surprise that Wayne
I Richards still holds clear
memories of he and his
grandfather, Paul, running their
part-time gardening service in
the early 1960s. That experi-
ence left an indelible mark on
him that hasn’t faded with age.

“He was hard on me, but
fair,” Richards says of his grand-
father. “He knew how to praise
me when | did something right.”

Richards inherited his entre-
preneurial spirit from both his
father, who owned a service
station, and his grandfather.
These were men who “con-
trolled their own destinies,”
Richards says, “and taught me
that all I had to do was work
hard to do the same.”

After a brief attempt at col-
lege, Richards got his draft no-
tice and joined the Navy to “see
the world.” After the Navy, he
went back to school, taking
night classes while working
part-time. Eventually, he eamed
a degree in omamental horticul-

ture with an emphasis in agri-
cultural education from Califor-
nia State Polytechnic University.

After graduation, Richards
was hired as an agricultural ed-
ucation teacher at Indio High
School, Indio, CA. At the time,
he had a young family, so he
did landscaping jobs on week-
ends. When he was told there
would be no summer employ-
ment at the school, he started
his own landscape company.

He ran the company suc-
cessfully for two years, but real-
ized he and his wife didn’t want
to spend the rest of their lives in
the Southern California desert.
Through Cal Poly University,
Richards heard about a job po-
sition with Cagwin & Dorward
Landscape Contractors, No-
vato, CA.

At the time, Cagwin &
Dorward, founded in 1955,
was a landscape construction
company with an emerging
maintenance department
headed by Dennis Dougherty.
Richards and Dougherty hit it
off, and Wayne was hired as an
operations manager to help

Dennis grow the maintenance
department. When Richards
joined the division, annual
sales were $500,000 from
three branch offices. Today,
the maintenance department
brings in $18 million from

13 branches.

From his start at Cagwin &
Dorward, Richards attended
California Landscape Contrac-
tor Association conferences. In
1981, he went to his first Asso-
ciated Landscape Contractors
Association (ALCA) meeting.

That began 20 years of in-
volvement with ALCA, includ-
ing stints on its Board of Direc-
tors, Exterior Landscape
Division (Chairman), Safety
and Awards Committee
(Chairman), and as a member
of ALCA's Crystal Ball Com-
mittee. He currently partici-
pates in the association’s men-
tor program.

Today, Richards is vice
president/chief operating offi-
cer/part-owner of Cagwin &
Dorward, which will earn $23
million this year. He became a
shareholder in 1981, and,

34 LANDSCAPE MANAGEMENT / NOVEMBER 2002 / www.landscapemanagement.net

CAREER TIMELINE

1976 - Graduates from
Cal Poly Pomona University

1976 - Hired as agricultural
education teacher at Indio
High School

1977 - Starts own landscape
contracting company

1979 - Hired at Cagwin

& Dorward Landscape
Contractors as operations
manager

1981 - Attends first
ALCA conference

1982 - Becomes shareholder
at Cagwin & Dorward

1988-89 - Gets involved
in leadership of ALCA's
exterior landscape board

along with partners Dennis
Dougherty and Steve Glen-
non, eventually succeeded
Tom Cagwin and Dave
Dorward as owners.

Richards credits the special
culture of the company that
has been there since the begin-
ning for its success. “You have
to have a really trusting envi-
ronment that lets people take
chances, make mistakes, and
treat those mistakes as learning

experiences,” he says.



BY JASON STAHL /
MANAGING EDITOR

hen you listen to
Ellen Newell's life
story, you realize

she was born to be a grounds
manager.

Shortly after she learned to
walk, she held one end of her
father’s saw as he cut down an
appletree. By nine years old,
she was mowing neighbors’
lawns. In her spare time, she'd
work in her parents’ vegetable
garden or pick wild berries in
the woods and make jam.

At six years old, she took a
trip with her family to
Williamsburg, VA, which only
strengthened her love of na-
ture. “That was a big influence
on me,” Newell says. “I loved
the flowers, the maze of yew
trees at the governor’s place
and the old boxwood gardens.”

Originally, she wanted to be
a farmer, and in high school
she remembers “reading every
agriculture book I could get a
hold of.” She chose to pursue
her education at Utah State

Ellen Newel

Grounds management

University simply because she
could take many agriculture
and plant courses “without tak-
ing a bunch of other stuff.”

During her summer breaks,
she worked at a 634-acre veg-
etable farm in her native New
Jersey. "It was hard work, but |
enjoyed it,” Newell says. “It
strengthened my desire to do it
as a living later.”

Newell graduated from
Utah State in 1976 with a B.S.
in plant science. That same
year, she was hired as an hourly
employee of the Facilities
Maintenance division. "I did
everything — mowing, spray-
ing, pruning,” Newell recalls.

She still laughs about some
of the memories from those
days. One moming, the crew
got called in to remove snow,
but Newell's truck wouldn’t
start and she got there late.
Once she arrived, the work
was almost done, but still she
grabbed a shovel and heaved a
couple of mounds of snow out
of the way. A newspaper pho-
tographer took her picture for
the daily news.

“So I ended up making the
newspaper, while all of the
other guys who did all the
work didn’t,” Newell says.

Good-natured teasing en-
sued, and the seeds of a strong
relationship with her co-work-
ers were planted. Today, 26
years later, that relationship is
one of the keys to Newell's
success as head of the crew,
and it’s kept her from feeling
uncomfortable as a woman on
a male-dominated crew.

At the urging of her former
boss, Newell joined the Profes-
sional Grounds Management
Society (PGMS) in 1993. A
year later, she and her crew
eamed a Grand award from the
association for outstanding
grounds management. Newell
became a certified grounds
manager (she was exempt from
getting certified but thought
she should set a good example
for her crew), and eventually
was appointed to PGMS's Ex-
ecutive Board to represent the
far west coast.

“1 enjoy going to the confer-
ences and meeting people from

CAREER TIMELINE

1976 - Graduates cum laude
from Utah State University
with a B.S. in plant science

1976 - Hired as hourly
employee of Utah State
University’s Facilities
Maintenance division

1993 - Promoted to position
of landscape manager at
Utah State University

1993 - Attends first
PGMS meeting

1999 - Elected to PGMS's
Executive Board

2002 - Plans to run for
treasurer of PGMS

all over the country,” Newell
says of her experience with
PGMS. “It gives you a lot of in-
spiration and motivation.”

Newell has ambitions of be-
coming president of PGMS one
day. In the meantime, she’s fo-
cusing on issues like water
management, which, after four
straight years of drought in the
West, has become a big issue.

“We're taking our responsi-
bility for water management
very seriously,” Newell says.
“We need to make sure we are
an example in how we use

water and other resources.”
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of

the Year

Bill Hoopes

BY RON HALL /
EDITOR-IN-CHIEF

ut for the Beatles, the
B lawn care business and
one of its most recogniz-
able companies, Scotts
LawnService, would look a lot
different than they do today.

How? That's impossible to
say, but certainly they wouldn't
have the same energy or vital-
ity. These qualities best de-
scribe a skilled and respected
trainer whose efforts have
touched thousands of industry
professionals and who, in re-
cent years, has emerged as one
of its most dynamic leaders.

His name is William “Bill"
Hoopes, and as a young man
fresh out of Ohio Wesleyan
University he was playing in a
folk trio and making the circuit
around Columbus, OH.

Then, the so-called British
Invasion arrived.

“The Beatles killed us,” he
recalls. “All of a sudden, folk
wasn't cool.”

Folk trios aside, Hoopes'
journey to professional lawn

care was a roundabout one de-
spite growing up in the shadow
of The Scotts Company in
Marysville, OH.

After a brief stint selling alu-
minum, Hoopes joined Scotts’
consumer lawn care business.

“The first thing they did at
Scotts was put me in a training
program called Scotts Training
Institute,” he explains. “I
walked into the STI class and
this guy gets up and goes
through with his thing, and
within five minutes | remem-
ber going, “That's the job for
me,’ and | jumped up out of
my chair and went straight to
the main office, met with the
vp of sales and said, ‘Right
company, wrong job."”

Bill became manager of STI
in 1981. The department trained
major Scotts retailers at the
headquarters and through one-
day seminars around the U.S.

That job led to Hoopes being
promoted to manager of Scotts
Pro Turf Training Institute
(PTT), handling the creation and
technical training programs for
golf course superintendents.

It wasn't until Hoopes
joined Barefoot Grass, Wor-
thington, OH, in 1985 that he
became a full-fledged partici-
pant in the professional lawn
service industry as director of
training. He also had opera-
tional responsibility for the
company’s Texas region.

Barefoot became the na-
tion's second largest lawn ser-
vice company with annual sales
of $125 million before being
purchased by TruGreen-
ChemLawn in 1997. After
spending a year with that orga-
nization, he returned to Scotts
as Director of Training, Devel-
opment and Regulatory Affairs
for Scotts LawnService, which
was just getting started.

Bill has been one of the most
visible members of the Scotts
LawnService management team,
which has grown the operation
to locations in 55 markets and
2002 sales of $90 million.

Hoopes says many people
with the organization are con-
tributing to its success, but he
says the successes within his
own career are largely due to
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CAREER TIMELINE

1973 - Hired as Scotts
Northeast Ohio sales rep

1980 - Becomes manager
of Scotts Professional Turf
Institute

1985 - Hired as Director of

Training for Barefoot Grass,
Worthington, OH

1993-99 - Serves two three-
year terms on the PLCAA
Board of Directors

1997 - After the sale of
Barefoot in 1996, becomes
manager of regulatory
affairs for the Consumer
Services Division of Service-
Master Corporation

1997- Joins Scotts new
Lawn Service as director of
training, Development and
Regulatory Affairs

1997-2000 - Chairman of
the PLCAA Education and
Conference committees

2000 - PLCAA vice president

2001 - PLCAA president
elect

2002 - PLCAA president

one person — Debby, his wife
of 24 years. “Debby deserves
lots and lots of credit for keep-

ing me propped up,"says Bill.
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POND INSTALLATION

pon insta

Low=-voltage pond kits can

save you time and money by turning

pond projects into one-day operations

BY JEFF MCGRADY

ater gardens add
the perfect touch
to any landscaping
project. Creating
that perfect touch
can be tough to
achieve for land-
scape professionals, but it doesn’t have to
be if you have the right tools.

Creating a water garden can be an
easy one-day project if you use an inte-
grated low-voltage pond kit that contains
everything needed to create the pond.

The time and money you save can be
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used for other pond installation and land-
scaping projects.

With a low-voltage pond kit, you don't
have to hire an electrician or obtain an
electrical permit. You can install a low-
voltage pond kit up to 50 ft. away from an
existing GFCI outlet. Kits are available that
run on a 12-volt power supply, using the
same technology as low-voltage outdoor or
pond lighting.

Five basic steps
There are five basic steps to installing a
water garden:

Determine the pump size for the
pond. Use the following formulas
to determine the water capacity of

your pond: for a circular pond, multiply
the top diameter (in ft.) by the bottom di-
ameter (in ft.) by the depth (in ft.) by 5.9.
For a rectangular pond, multiply the length
(in ft.) by the width (in ft.) by the depth
(in ft.) by 7.5.

Example: You've dug a pond with a
maximum length of 8 ft. and a maximum
width of 5.5 ft. The maximum depth of
the pond is 2 ft. You would use the rectan-
gular pond formula to calculate water ca-
pacity in gallons: 8 ft. x 5.5 ft. x 2 ft. x7.5
= 660 gallons.

Here's a minimum rule of thumb: The
pump flow should be large enough to re-
circulate the pond water at least once every
two hours. 660 gallons per hour divided by
2 equals 330 gallons per hour pump mini-

continued on page 42
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POND INSTALLATION

The low-voltage wire can be buried in
mulch so the customer can focus on the
beauty of the newly-installed pond.

continued from page 40
mum (use a 400 gph pond kit). Note:
There are several other factors to consider
when sizing a pond pump, including pond
location and the amount of plants and fish
in the water garden.

Install the liner and fill the pond.

Once you've selected the pond

kit and dug the hole, you can in-
stall the liner. Line the bottom of the
pond with a layer of sand or underlay-
ment to provide a protective surface for
the liner. Carefully drape the liner
across the pond, making sure it overlaps
equally on all sides. Contour and smooth
the liner to the inside edges and the bot-
tom of the pond. Secure the edges, if
necessary, with a weighted object to
hold it in place.

As you fill the pond with water, pull
the edges of the liner up and smooth out
any creases around the inside walls of the
pond. Try to minimize the amount of
folds in the liner. Some folds are in-
evitable, but the less you have, the better
off you'll be.

Install the power pack and low-volt-

age controller. If you're using a low-

voltage pond kit, mount the 12
VAC power pack near a GFCI outdoor elec-
tric outlet. Place the controller next to the

pond site. Route the low-voltage cable from
the power pack to the controller. The low-
voltage wire can be buried in mulch, rock or
sod. The maximum distance between the
power pack and the controller is 50 ft. Insert
the two wires of the power pack cable into
the terminals on the bottom of the controller
and tighten with a screwdriver.

Install the pump and the filter. Place

the control valve from the fountain

kit onto the top outlet of the
pump. Tighten the telescoping extender
onto the control valve and attach the spray
pattern head to the top of the extender.

Attach the 5/8-in. inlet tubing to the

side of the control valve that will face the
above-ground filter. Set the pump in the
desired location of the pond. Route the
tubing to the filter site. Insert and tighten
the two wires from the end of the pump
cord into the controller terminals.
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Position the above-ground pond filter
above the edge of the pond where you
placed the inlet tubing from the pump. Se-
cure the 5/8-in. tubing lightly onto the water
inlet. Trim any excess tubing. Secure the 1
1/4-in. discharge tubing to the water outlet
at the bottom of the filter body and extend
the other end over the edge of the pond.

Install the underwater lighting.

Set the supplied low-voltage

light in the bottom of the pond
or on one of the plant shelves. Weigh
down the light base with rocks or pebbles
to prevent it from tipping or floating. In-
sert the two wires from the end of the
light cord into the controller terminals
and tighten the screws.

Final preparations
Before stocking the pond with plants and
fish, | recommend that you remove the
chlorine from the water and allow the bio-
logical filter to mature. A complete pond
kit should include chlorine and chloramine
remover, along with measurement guide-
lines, The biological filter must operate
three to four days after the pond is filled in
order to build up the healthy bacteria
needed to purify the pond water.
These are the basic elements for creating
a water garden for your customer. It's simple,
quick and economical, particularly if you use
a low-voltage pond kit. Low-voltage wiring
will also give your customer an added feature
of safety, especially when they or young
children are near the water garden. 1w
— The author is the marketing manager of
Wayne Water Systems, Harrison, OH.
He can be reached at 800/237-0987.
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LANDSCAPE CONSTRUCTION

> Be ready for

erosion rules

accounts for 80% of all U.S. water quality viola-
tions, and it costs the world $400 billion yearly. The
CE News reports that 20 to 150 tons of soil per acre
are lost yearly because of runoff from construction
sites alone.

As a way to reduce runoff and the resulting ero-
sion, next March will see an extension of the Na-
tional Pollution Discharge Elimination System
(NPDES) rules, which control sediment migration
13 from construction sites. While Phase I of NPDES

S affected properties with ground disturbances of over
five acres, Phase Il regulates construction activities
on lands of only one acre. This is approximately
97.5% of all acreage under development, according
to the CE News.

Knowing the.new‘m rules will
eliminateé hassles and open your eyes

to new business opportui\ities in
Landscapers beware

landscape construction General contractors will bear the brunt of these

BY CINDY GRAHL

tormwater runoff from construction
sites is a detriment to America’s
water quality. It washes sediment
into our bodies of water, along with
chemicals and oil. This runoff also
swells streams beyond capacity, erod-
ing their banks and destroying plant
life and animal habitats.

The problem is huge. The U.S. Department of
Agriculture says we lose more than two billion tons
of topsoil yearly due to erosion. Stormwater runoff

rules, needing NPDES permits for all sites larger
than one acre and stormwater management plans
completed before the first shovel of earth is turned.

But landscape professionals will also be affected
by the law. Landscapers, says Grant Davis, execu-
tive director of the Bay Institute of San Francisco,
Nevada, CA, are the second biggest users of water in
many drought-ridden states, after farmers.

Despite this, awareness of erosion control and
Phase Il requirements among landscapers varies
from region to region. Those on the East Coast are
“light years ahead of the game,” says Ed Stein, pres-
ident of the International Erosion Control Associa-
tion (IECA), due to already stringent regulations
there. While those in the West are also coming on
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strong with erosion control, he notes, Midwestern-
ers and Southerners are just beginning their learn-
ing curves.

One Midwestern landscaper just entering that
curve is Barry Morton of Morton's Landscape De-
velopment, Columbia Station, OH. NPDES Phase
I means that how water is managed on a site must
be determined and accounted for even before con-
struction begins, he says, so “everyone is getting on
the bandwagon for Phase I1."

According to Roy Nelsen, manager of technical
services at North American Green, Franklin, NC, al-
though erosion control impacts construction engi-
neers and developers most heavily, landscape con-
tractors and designers are the ones who bring their
knowledge of water use, ground covers, turfs and
project aesthetics into the process.

Phase Il of NPDES offers a huge opportunity for
landscape contractors, agrees the Bay Institute's
Davis, ushering in new business growth. “Tt will
mean a huge increase in jobs for people skilled in
working with native and drought-tolerant plants,” he
says. Indeed, he adds, it can even mean things like
remediating parking lots to be “green” areas that re-
duce runoff.

Changes ahead

According to Jason Giles, director of development
and an erosion control expert at Rexius/Express
Blowers, Eugene, OR, Phase II will take some ad-
justment in how landscapers do business. “They
were formerly called in at the end of a project to
finish up with soil stabilizing and seeding,” Giles
says. “They will now be called in at the beginning,
before grading even starts. A full-service land-
scape contractor should be involved in this para-
digm shift.”

IECA's Stein agrees that landscapers can no longer
be relegated to the end of a project. Requirements for
frequent stabilization, depending on slope, mean
multiple visits by landscapers for seeding or mulching.
And that increases staff time, material costs and pa-
perwork. Not only that, he says, but landscape de-
signers must get used to the idea that “their ideas will
no longer be rubber stamped as approved.”

A new role for compost

One of the by-products of Phase Il will be a new respect for compost as a
way to reduce erosion, says Rod Tyler, owner of Green Horizons, Grafton,
OH. He notes that compost products hold moisture, release nutrients
slowly, bind or remove pollutants, shield soil from rain and allow cover-
age of seed if seeding is being used for vegetation.

Erosion control products using compost, such as socks, berms and blan-
kets, Tyler says, will become popular because compost is always available
locally and the products are efficient. They're all-organic and allow for fil-
tration, and they can be reused and run over by equipment. In addition,
says Tyler, there's a favorable cost differential.

Less cost

According to Jason Giles, director of development and erosion control ex-
pert at Rexius/Express Blowers, Eugene, OR, the use of compost creates a
sustainable loop with erosion control as a large part of it. “You can get
long-term benefits and pay for them only once, while you eliminate syn-
thetic products that don’t do as well,” he says.

The U.S. Composting Council notes that compost applications cost about
a third of what synthetic blankets do, and composting solutions halved the
cost of one streambank restoration over the cost of hard solutions.

Using compost to help establish vegetation with seeds is known as ter-
raseeding. Not only can this practice be used on slopes, it, unlike hydroseed-
ing, has been shown to extend the growing season by holding the heat in
the soil longer and offering a longer seeding opportunity than straw.

Blow it in

Compost that fills the filter berms and socks for pond or stream bank ren-
ovation is blown in with blower trucks. Landscapers, says Tyler, can save
money in the long run with the new small blowers as they can free up
from three to five workers on an average muich installation and deliver
many products efficiently.

Blower hoses offer easier access to a site and have a minimum impact
on surrounding plants, compared to the heavy equipment needed for re-
taining walls or rip rap. Blowers can also work vertically, allowing for
rooftop work for planters or even green roofs.

Barry Morton is one of many landscapers gearing up for the changes
brought by Phase Il by buying a new blower truck for creating compost
berms and filter socks. This fall, he tested the equipment on a project for
a nearby municipality.
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Jim Daulton, assistant vice president of
American Civil Contractors, Littleton,
CO, agrees that Phase II will change
things. Since general contractors can only
open an acre or two at a time, he says, “sur-
prisingly large amounts of mulch will be
needed, so unit costs go up. Thus, contrac-
tors must really know what they're doing
to submit realistic bids based on knowledge
of erosion control costs so that all players
are playing on an even field.”

The new law, adds Giles, means land-
scapers must become proactive, refocusing
on their timing — “selling at the front end
and during bidding, and blending what
they do at the back end of a project with
what needs to be done up front.”

According to Giles, erosion control is be-

coming ever more technical, with “standards
getting higher, practices more sophisticated,
monitoring more prevalent and thorough,
and quality more of an issue. Landscapers
will have to raise the bar to come in as ex-
perts,” he says, knowing “not only best prac-
tices but also the cost-effective ones, so bids
reflect the reality of the marketplace.”

Best management practices

In erosion control, best practices are key.
Because landscape contractors need to keep
control of a project during the active phase
of construction, according to North Ameri-
can Green's Nelsen, they must expand
their use of erosion control techniques on-
site. Fortunately, the tools and techniques
for erosion control under Phase I, called

Best Management Practices (BMPs), exist,
and they're many and varied.

The requirements for BMPs needed
begin with the EPA setting rules that are

then delegated to the states to enforce,
with oversight moving down to the
county and municipal level. Goals to be
met by the municipalities include con-
trolling both construction site and post-
construction runoff. It's a hodgepodge of
regs, says Giles, with protocols on what's
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Proper irrigation techniques

acceptable varying from watershed to
watershed.

“There is beaucoup room for interpreta-
tion," adds Tom Master, president of Wol-
bert &Master, Edgewood, MD. He notes
that states and counties will have varying
requirements, with a possibility that the
feds will trump them all. Plus, he adds,
“you're dealing with sediment guys,
stormwater guys, nutrient guys,” all with
different agendas.

The BMPs most important to landscap-
ers are structural BMPs, including such
things as wetlands creation and rain gar-
dens, infiltration BMPs such as trenches,
and treatment controls such as fltration
devices. Regulated municipalities can de-
velop their own lists of BMPs to be used,
and databases of BMPs are meant to guide
those in regulated industries. Thus, the im-
plementation of NPDES Phase II is more
flexible than was that of Phase 1.

Be aware that many BMPs are products
used to control sediment migration. These
vary from “soft” to “hard,” depending on
the water force they must withstand. One
end of the spectrum begins with straw
bales, coconut fiber and hydraulic mulches,

and then includes rolled erosion control

products, blankets, berms and socks, geot-
extiles, and permanent turf reinforcement
mats, finishing with harder controls such as
concrete embankments or rip rap.

Choosing the right BMP

Part of choosing the right BMP for the job
is factoring in its overall costs, and many of
the new BMP strategies can save money on
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a project. For instance, the number of
plantings on a site can be reduced by bal-
ancing the spacing of plantings with the
right erosion control products.

Rod Tyler, owner of Green Horizons,
Grafton, OH, says that preventing erosion
by keeping soil in place with such products
is 90% to 95% effective, while sediment
control after the earth has begun moving is
about half as effective.

Davis advises landscape contractors to
build the use of BMPs into a project from
the start, including the use of the right
plantings and minimal water use as well as
actual products. He praises the flexibility in
Phase Il that lets contractors choose from a
large range of such strategies. This flexibil-

ity, he says, makes use of the most appro-

priate responses for a particular site, “to let
the industry deliver better results and keep
things on a voluntary basis, avoiding in-
creased regulation down the road that
could sledgehammer in solutions that

might be less efficient.”

Take advantage of vegetation
One erosion control area where landscap-
ers can shine is in the use of vegetation for
erosion control. Vegetation is key, says
Nelsen, because “people want green,” and
vegetation is what landscapers provide.
Vegetation, including turfgrasses and
spreading and ornamental ground covers,
reduces soil detachment and migration, as
well as the amount of water leaving a site,

in addition to slowing water velocity when

used as a channel liner. However, soil must
be protected until the vegetation is estab-
lished, which can take between two to five
years with certain ground covers, calling
for the use of one of the BMPs above.
Linda Novy, owner of Gardener’s Guild,
Marin County, CA, also hopes that landscap-
ers use Phase Il to take a broader approach to
erosion. “We must concentrate on erosion
control, but remember that it also includes
proper irrigation management practices to
prevent overwatering, which wastes both

sediment and nutrients in the soil,” she says
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At left, soil is protected until
the turfgrass-grows in. Here,

the turfgrass is an effective
erosion control device.

And when using vegetation to control
erosion, Novy advises, consider using in-
digenous plants and drought resistant
plants that demand less water. Finally, she
concludes, educate customers about ero-
sion control and explain why you do what
you do, realizing that your activities impact
an entire ecosystem.

Hit the books

Landscapers facing Phase Il requirements
have a number of ways to learn more
about erosion control. IECA's Stein says
that the group, made up of engineers, reg-
ulators and others, has workshops around
the country that have been well-received,
as well as distance learning opportunities
covering erosion control from the basics on
up. See their Web site at www.ieca.org
for more information.

The Bay Institute’s Davis suggests
working with local regulatory bodies and
associations. He works closely with Linda
Novy, who also recommends government
resources such as a county wetland biolo-
gist with whom she confers about wet-
land plants.

Daulton notes that his company,
American Civil Contractors, has 39 ero-
sion control specialists certified with
IECA who work closely with the Col-
orado Contractors Association and with
the state department of transportation.
DOTs are a good source for any contrac-
tor wanting to learn more about stormwa-
ter control, adds Giles.

Another useful Web site for learning
includes the EPA's NPDES site at
www.epa.gov/npdes/menuofbmps. It
includes lists of BMPs for stormwater man-
agement under Phase II as well as more

general information that will answer any
question relating to NPDES.

Landscapers must realize that NPDES
Phase Il is on its way, so those at the begin-

ning of the learning curve had best begin
learning. “The talking is over,” says
Daulton. “This year, we will begin living
with the impacts of Phase I1." tm
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Sustainable

Gardeners’ Guild

partners with a major
industrial client in an
ambitious program of

resource management

lanascaping’s SUCcess

BY DR. FERNANDO AGUDELO-SILVA
AND LINDA NOVY

n 1996, Gardeners' Guild began its land-
scape management program at Agilent
Technologies (formerly Hewlett-Packard) in
Sonoma County, CA. The company’s two
major Sonoma County campuses, the Foun-
tain Grove site in Santa Rosa and a facility in
Rohnert Park consist of approximately 70
acres of ornamental landscape, sports fields and less dis-
turbed areas like wetlands, oak woodlands and open
areas of mixed exotics. Bordered by agricultural lands
with suburban interface, the campuses present wide ex-
panses of land with buildings situated to
blend into the natural setting.
A third campus in
Sonoma County

was brought on during late 2001; all three campuses
have been part of the Gardeners' Guild and Agilent

Technologies’ Sustainable Landscape Program. This

article, however, will focus on the challenges and ac-
complishments of the Rohnert Park site.

Back in the day
In 1996, this site included 15 acres of turf and sports
fields, 10 acres of ornamental landscape, several large
areas with invasive perennial weeds and exotic vegeta-
tion, and a five-acre wetland refuge. The landscape
presented a formal appearance with its large expanses
of turf and traditional presentation and selection of
trees, shrubs and ground cover.

continued on page 56
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continued from page 54

The site was designed as an electronic
manufacturing plant in 1984, and 15 acres
of turf were selected for the landscape de-
sign with a purpose: to bio-filter the antici-
pated reclaimed water generated by the
plant. This need was eliminated when a
different application for the plant was cho-
sen midway through construction. This re-
quired Agilent Technologies to purchase
water from Rohnert Park to irrigate their
landscape vs. generating much of its own
landscape water from plant operations.

Rohnert Park at that time couldn’t
meet the water needs of Agilent Techno-
gies, which was then forced to dig a well to
supplement its water supply. As the
drought of the 1980s progressed, the
aquifer supplying water to Agilent Tech-
nologies’ well dried up, and the company
then purchased water from the city. Later,
as Rohnert Park moved to recycled water,
this water supply was provided to Agilent,
which now uses approximately 130 acre ft.
of recycled water annually on its landscape.

No stranger to efficiency

Agilent Technologies was no stranger to
the concept of resource efficiency. In the
early 90s, Agilent initiated a program with
its landscape maintenance firm and a team
from the University of California to study
the effects of naturalizing red fescue in
some areas. The result of the study estab-
lished that red fescue berms, when not
mowed, provided valuable, less disturbed
habitats and were aesthetically pleasing. In
addition, considerable labor and fuel re-
sources were saved by no longer maintain-
ing the berms as manicured areas.

In 1996, there was a clear opportunity
for Gardeners’ Guild and Agilent Tech-
nologies to combine landscape beauty and
functionality with the appropriate use of
resources, This landscape management ap-
proach incorporates ecological guidelines,

VEGETATION COMPARISON TABLE

Plant cover 1996 sq. ft. 2002 sq. ft. % change
Turf 717,570 583,448 -19
vy 88,822 17,768 -80
Tall fescue 582,496 379,237 35
Hypericum 16,192 774 95
Pepper trees 30,000 0 -100
Eucalyptus trees 236,250 0 -100
Willow trees 10,800 0 -100
‘Strawberries 2,796 1,803 36
Butterfly garden 0 8,163 100
Boston ivy 10,000 5,000 -50
Rosemary & grasses 0 250,000 100
Pyrus trees 2,000 0 -100
Honey locust 16 0 -100
Undeveloped 4,819,666 4,420,693 8

efficient use of resources and economic
considerations,

But this kind of resource-efficient ap-
proach needs to be a gradual process. It
requires cooperation and partnership
among all interested parties — horticul-
turalists knowledgeable in sustainable
landscape design and management tech-
niques, and property owners who under-
stand the economic, environmental and
social roles of the property. The landscape
management program at Agilent Tech-
nologies’ plant in Rohnert Park is a real
life example of this process.

Traditional maintenance

A traditional maintenance plan for this land-
scape had been in place since the 1980s.
This plan included application of pesticides
at fixed intervals for weeds, disease and in-
sect control (calendar spraying), ample use
of highly synthetic fertilizers, and intense
grass mowing. Green clippings were being
managed with a more progressive program:
They were stored on a designated portion of
the property and periodically relocated and
disked into fallow land areas, or chipped
and used on open space areas.
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By contrast, Gardeners’ Guild envi-
sioned a program that emphasized restora-
tion of habitat and a more directed and ef-
ficient use of resources. Shortly after
beginning its landscape maintenance work,
the Guild asked FAS Technologies, a com-
pany dedicated to ecological design princi-
ples, to help develop a formal “sustainable
landscape management” (SLM) program
for consideration by Agilent Technologies.
This program included a definition of this
sustainable approach, an assessment of the
sites, and a method of measuring inputs
and outputs.

FAS Technologies explained the eco-
logical methodology that includes energy
flow analysis as a measure of sustainability.
The company recommended that an ap-
propriate method for evaluating the main-
tenance program, from a sustainability
point of view, would be to include an esti-
mation of the energy used in the program
based on ecological methodology. This
methodology would include determination
of the energy demand (measured as calo-
ries or Joules) by the various plant commu-
nities in the landscape.

continued on page 58



LASSIC MOWING BY
WALKER FOR OVER 220

- You need a beautiful mowing
_Job (you are a landscape artist).

,¢ You need to do the job fast
-1 (time is money).

% You need to be easy on the
operator (the operator may
be you).

B You need a Walker Mower.

- If you do not own a Walker,
we invite you to see a Walker
demonstrated on your property.

It's time to move
into classic mowing
by Walker.
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continued from page 56

Agilent Technologies Facilities Manage-
ment embraced this approach and quickly
adopted the concept that sustainable man-

agement would protect and enhance the
natural assets of the property.

FAS Technologies continued to serve as
the technical sustainability advisor to Gar-

ARE YOU READY TO
GROW YOUR BUSINESS?

Join forces with the best known name in lawn care.

eranchiseslertioreSNoeAvalale;

* Financing available

LawnsService

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

Scotts LawnService
14111 Scotts Lawn Road * Marysville, OH 43041
www.scottslawnservice.com

Circle 127
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deners’ Guild and to assist in defining and
shaping goals for the program. The initial
agreement with Agilent Technologies in-
cluded guidelines that would measure the
maintenance program's costs and results in
terms of efficiency, resource use and envi-
ronmental benefits. It was agreed that the
management plan would be modified ac-
cording to the following criteria: Vegeta-
tion that demanded less calorie input for
maintenance would be replaced by vegeta-
tion that demanded less calorie input, in-
cluding native plants, In addition, vegeta-
tion management in less disturbed natural
areas would be improved. Other ecologi-
cally-based management principles would
also be included, such as Integrated Pest
Management (IPM), water management,
resource reuse and the measurement of all
resources used for landscape maintenance,

The efficiency of the maintenance pro-
gram would be assessed yearly, based on
the amount of resources used, as well as
the amount of resources recycled and re-
captured back into the landscape system.
It was also agreed that FAS Technologies
would eventually evaluate the ecological
performance of the landscape program
based on energy flow.

Let's go sustainable

The Agilent Technologies Facilities Man-
agement Department was interested in
moving in this sustainable direction. The
company has a deep sense of environmen-
tal stewardship, and the SLM fit their ISO
9000 model as well as their inherent green
business philosophy.

Company employees also take a vital
interest in the environment (in particular,
many had concerns about pesticide use).
They were kept apprised of the SLM
through "Brown Bag Lunch” talks so that
they could support their company’s invest-
ment in the program. In addition, Garden-
ers’ Guild regularly reported to the Facili-


http://www.scottslawnservice.com

ties Management Department; measuring
its progress against the mutually estab-
lished goals.

The Gardeners' Guild operations team
was aware that its management contract
with Agilent Technologies was priced
competitively and that implementing the

ately reducing these costs.

could be realized by monitoring opera-
tional inputs into the project, which
would inform the program which resource
demands could first be modified to yield

new sustainable landscape management . the greatest savings.

plan would require additional ke o
Therefore, to realize the long-term part- -
nership they wanted with Agilent, a strat-
egy was needed to implement capital pro-
jects that would move the program toward
maintenance efficiencies and a reduction of
labor and materials input over time.

For instance, the Guild team recog-
nized that many of the traditional prac-
tices in place at the Rohnert Park site, like

Sincetthe plan was initiated in 1996, these
strategies have proven effective. Garden- |
ers’ Guild and Agilent Technologies are
realizing a stabilization of maintenance
costs and capital inputs. The specific
changes made in the landscape include:

» Reducing or eliminating excessive
maintenance tasks. For example, by remov-

Furtﬁer saﬁté‘ -

as ivy, hypericum and large lawn areas with
plants that use fewer resources, such as cean-
othus, carpenteria, omamental and native
grasses, and rosernary.
b Transforming small strips of turf with
large trees and parking lot islands into
 pleasing and loose arringements of orna-
mental and native grasses, and mediter-
ranean plants.
» Reducing the amount of organic mate-
rial removed from the landscape through

grasscycling. This practice has also signifi-

The Boys in Green are Back.
And they’re coming to a job-site near you.

Since 9/11, the Immigration and Nationalization Service
(INS) has been more determined and diligent than ever before.

Are you prepared?

You must know that your workers are authorized to stay and

SEE US AT THE GIE SHOW
Booth 2825

work in this country. Why? Because you cannot afford to

lose your workforce to an INS raid during your busiest season.
You need Amigos to stay ahead of the Feds.

Since 1988, Amigos Labor Solutions, Inc. has placed almost

Labor Solutions, Inc.

30,000 legal, dependable seasonal workers throughout the
: U.S. We are H-2B specialists — the first,
and still the best.

www.amigos-inc.com

1-877-3AMIGOS

Call Amigos today. 3 296-1467
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cantly reduced the amount of fertilizers
used on the turf.

» Chipping removed vegetation and
using the chips for weed control in orna-
mental beds. This has been so successful
that virtually no new mulch has been im-
ported to the property except to the newly
installed landscape area.

» Lowering water demand by reducing
the amount of turf and improving irrigation
management, and, in selected natural areas,
turning off irrigation. The indigenous plants
in these areas prefer little irrigation.

Herbicide reduction

The sustainable plan called for a reduction
in the use of herbicides. However, the
transition from densely planted ivy and hy-

RESOURCE COMPARISON TABLE

Site inputs 1997 2001 % Change
Herbicides 6,643 oz. 11,010 oz. *65% increase
Insecticides 89 oz. 64 0z 39% decrease
Mulched areas 275,000 sq. ft. 600,000 sq. ft. 118% increase
Fertilizer 21-7-14 1,274 Ibs. 500 Ibs. 61% decrease
Water (AF) 133 130 2% decrease

*65% increase Is due to intensive scotch broom control and pre-emergent herbicide application in transitioning areas

pericum beds to new plantings with shrubs
and trees and no ground cover presented a
challenge to this plan. After trial and error,
a weed barrier fabric was introduced to use
with the mulch, as the new plantings be-
came established and weed seeds became
less viable. Rosemary and pennisetum oc-
cupy an area that once was turf.

Pesticide use was reduced over the six-
year period. Management approaches, in-

cluding beneficial insect releases (primarily
green lacewings), were successful, and
when these methods weren't appropriate,
ecologically sensistive “soft” insecticides
such as soaps and oils were employed.
Comparable success hasn't been
achieved in herbicide reduction, although
the use of weed barrier fabric with mulch
and management of surrounding natural

areas is reducing some of the weed pressure.

Professional members of the
American Society of Irrigation
Consultants have passed

an extensive peer review and
qualification process.

Working with an ASIC member gives
you the confidence that a highly-
qualified irrigation consultant is on
the job, helping to protect your
interests and your investment.

Contact ASIC to find a consultant near you.

American Society of
Imigation Consultants
221 NORTH LASALLE ST.
CHICAGO, IL 60601
312.372.7090

FAX: 3123726160
WWWASIC.ORG
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The demand for synthetic fertilizers
was reduced by recognizing that the nutri-
ent load in the recycled water and the in-
corporation of grasscycling to turf areas
were maintaining healthy plant growth and
good color in the turf. Throughout the site,
no additional fertilizer is used in the orna-
mental beds and only a small amount was
used on the sports fields, resulting in signifi-
cant savings in maintenance costs and re-
ducing potential impacts on ground water.

For a new 10-acre area, which in 2000
was converted from fallow land to parking
lots and landscaping, Gardeners' Guild
asked Environmental Technical Services
of Petaluma, CA to recommend improve-
ments to the adobe soil. This recommen-

dation has served as a guideline for other

planting areas. Sustane organic fertilizer, a
4-6-4 blend, is utilized in color containers.
Reducing the need to import mulch

was supported by the team's efforts to re-
move dangerous and non-desirable tree
species. These trees, mainly non-native Eu-
calyptus, willows and honey locust, were
removed because of their potential for dan-
gerous limb breakage, sidewalk upheaval
and excessive debris. All the tree cuttings
were chipped, and this mulch was used ex-
tensively throughout the grounds. This
strategic step served many purposes: It
suppressed weeds, improved water reten-
tion, dressed up the appearance of many
beds and eliminated the need to purchase
mulch or dispose of the cuttings.

Conservation of the site's wetlands area

has been emphasized. The five-acre sea-
sonal wetland has weed pressure from the
surrounding open areas. Yellow star thistle,
the primary weed, was treated in 1997
with a release of hairy weevil as a biological
control. Some measure of success was
achieved, and the population is now con-
sidered minor, In addition, scotch and
french broom are now removed by hand.

An integrated water management plan
has resulted in the reduction of water use,
even though the actual planted area in-
creased by 10 acres. This was achieved pri-
marily through hardware upgrades, in-
creased clock programming frequency and
the changes in plant palette. tm

— The authors are with FAS Technologies

and Gardeners’ Guild, respectively.

Buying equipment from one company,
fertilizer and control products
from another, seed from somebody else...

Think about it. Why do business with one supplier for this and another for

that when there is one company that has everything. Fertilizer, seed, herbicides,

insecticides, fungicides and equipment for lawn care L4
maintenance in one place. Plus replacement parts,

protective clothing,

safety equipment, hand rools, irrigation supplies, pest

control prc sducts. ..and more.

Think about it, product, selection
and convenience. Only from...
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athletic turf

PROGRESSIVE ATHLETIC FIELD MANAGEMENT

Strong roots and innovative
thinking bring natural grass

Getting back to

nat

back to Spartan Stadium

BY DEBBIE CLAYTON

ichigan
State
University
(MSU) is
often
lauded for
having the

top turfgrass science program
in the United States. Yet, until
recently, MSU's Big Ten foot-
ball team played on artificial
turf. The synthetic playing sur-
face was installed in 1968
when the university ripped out
its natural grass field to make
the stadium suitable for con-
certs, band camps, field hockey
and other special events.

“They wanted a multi-use
stadium, and natural grass just
doesn’t allow for as much traf-
fic,” says Mark Collins, MSU

for the first time in 34 years.
As Collins is quick to point
out, this is no ordinary grass.
The MSU field is constructed
of 46-in. square trays designed
to snap together for quick in-
stallation and quick removal.

“The university has been
talking about real grass for a
long time, but they weren't
quite ready to give up the flexi-
bility that artificial turf allows,”
Collins says. “When we told
them we had a method that
would allow them to remove
the field if necessary, it raised a
few eyebrows.”

Dr. Trey Rogers, an MSU
researcher specializing in turf
establishment and manage-
ment, perfected the moveable

natural grass method. He
helped create a similar remov-
able surface for the 1994
World Cup Soccer games
played in the Pontiac Silver-
dome — an indoor venue that
did not allow for a permanent

grass field. “World Cup officials

turf farm manager. “We have » Workers used forklifts and P s
the best turfgrass program in flatbed wagons to move the | zn‘;’;‘mﬂm\ﬂ
the world, but our football turf from the nursery two
played on artificial turf. It al- miles south of the campus to
ways seemed odd to me.” the stadium. While the first
installation took nearly a
Real grass...again week, the field can be re-
When the MSU Spartan foot- moved and replaced in 48
ball team hit the gridiron this hours if necessary.
fall, they played on real grass
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demand that all games be
played on natural grass,” Rogers
explains. “We told them we
could do it in a domed stadium
for one-time use. And we did."
MSU officials thought thata
removable field sounded like a
good idea. “The trick is getting



onsttuciion
ompany. Inc

the grass off to a good start so it
can be moved and still take the
wear and tear of weekly foot-
ball games,” Rogers says.

A good start

Turf for the field was grown at
the MSU nursery, two miles
from its final destination in
Spartan Stadium. According to
Collins, a lot of thought went in
to making sure a mature field
could be put in place in time
for the 2002 season. “Other
fields are sod, but we started
from seed,” Collins explains.
“We had to make sure the grass
got off to a good start.”

Collins’ crew of 30 students
and 20 staff members started
by layering 6,000 trays with
gravel, followed by a sand-
based soil medium to ensure

A Each tray was meticulously placed and tamped down for a seam-
less installation. “You can't tell where one tray ends and another

begins,” Rogers says.

<4 Dr. Trey Rogers, right, admires the natural grass with MSU head
football coach Bobby Williams. “This isn't just any old grass,”
Williams says. “This is the best they make.”

the field would drain quickly
once in place. Then, the team
added nine varieties of blue-
grass seed in a fertilizer mixture
designed to establish a strong
root system.

To ensure a strong base,
Collins gave the grass a sub-
stantial dose of nitrogen every
three weeks during the initial
growing phase. “We used Ni-
troform, a slow-release prod-
uct that ensured the roots got
nitrogen when they needed it,”
he says. Nitroform has a 1:1
ratio of nitrogen to carbon.
Microorganisms break down
the nitrogen in Nitroform,
leaving carbon behind as a
food source for microbes. The
result is a healthier microor-
ganism population, which pro-
motes root growth and pre-
vents nitrogen tie-up.

Collins' attention to detail
paid off. The roots quickly
grew all the way down to the
gravel layer at the bottom four
inches of the 12-inch deep
boxes. “Good root establish-
ment will keep the field from
tearing up when it's played on,”
Collins says. “A poor root sys-
tem not only looks bad, it's un-
safe for players.”

MSU head football coach
Bobby Williams is so enamored
with the new field that he's
used it as a recruiting tool for
two years. “We've been telling
players that they will end their
college career on real grass,” he
says. “And it makes a differ-
ence. This seems to be a win-
win situation: The university
gets to keep their multi-use
ideas, and we get to play on
natural grass.” tm
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Get hitched

to a new trailer

BY CURT HARLER /

CONTRIBUTING EDITOR

he trailer tow-
ing industry
has a classifica-
tion system
that differenti-
ates hitches
according to
the amount of weight they can
tow. This system addresses
tongue weight and total weight.
Within each classification are nu-
merous hitches. The three most
common types of hitches are:

» the weight-carrying hitch,

» the weight-distributing (or
load equalizer) hitch, and

p the fifth-wheel hitch, or
gooseneck.

Weight-carrying hitches are
designed to carry the trailer's
total tongue weight. Weight-
distributing hitches are used
with a receiver hitch and special
parts that distribute the tongue
weight among all tow vehicle
and trailer axles. Fifth-wheel
hitches are designed for mount-
ing the trailer connection point
in the middle of the truck bed.

e

Make sure the hitch has
provisions for the connection of
safety chains, which are re-
quired by most states. When
connected, safety chains should
have some slack to permit
sharp tumns but shouldn’t drag
on the road. In addition, they
should cross under the trailer
tongue to prevent it from drop-
ping to the road if the trailer
separates from the tow vehicle.

Level and steady
The trailers made today are
good products. But they have
their limits — weight limits,
that is. According to the Na-
tional Highway Traffic Safety
Administration (NHTSA), two
of the best ways to ensure your
trailer is safe is to keep the load
within the manufacturer’s
guidelines and to distribute the
load properly on the trailer.
The driver’s ability to han-
dle and control a landscape
trailer and the tow vehicle is
greatly improved when the

cargo is properly loaded and
distributed. Be sure to:

» Balance weight from side

to side

» Distribute cargo weight evenly
along the length of the trailer

» Secure and brace all items to
prevent moving during travel
» Adjust the height of the tow
vehicle/trailer interface

» Apply load leveling (weight
distributing hitch bars)

Most trailers and tow vehi-
cles should be level during
travel, NHTSA engineers
state. Check the instructions
from the trailer manufacturer
to make sure your workers
have the correct setup for the
combination of vehicles that
you own.

continued on page 66

Keep those tires rollin’

The tires on any landscape trailer should all be the same type,

size and construction.

Whatever you do, don‘t mix bias-belted and radial tires

In selecting tires for your trailer, buy the size, type and load

range found on the trailer’s certification label or in the

owner’s manual, Keep in mind that tires have a load rating

that indicates the amount of weight they can carry safely

As with the pickup you use as a tow vehicle, always main

tain proper tire pressure and replace worn tires. In this case,

the truck’s tires may need more attention than the trailer’s.

Frequently, a tow vehicle's tires require a higher tire pressure

for towing any load, especially heavy ones.
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many hats.

Everything from profitability to personnel issues to picking up a shovel and doing
it yourself. Making it all happen doesn't have to rest on your shoulders alone.

S0 should your truck.

~ giving you more uses out of a single truck. With the push of a button, you
can quickly change out from one bed to another. And the patent-pending
Switch-N-Go system has the power to load a filled body directly from the ground,
smoothly and safely.

It you want your truck to do more for you, locate your nearest dealer or distributor
by calling .
~i

0

) )/ ]/7,1:#‘\\"\:\ \

Detachable Truck Body System

3547 Perry Highway
Hadley, PA 16130
Fax:724-253-3863
www.bucksfab.com
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continued from page 64

AIR LIFT

800/248-0892

LANSING, MI

www airliftcompany.com

- - . Vi
!
rnmm 8893

nass
2

w Load-leveling kit fits trucks
equipped with a Reese or Draw-
Tite fifth wheel hitch

= Fits 1971-2002 Ford F-250
and F-350 Super Duty trucks
Circle #274

GREEN TOUCH INDUSTRIES

800/621-6919

WEST PALM BEACH, FL
www.green-touch.com

= TB052 enclosed trailer hand
tool rack

= Secures up to five hand tools,
one line trimmer

= Locks tools in place with

flat pin

Circle #275

LAND PRIDE
785/820-8692
SALINA, KS
www.landpride.com
m Skid-steer hitch allows
operation of Cat 1 or 2 non-pto
implements with skid-steer
loader

= SH35 fits variety of Land Pride
products

= Adjustable top hook, auto-
lock on lower three-pt.

Circle #276

SHINDAIWA
503/692-3070

TUALATIN, OR
www.shindaiwa.com

= M230 multi-purpose tool
carrier and power source saves
space

= Features quick-change
attachments, easy disassembly
Circle #277

POWER HOUSE
800/476-9673

FORT MILL, SC

ment.com

m 58MPTD is 5-ft. x 8-ft. multi-
purpose trailer

= Two-ft. adjustable height
coupler

= 2000-Ib. sidewind swivel jack
with foot

Circle #278

CLASSEN MFG. INC.

402/371-2294
NORFOLK, NB

u AST trailer from Classen
makes loading easy

= Bed lowers flush to ground so
tools can be rolled onto trailer
= One pin holds unit securely to
trailer

Circle #279

BIL-JAX, INC. A
888/424-5529
ARCHBOLD, OH
mrktg@biljax.com

= Escalate equipment trailer
features drop deck design

= Bed 74 in. x 144 in.

= Handles payloads up to
7,000 Ibs.

Circle #280

PEQUEA MACHINE
717/354-4343
LANCASTER, PA

= C-2500 dump trailer

= Hauls, dumps, spreads loads
= 12-ft. bed, 6-ft. 6-in. width,
GVW 10,000 Ibs.

Circle #281

C&S TURF

800/872-7050

NORTH CANTON, OH

www,csturfequip.com

= 55-8010 carrier is designed to

fit Class Ill, 2 in. x 2
in. receiver

£ wAdjustable

7 stabilizers for a

secure mount

m Decking made of 40-in. x 70-

in. expanded metal

Circle #282

FFC

800/747-2132

LEE, IL

= Tool carrier system for New
Holland tractor/loaders available
as factory-direct option

66 LANDSCAPE MANAGEMENT / NOVEMBER 2002 / www.landscapemanagement.net

= Easy attachment to FFC snow
blades, angle brooms, buckets,
augers, forks, grapples, rakes
Circle #283

HOLT EQUIPMENT
800/643-8713
EAGLEVILLE, TN
www.holtequipment.com
= TH-03 bumper hitch mini roll-
off trailer system handles 3.5-
ton payload

w Flat deck ideal for hauling
loaders, other equipment

= Open top containers available
in 10- or 15-cu. yd. sizes

Circle #284

NORTHERN TOOL &
EQUIPMENT
800/533-5545
BURNSVILLE, MN
www.northerntool.com

= BYO (build your own) trailer
with plans from Northern Tool
= Plans available for over a
dozen sizes, models from carts
to goosenecks

Circle #285

DETHMERS MFG.
800/543-3626

BOYDEN, IA

= Model DT-6000E is 6000-Ib.
aluminum tilt-bed trailer

= 2-in, ball coupler, two 36-in.
zinc safety chains

= 2,000-Ib. side crank, swivel
mount jack

Circle #286
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RACK 'EM MFGR.
732/985-1117
PISCATAWAY, NJ
www.rackemmfg.com

u All sorts of racks available for
landscape trailers

= Designs for trimmers, hoses,
backpack blowers, gas cans
Circle #287

TRITON TRAILERS
800/232-3780

HARTFORD, WI
www.tritontrailers.com

= Front rail kit standard on
AUTS, AUT10 aluminum trailers
= Optional side kit bolts onto
trailer

= Four-cord rubber torsion axles
Circle #288

THIEMAN TAILGATES
419/586-7727
CELINA, OH

www.thieman.com

= TT-15RM reduced
maintenance liftgate for pickups
and service bodies

= 5,000-Ib. tow rated bumper
= Enclosed lifting mechanism
protects unit

Circle #289

AMAZE-N-TOW A
800/688-7627
COLUMBUS, GA
amazentow@earthlink.net
= Amaze-n-Tow is designed to
move pallets

= Handles 2,500- to 4,500-Ib.
loads

Circle #290

TONGUE TWISTER TRAILER
877/925-8265
TORRANCE, CA

www.tonguetwister.com
= Eliminate the need to back
equipment on or off ramps

= Swivel Trailer allows loading
in one side, removal out the
other

Circle #291

REDI-HAUL TRAILERS
800/533-0382

FAIRMONT, MN
www.redihaul.com

= Newly designed tiltbed trailer
features low, safe load angle

= Available at 10,400, 14,000 or
15,700 Ibs.

Circle #292

“PLCAA helped me grow my
business from $194,000 to
$3.9 million in just 4 years!”

Here are just a few of the ways
PLCAA can benefit you too...

+ FREE business and regulatory advice

4+ FREE human resource information

+ FREE company listing on PLCAA’'s website

+ Group insurance and retirement plan packages

.....................

.- TELL ME MORE! (5, 7

Introductory membership spedals today!
2 YES! Send me a FREE industry publication.

WAt year O3 your Business s>

- >
.
<

Neanber of employers Pk o Peak ?

....................

Limited Time Membership Offer ...
(800) 458-3466 ... www.plcaa.org
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SMITHCO
800/799-8099
LEMARS, IA
www.sidedump.com
= Smithco's 2002 DT Side-Dump
trailer is 42 ft. x 102 ft.

= Features air ride suspension
Circle #293

TRIMMERTRAP
800/279-8727

LOUISVILLE, KY

= Organize your trailer more
efficiently with the Trimmertrap
= Handles everything from
water cooler to chain saws to
hand tools

Circle #294

TIGER LINE A
419/628-3388

MINSTER, OH
www.fabcor.com

= The Side Dump is a no-tip
dump trailer

= The Tiger Dump is a larger rear
dump trailer with 3-yd. capacity
Circle #295

WYLIE

800/722-4001
PETERSBURG, TX
www.wyliesprayers.com
= 1,600-gal. nurse trailer has
elliptical polyethylene leg tank

= LT-600-P-NTS has side-
mounted fillwell for easy access
Circle #296

WINKEL MFG. CO.
800/466-3606

GLEN ELDER, KS

= Heavy duty rear hitch, 14-

gauge smooth steel side boards,

tubing stakes and side stake

pockets, retractable steel ball
hitch available
Circle #297

THURSTON MFG. CO. A
800/658-3127
THURSTON, NB
www.thurstonmfgco.com
= Complete line of side dump
trailers, available as trailer or
truck-mounted dump from
either side of tub

w Trailer units have 16-ft. tubs,
12- to 15-yd. capacity

= Side dump truck box has 17-
ft., 8-in. frame

Circle # 298

S

*shrival" noun - A state in which a culture of energy
and well - being is brought about through dynamic

action to obtain specific results
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\\\U( IATED LANDSCAPE
CONTRACTORS OF AMERICA
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Developed by

Visit the ALCA
booth at GIC in
Nashville for
details

_Or‘_

877-JPH-JAMS
brian@ jphorizons.com
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gvents

WHAT, WHEN & WHERE

November

1214 Turf and Grounds
Exposition / Syracuse, NY;
800/873-8873

13-14 Turf & Ornamental
Seminar / West Lafayette, IN;
Sponsored by the Midwest
Regional Turf Foundation;
765/494-8039

13-17 Green Industry Expo /
Nashville, TN; 800/395-2522

20-23 CLCA Convention /
Waikiki, HI; Sponsored by the

California Landscape Contractors

Association; 916/830-2780;
www.clca.org

December

3.5 OLA Short Course -
Advanced Landscape
Drawing / Hudson, OH;
Sponsored by the Ohio

Landscapers Association; 440/717-

0004

6-7 The Great Southern

Tree Conference / Gainesville,

FL; 800/375-3642

9.12 Ohio Turfgrass
Foundation Conference
& Show / Columbus, OH;
888/683-3445

10-12 New Jersey Turfgrass
& Landscape Expo / Atlantic
City, NJ; 856/853-5973

10-13 Georgia Turfgrass
Conference & Show / Duluth,
GA; 800/687-6949; www. turf-
grass.org

11 Turfgrass and Landscape
Institute & Trade Show /
Buena Park, CA; Co-sponsored by

the Southern California Turfgrass
Council and the University of
California Cooperative Extension
Program; 800/500-7282

11.13 Grow & Mow Expo /
Duluth, GA; Sponsored by the
Georgia Turfgrass Association;
706/335-6817

January 2003

6«10 Cornell Turfgrass
Management Short Course /
Ithaca, NY; 607/255-1792;

www.nysta.org

BROUGHT TO YOU BY:

D

award-winning content is organized
by category in a completely
searchable article database

B Get your hands on the latest
scientific solutions for the green
industry in a snap

Bayer ¢+ Andersons

JACOBSEN
[rexiron]

Precision cut. Legendary performance.

Golfdom

Now you have access to the
industry’s hest research -

B TurfGrass Trends’

W TR R

A ST Mg e y—_
vt Do Bivgn B ropn Bomerass B it (3 ot

FREE

" Golfdom

Bayer &5

www.TurfGrassTrends.com
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LAWN CARE BASICS

To lime or

not

Knowing the

ins and outs of
liming can lead

to greater vigor
and health of your
customers’ lawns

BY SCOTT ANDERSON

here's a common mis-
conception that more
nutrients and lime are
necessary to maintain a
high quality lawn. That,
of course, isn't always
true, The decision of
whether to apply lime ultimately comes
down to understanding why lime is ap-
plied, determining if it's needed and, fi-
nally, how to apply it. Applying too much
lime will waste your time and your client’s
money, not to mention create an exces-

sively high soil pH.

Why you apply lime

You apply lime to increase a soil's pH as
well as supply calcium and magnesium.
Soil pH, a measure of the soil's acidity or

alkalinity, governs the availability of many
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y \ ”)l;x‘?ﬁ“
Apply lime to increase a soil's pH. — -

soil nutrients and can directly influence the
vigor and quality of turf. When the pH is
below 7.0, the soil is said to be acidic;
when above 7.0, it's alkaline. For cool-sea-
son turfgrasses, a soil pH of between 6.0
and 6.5 (slightly acidic) is ideal.

Several factors are responsible for the

formation of acidic soil conditions:

lime

» The leaching of base nutri-
ents such as calcium, magnesium
and potassium from the soil. This
occurs more frequently in areas of
heavy rainfall or on heavily irri-
gated turfs.

» The use of acidifying nitrogen
fertilizers. Most lawn fertilizers
can cause acidic conditions. How-
ever, the extent to which fertilizer
application will affect soil pH is
dependent on a number of fac-
tors, including: nitrogen type ap-
plied, amount used, other nutri-
ent types present in the fertilizer,
soil type and irrigation frequency.

» Decomposition of soil organic
matter.

» Irrigation with acidic water.

When the soil pH drops below
6.0, a number of nutrients neces-
sary for proper growth become
less available to the turfgrass.
These include the following: ni-
trogen, phosphorus, potassium,
sulfur, calcium, magnesium and molybde-
num. As these nutrients become less avail-
able, the lawn's color, vigor and ability to
resist (or recover from) heat, drought or
traffic stress will be reduced. Applications
of lime to neutralize the acidic condition
and raise the soil pH above 6.0 can in-

crease the availability of these nutrients,



making it easier to maintain the quality and
vigor of the lawn.

Be aware that an excessively high (alka-
line) soil pH (greater than 8.0) is just as
undesirable as a low pH. When the pH ex-
ceeds 8.0, nutrients such as nitrogen, phos-
phorus, iron, manganese, boron, copper
and zinc become less available for use by
the turfgrass. The result may be a less vig-
orous, unhealthy lawn. Over-application of
liming products may cause the develop-

ment of alkaline soil conditions.

Test that soil

The only way to determine whether or not
liming is needed, and how much lime to
apply, is through the results of a soil test. A
soil test kit or pH probe to test soil pH may
indicate the need for liming. However,
these simple tests don’t indicate how much
lime is needed to correct the acidic condi-
tion. Individual soils can differ greatly in the
amount of lime required to raise the pH to
some specified level between 6.0 and 7.0.

The soil test reports will indicate the
lime requirement in pounds of pure cal-
cium carbonate per 1,000 sq. ft. Since the
liming product you use isn't likely to be
pure calcium carbonate, you'll have to cal-
culate how much product to apply to your
lawn. To do this, first find the number on
the bag label which is called the calcium
carbonate equivalent — it will be stated as
a percentage. Next, find the liming require-
ment stated in the soil test report. Using
these two numbers, perform the following
calculation: 100 x Ibs. CaCO3 (from soil
test) / % CaCO3 of the liming product =
amount of product per 1,000 sq. ft.

If this amount exceeds the values in the
table above, the amount recommended for
your lawn should be divided in half and ap-
plied at two different times during the year.

Apply lime only when soil testing indi-

cates that it’s needed. Don't make yearly

LIMING MATERIALS AND THEIR CHARACTERISTICS

CaCo3 Rate of pH
Material equivalent ! change
W Iine_ 180 Fast
Doloin'nk limest_one 70-95 Slow
Grougd limestone 70-95 Slow
Hydrated lime 140 Fast
Pelletized 70-95 Fast

Maximum recommended

application rates 2 Other comments

10 Hazardous, difficult to apply
S0 Also a source of magnesium
50 none

20 Hfzardous. difficult to apply
50 Easy to apply; more expensive

than other sources

1 These are approximate values and will vary with the purity of the individual product
2 Maximum rate in pounds of product/1,000 square feet. Multiply by 44 for rate in poundslacre.

lime applications without conducting a soil
test because alkaline (high pH) conditions
may develop.

You can apply lime any time during the
year except when the turf is wilted or
frost-covered. Irrigate the turf after the ap-
plication to wash any lime off of the turf-

grass leaves,

All liming materials aren't the same (see
table). They can differ in price, safety, ease
of application, calcium carbonate equiva-
lent and rate at which they work. Note that
gypsum (calcium sulfate) isn't included in
this table. Gypsum will change soil pH very
little, if at all, and should never be consid-

ered as a liming material. m

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

e bt S S A
TUuURBSO TURF
THE HYDRO NEI

DING EXPER]

Lt

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

TURBO TECHNOLOGIES, INC.

1500 First Ave., Beaver Falls, PA 15010

WWW.TURBOTURF.COM
Circle 131

724-846-0670 800-822-3437 Fax 724-846-3470

sales@turboturf.com
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LAWN CARE

Switching colors

t was a re-occurring problem at
For Shore Weed Control, a
Waretown, NJ business with
10 full-time employees and
7,000 clients, the majority of
them in affluent neighborhoods
with waterfront properties.

The problem: scary white
coveralls

When applicators had jobs that required
the use of protective coveralls, residents
would call business owner Mike Matthews
to ask what his employees were doing and
what chemicals they were spraying. Ac-
cording to Matthews, who has been in
business for 18 years, the site of someone
wearing a white suit similar to the one
worn by a hazardous materials worker
was scaring people.

“About 50% of the time, if we have to
suit up in white, we might get a call from
a neighbor or concerned citizen asking,
‘What's going on there?'” he says.
“There's this perception that whatever
we're doing is dangerous because it re-
quires protective gear.”

“Some of the chemicals we use have
color in them that comes out when you're
wearing white," says Matthews. “So, not
only do you have the visual effect of a guy
wearing what's perceived as a hazmat suit,
but as he's working, it's obvious that he's
spraying something that’s getting on him.”

Matthews says some motorists who
have viewed his workers out in the field
have called to complain, even if they didn’t
live in that particular neighborhood.

Lawn care operator found that switching

to blue coveralls made for better

customer perception

BY MIKE KLAWITTER

Vitals

Company: For Shore Weed
Control

2001 gross revenue: N/A
Employees: 10
Services: Chemical weed control

Customer mix: 90% residential,
5% commercial, 5% municipal

“Most people we deal with are de-
lighted we're there, controlling the poison
ivy or noxious weeds,” he adds. “But that
one person who grabs the guy on the side
of the road or stops his car and acts hostile
can absolutely ruin your day and make it
difficult to effectively do your job."

The solution: change to blue
Luckily, Matthews was able to find a way
to calm the public's fears by replacing the
white coveralls with denim blue coveralls
produced by Tyvek. Gempler's, a catalog
retailer in Belleville, W1 specializing in
safety equipment used in grounds mainte-
nance, horticulture and agriculture, had
Tyvek produce blue-colored coveralls to
help businesses that have had negative
experiences similar to Matthews'.
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Since using them,
Matthews says the com-
plaints from the public
have fallen significantly.

“There has definitely
been a reduction in
those kind of calls,” he

says. "If I was a guy wear-

ing a white suit, pushing a

measuring wheel through

vacant property, that

would stir all kinds of in-

terest, whereas a guy
wearing blue is just
looked upon as some guy
wearing blue.”

Matthews says his ap-
plicators are also relieved

they no longer have to
wear white for jobs that
require the use of protec-

tive coveralls. “I think there's more of a
willingness to wear it because it’s blue,” he
says. “I don't have absolute control over
what they're doing and what personal pro-
tective equipment they're wearing out in
the field.”

— The author is with Gempler's, Inc.

For more information about the Tyvek blue

coveralls, visit Gempler's Web site at

www.gemplers.com or call 800/382-8473.


http://www.gemplers.com

products

TECH CENTER

Water right

Irrometer Co.'s new Watermark Multiple Hy-
drozone System provides soil moisture automa-
tion for 24 VAC controllers. Up to eight inde-
pendent zones of moisture control can be
accommodated with easily selected moisture
levels allowing the user to irrigate based on
plant water requirements.

For more information contact Irometer Com-
pany at 909/689-1701 or www.irrometer.com/
circle no. 250

Stream away

The WaterWick gravel injection system im-
proves drainage without disturbing the soil sur-
face. It uses multiple vibratory plow blades that
gently slice into the turf. As the turf is drawn
apart, a gravel vein is injected into the opening
to create a permanent underground aqueduct
that carries away excess water.

For more information contact WaterWick at
888/287-1644 or www.waterwick.com/
circle no. 251

Hunter Industries’
new Rain-Clik is an
electronic weather
sensor that can be
installed on a resi-
dential or commer-
cial site without run-
ning electrical lines
to the irrigation con-
troller. It can be
mounted anywhere, and it's compatible with
all standard 24-volt controllers. Transmitter
has range of 300 ft.; receiver attaches near

controller and has a built-in bypass switch.
For more information contact Hunter Industries
at www. hunterindustries.com / cirde no. 253

Snow be gone

Polaris’s 2x4, 4x4 and 6x6 utility task vehicles
can be purchased with an optional snow re-
moval package that includes a 72-in. plow
blade, plow markers, hard cab, windshield
wiper kit, strobe light, diamond plate side-
mounted cargo box and tire chains.

For more information contact Polaris at
800/330-9407 or www.polarisindustries.com /
circle no. 254

Light the way

Architectural Landscape Lighting’s Focca, a fo-
cused collection of outdoor and landscape
lighting luminaires, has streamlined, low-scale
conal shaped lampheads with large-for-
mat, recessed lenses. The lampheads
move smoothly through 180 degrees
of vertical adjustment. A curved-
edge, tapered Y-shaped yoke is af-
fixed to the ballast
box at a 45-degree
angle for stability
with added visual
interest.

For more information contact Architectural
Landscape Lighting at 800/854-8277 or
www.alllighting.com / circle no. 255

Don’t blow it

FINN Corp. has enhanced its B-40 straw
blower with a newly developed solid dis-
charge head configuration that increases pro-

Feel the wind

Little Wonder’s high-output blowers feature 10-in.

diameter steel-hubbed pneumatic wheels and a
cushion-gripped height-adjustable ergonomic
handle. Three models feature Briggs Intek engines
from 6 to 10 hp. Two models feature either a 9-hp

or 13-hp Honda engine.

For more information contact Little Wonder at

877/596-6337 or www. littlewonder.com / circle no. 252

duction and reduces maintenance. The new
metal discharge tube is designed to limit air
loss and improve airflow. The discharge as-
sembly can be completely removed so that an
optional hose can be attached. The B-40 isa
portable, self-powered blower with a 20-hp
Kohler gas engine, capable of blowing 2 to 3
bales of straw in less than a minute.

For more information contact FINN
Corp. at 800/543-7166 or

www finncorp.com / drde no. 256

-

New mount

SnowEx has introduced a new re-
ceiver mount for its 1075 Pivot Pro
tailgate spreader. Designed to mount in a Class
il receiver hitch, the new mount option bolts
onto the bumper, re-
quiring no holes to be
drilled into the truck bed
or tailgate. To ensure
stability, two pins are in-
duded on each side of
the receiving mount.

For more information
contact TrynEx at
800/725-8377 / circle
no. 257
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Talk, talk, talk

Midland Radio Corp.'s new portable
two-way radio eliminates costly air-
time fees for job-site communica-
tions, allowing users to talk 24/7 at
no additional cost. The 80-

150/400 packs 16 channel capac-
ity and 5 watts (VHF, 4 watts UHF)
of talking power into a 5.75-in.
high by 2.8-in. wide by 1.5-in

deep (less antenna) durable poly-
carbonate housing. The radio,
along with the standard 1200

mAH NiMH rechargeable battery,
weights just 14 oz.

For more information contact Midland Radio
Corp. at 816/241-8500 or www.midland-

radio.com / circle no. 258

Hooray for spray

Rittenhouse’s new stainless steel Boominator
boomless spray nozzle s ideal for applying lig-
uid de-icer in parking lots, roadside and com-
mercial property spraying and dust control.
One-sided model gives 18-ft. swath width (one
direction only) and uses 3.6 gpm at 30 psi.
With roadside kit, you mount the nozzle to
front or rear bumper of truck and Rittenhouse
provides the solenoid valve, switch, 20-ft. hose
and 12-ft. wire to control the spray from inside
your truck.

For more information contact Rittenhouse at
800/461-1041 or www.rittenhouse.com /
circle no. 259

Lift high
Caterpillar's 232 and 242 vertical lift skid-steer
loaders feature a lift height of 119.9in. and a
reach of 30.2 in, at a bucket angle of 45 de-
grees. With rated capacities of 1,750 Ibs. for
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the 232 and 2,000 Ibs. for the 242, the ma-

chines can also lift high and reach farther over

sideboards on trucks to load materials.

For more information contact Caterpillar at
www.cat.com / cirde no. 260

Tractor factor

Alimand Bros.” TLB-535 compact tractor
loader backhoe has a 6,000-Ib. digging
force and 11-ft. digging depth. Dual
oylinder, 180-degree hydraulic cushioned
swing allows for precise work in tight
conditions, Powered by a 33.3-hp liquid-
cooled Isuzu 3LD1 engine and 65-hp hy-
drostatic transmission, the machine can fift
up to 2,100 Ibs. of material and load material
at a height of 90 in.

For more information contact Allmand at
800/562-1373 or www.allmand.com /

dircle no. 261

Berate great

Rock Solid's Plugr PLBOO Pro aerator
has the same 30-in. aeration width
as the company’s commercal
Plugr PL600 beefed up with
two additional cams — eight
total — that move the tines
closer together to increase the
number of cores per sq. ft. by
20%. Aeration patternis 2 1/4
in. by 8 in. Engine options in-
clude 6.5-hp Briggs & Stratton
Intek or 5.5 Honda OHV.

For more information contact Rock
Solid at 888/418-9065 or www.rock-
solidx.com / circle no. 262

Remote possibilities

The DIG, LEIT XRC is an ambient “light pow-
ered” water management irrigation controller
with radio remote control capability. It can be
used from remote locations to

a distance of up to 5,000 ft.,

and can operate 4, 6, 8, 10,

12, 16, 20, 24 and 28 sta-

tions. Radio remote control

can be used to turn system on

manually, operate one or any

number of controllers simultane-

ously, change water budget, time and more
For more information contact DIG at 800/322-
9146 / circle no. 263

Spread out

Buyers Prod-
ucts' new tail-
gate spreader
designed for
pickup trucks
features a ther-
moplastic hop-
per and pow-
der-coated
steel frame
The 12-volt
spreader motor is housed in a sealed motor
chamber with direct to battery wire harness. It's
designed to provide an even flow of 9 cu.
ft/300 Ibs. #1 rock salt or calcum chloride
without the need for expensive auger add-ons
or vibration kits.
For more information contact Buyers
Products Co. at 440/974-8888 or
www.buyersproducts.com /
circle no. 264
Feeding frenzy
The new Vermeer HG365 hori-
zontal grinder uses the Smart-
Feed system that monitors RPM
rates to optimize machine pro-
duction — and to momentarily re-
verse feeding in case of a jam. It also
has a thrown object deflector system
that reduces the quantity and distance of
thrown objects. A new duplex drum rotor of-
fers a 35% increase in inertia and a 10%
weight reduction.
For more information contact Vermeer at
888/837-6337 or www.vermeer.com /
circle no. 265
Get blown away
Express Blower's new RB-20 blower truck is
spedifically designed to blow aggregate all day,
every day with distances up to 200 ft.
and/or at least three stories high. De-
signed around a 20-yd, box, the blower is a
fully self-contained unit and can be mounted
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on asingle or tandem axle truck or a flatbed
trailer. It can be built using a 10-yd. box or a
30-yd. box
For more information contact Express Blower
at 800/285-7227 or www.expressblower.com /
cirde no. 266
Light up
Vista Professional Outdoor
Lighting’s new 120-volt HID
ballast boxes now feature
waterproof compartments
for all above-ground fix-
ture installations. Injec-
tion-molded covers have
a textured finish and a
1/2-in. NPSM hub for di-
rect fixture mounts, or
blank for remote mount
applications.
For more information contact
Vista Professional Outdoor
Lighting at 800/766-8478 or
www.vistapro.com /
drcle no. 267

Snow no mo’

The Snow Wolf Pro Series has a floating
blade that allows putting the vehicle
weight onto the blade to increase
scraping ability to clean
compacted snow and
ice. The chain typically
used to lift floating

blades has been replaced on this
plow with a solid steel link and an in-
dustrial compression spring, which
will prevent the plow from raising
over center and contacting the oper-
ator's cab when adding snow onto a
pile. The plows are for 20-hp com-
pact tractors and smaller skid-steers
in four widthes: 5, 6, 7 and 8 ft

For more information contact Snow Wolf at
800/905-2265 / circle no. 268

Zip it down
Zip Pots has developed what it says is the
worldss first five-gallon plastic nursery container
that can be “unzipped” via two tear strips
down either side of the container. Using garden
snips, end users cut the rim in four places along
perforated markings on each side of the con-
tainer. Once both lanes are snipped, the strips
can be fully “unzipped"” by grabbing the rim
and pulling the tear strips down and away
from the container
For more information contact Zip Pots
at www., nppots com/ arde no. 269

52 Spread it easily
Meyer Products’ Mate spreader
is designed for standard pick-
ups and can be used to apply
salt to driveways, parking lots,
walkways, access ramps and
intersections. It has 9 cu. ft. of
capacity, and can be easily attached
and removed from the tailgate with a
nylon strap and ratchet. Material is broadcast

thermoplastic cover.

For more information contact Meyer at
216/486-1313 or www.mevyerproducts.com /
circle no. 270

Get in control

Valvette Systems’ new sprinkler head bodies,
pop-up shafts and fittings offer savings in time,
money and water. Each part contains the Little
Valve, which provides for individual orvoff con-
trol for each sprinkler head for stress-free clean-
ing, flushing, adjusting, and change-outs of
sprinkler nozzles and/or heads.

For more information contact Valvette Systems
at 866/200-8590 / circle no. 271

Power mowing

The Gravely 260Z zero-turn mower comes
available with a 31-hp liquid-cooled turbo
diesel engine and a 14-gal. fuel tank. Other en-

gine selections include a 25-hp Kawasaki or 25-
hp Kohler twin cylinder air cooled, a Kohler EFI
OHV gas 26-hp twin cylinder air cooled, or a
27-hp Kawasaki twin cylinder.

For more information contact Gravely at
800/472-8359 or www.gravely.com /

circle no. 272

Oh so reliable

RedMax introduces the GZ24N, a new genera-
tion of strato-charged engine for its leaf blowers
that is more reliable than the onginal. The strati-
fied charge is now controlled by a piston port
rather than a reed valve, which means that piston
movement controls the fresh air charge. Emis-
sions are 73% less than its previous conventional
engines, and fuel consumption is 34% less.

For more information contact RedMax at 800/
291-8251 or www.redmax.com / drde no. 273

with a 1/6-hp, 12-volt motor protected by a
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At Wright we are
committed to
INNOVATION and
we do not stop at
product design,
engineering, and
production!

| personally invite
you to join our
Channel Partners
(Distributors and Dealers) in a most exciting
way to save up to 20% on your next mower
purchase. Go to the address below and
begin saving today!

www.wrightmfg.com

right

commercial products

Circle No. 132

IMAGINE SOLITUDE.
ENVISION SERENITY.

Your customer’s dreams can become reality with
Pond Sweep’s high-performance and surprisingly

low-maintenance pond supplies.

With our PuriFalls~ BioFilter, PondSweep Skimmer ,
and our new PuriPumps,; theyll soon be hearing the

gentle rhythm of nature’s music.

CALL TOLL FREE 1 -866-754-6766

Circle No. 134

Jrco

V-Broom Sweeper

* Quickly move light snow or dirt
from sidewalks

+ Adjustable wings - V, angled
or straight broom

* Quick adjust wings lock with
two clevis pins

* Three rows of 8-inch
poly bristles

Call for dealer 800.966.8442 WWW.jrcoinc.com

Circle No. 133

Visit us online at

www.raincad.com

Phone: (281) 463-8804
Circle No. 135

Email: sales@raincad.com
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I'he Nation's Most Dynamic

Landscape Management Company

Trailers Buil for You!

Call today for a dealer near you.

866-848-1815 1y Ynited

TRAILERS

Circle No. 137 > g .
If you're looking to increase

the size of your lawn
maintenance service, shoot
for the stars and look at a
U.S. Lawns franchise.

U.S. Lawns has become a
shining example of what a
professional landscape
maintenance service should
be. With the guidance of
U.S. Lawns professionals,
we'll show you, step-by-step,

how to:
+ Grow Your Business
*H2B *H2B *H28 *H28 «H2B +H2B ~H2B *H2B = H2B + H2B ~ H2B «H2B . MaXimile Efﬁdency
People struggle using H2B for Hispanic workers. * Cut Costs g
Not US...Not the companies we work with!! * Get the Job Done Right,
the First Time

At C. Scott, Inc.:

¢ We maintain the largest bilingual H2B staff, a staff
attorney, offices in Texas and Monterrey, Mexico.

* We process the most green industry H2B workers.

» We offer one-point accountability for the entire
process.

Our depth of expertise and turn-key service guides you
confidently through the process without surprises. Find
out why 98% of customers return year after year.

For more information
on becoming a U.S. Lawns
franchisee, call us at

1-800-US LAWNS.

Over 100 franchised locations
operating in 24 states.

Call C. Scott, Inc. now so we can get you on the right
track for a well staffed 2003 season.

*Ask about SILC Lite for smaller companies*
www.silc-h2b.com

979-245-7577

Visit us at
GIE Booth # 2003

BZH+ B2ZHe SZHs BZH« GZH» BZH B2H+ BZH+ BZH+« GZH+ 2ZH+ 8ZH+ GZH+ BZH +» BZH+ BZH + 82H

:
:
g
g
:
:
:
g
:
:
:
:
:
:
:
g
:

www.uslawns.com

H28 » H2B = H2B8 « H28 » H2B = H28 « H28 « H2B » H2B « H2B » H2B * H2B
Circle No. 139 Circle No. 105
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GROUNDSKEEPER PR

4 BUSINESS SOFTWARE ¢
Lawn CaresLandsca ping,

Estimating Accounts Recsivable

at: www.adkad.com/LM.htm
Circle No. 140

SAVE BIG $8$8S

Buy Direct - Wholesale Pricing
Longer Life - Higher Segment

2 Super Turbo - Seg

4 - $ 1900

ale - o

€e=mm 5 . 55000

° Segment 12° - § 8900

14 - § 98900

16" - $150.00

Great for Cured Concrete 20" - $199.00
Brich, Block, Pavers

Super Seg

Jumbo 4 . 5 1000

«<®mm 70 - $1900

Segmest 10" - $ 4000

12 - $ 69.00

14 - $ 79.00

Great for Cured Concrete 200 - $199.00

Bloch, Pavers

Family Owned and Operated AT TS
Open 7 Days a Week IQUALITY DIAMOND TOOLS

1-800-283-0163 <07y
Email: QDTblades@aol.com 'J.))

“NAME SAYS IT ALL"

THE HOME (PAGE)
OF GOLF.

www.golfcoursel.com

PRESENTED By THE
AMERICAN SOCIETY
OF GOLF COURSE ARCHITECTS

Drills and Broadcast Seeders

* Double disk
drills for
no-till and

interseeding
* Broadcast w
seedings rolled FLEXH Drills

in with a
Brillion™ style
cultipacker

Hand or
electric
broadcasters
for small sites

Trillion

truax comeany, iNc.

4821 Xerxes Avenue North, Building B
Minneapolis, Minnesota 55430

call: (763) 537-6639

web: WW\V.tl‘UBXCO"lp.CO"]
e-mail: truax@pclink.com

S E www.qualitydiamondtools.com

Seed Slinger

Circle No. 138

Circle No. 141
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CLASSIFIED SHOWCASE

Landscape

MANAGEMENT

Every month the Classified Showcase offers an
up-to-date section of the products and services
you're looking for. Don‘t miss an issue!

ADVERTISING INFORMATION:

Call Teresa Milam at 800-225-4569 x2670 or

440-891-2670, Fax: 440-826-2865,

E-mail: tmilam@advanstar.com

* For ad schedules under $250, payment must
be received by the classified closing date.

* We accept VISA, MASTERCARD, and
AMERICAN EXPRESS over the phone.

* Mail LM Box # replies to: Landscape
Management, (LM Box #__), 131 W, First
St., Duluth, MN 55802-2065.

Fax replies to: 218-723-9683 (please include
box number & magazine title on cover page).
E-mail replies to: blindbox@advanstar.com
(please include box # and magazine title
on subject line).

Business For Sale Business Opp’s (Cont’d)

VEGAS, NEVAD.

Full Service Commercial Landscape
Company and Flower Growers
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

Full Service Landscape Company
in Sarasota, Florida
Well-established landscape service company
operating since 1991 with focus on long-term
government contracts, commercial contracts, and
custom residential landscape design and installation.
Well-trained, uniformed personnel with long-term
records with the company willing to stay.

Clean fleet with upscale company signage.
# Gross income for 2001: $505,000
# Projected gross income for 2002:  $600,000
# Asking price: $500.000

Contact Steve Dore, Broker:
941-954-5555

LANDSCAPE
NSTRUCTION PAN

Well Established
20-year Landscape Company
Boston, Massachusetts Area.

Annual volume $3.1 million PLUS!
Company breakdown:
* 70% Construction
» 20% Maintenance
* 10% Snow Operations
Well-managed and organized operation
with a meticulous fleet. Will sell with or
without the Real Estate, which has all the
necessary provisions for repairs and parking.
The 2002 backlog to date is over $2 million!
Contact WINOKUR ASSOCIATED
Mr. Robert R. Meara: 1-508-747-3004 ext. 228

' HURRY!

If your ad isn't
here, call us
immediately!

Teresa Milam: 800-225-4569 x2670 or 440-891-2670
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LONG ESTABLISHED NURSERY

IN AFFLUENT COMMUNITY
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

NAPLES, Florida Lawn Maintenance Company
Annual Volume over 100K. Turnkey Operation
$54,900 or Accounts Only $24,900. 877-544-7269
Ext. 242 11/02

Business Opportunities

ooking
for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a }‘I'\’”)U[I\"L (‘.l“ us
today and learn how to start

your very own ’r.\ll(hl\l‘.

——

ey DO

R —

—

TR

— . v

U.S. LAWNS
< > aV - . e
a 500 i )

z 0

The Best in Synthetic Golf Facilities

-~ iRl - .
We will TRAIN YOU to be SUCCESSFUL
in the Backyard Putting Green Business
Call the Putting Green Pros

Toll Free 877-881-8477
www.theputtinggreencompany.com

LAWN PROFESSIONALS...
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 . . 547.95
* Marketing & Advertising . .$39.95
* 20 Letters For Success . ........... $29.95
* Contracts & Goals . . .. e .. .$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

e] =€ & =B

Il TS 4 B <
i Increase your sales by nearly twice

that of black & white ads!
™ Contact Teresa Milam: tmilam@advanstar.com
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CLASSIFIED SHOWCASE

Business Opportunities (Cont’d) For Sale (Cont’d)

‘ Back-\'ard‘P‘utting Greens

Synthetic putting greens are the fastest growing

segment of the $20 Billion a year golf industry

Reasons to call us:
Hage Profit Center
* Easy Imstall Process l< RE|< \ l DE()
* Carry NO Inventory
* Eveellent Add-On Service
* Residential & Commercial
Utilze Existing Equipment
* Buy Manufacturer Direct

800-334-9005
www.allprogreens.com

Many Extras

PRODUCTS
OPPORTUNITY!
Use/market, new technology liquid
slow-release fertilizer, micro-nutrients,
adjuvants, drift control, seed treatments, etc.
BUY DIRECT FROM MANUFACTURER.
FREE Catalog - 800-832-9635
Fax: 320-238-2390
Email: kmfranke@ hutchtel.net

OwN AN EXCLUSIVE DEALERSHIP!
Established pet containment and
wireless detection products.

Call: 800-828-9089
Miltronics Mfg., Inc.

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

PowerHouse Capital
EQUIPMENT LEASE SPECIALISTS
800-476-9673

Advantages of Leasing:

§ Flexible Terms & Payment

S 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 SOK
Purchase Options: $1.00, 10%, FMV
DEALERS WELCOME
Fax: 803-548-5363 or
Email: gseidner@ powerhouseequipment.com

o5 @ 8614-873-3719

WWW. JOSNG.COMm

30'x 30" x 10

w.snpmhmusa' loomsuuaonwu&u
Bulldlr\gl & Homes. Cdl Too-y FovAPnceQuol.Ann Brocnun

8()() (r-l- !

Invrllngvhuiltllngs

LOCom

o o

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE,, BEAVIR FALLS, PA 15010
1-800-822-3437 www. turboturf.com

FACTORY LIQUIDATION

0% OFF

SUPER TOUGH
HEAVY |-BEAM
BUILDINGS

Pedecr for use as

a landscaping
business location.

40 x 65 (aLeFT)

40 x 85 (1 LEFT)
50 x 110 (2 LeFT)
60 x 150 (1LEFT)

= 20 year roo' & wall warranty
® Plenty of room for storage &
a workshop

Some Other
Saes Available

> LANDSCAPE DESIGN KIT 3

48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8" scale
Stamp sizes from 14" 10 1 /4"
$80 « $6.50 o/h VISA, MasterCard, or
# MO's shipped next day. Checks delay
shipment 3 weeks. CA add 7 75%Tax

o AMERICAN STAMP CO

Prices subject 10 chong 12290 R.w-q% LM2, Wilton, CA 95693

ikt mtk. g1, ¢87.7102 =1 Toll Free (877) 687-7102

FREE APPRAISAL * NO BROKER FEES
SELLING YOUR BUSINESS?
Professional Business Consultants
can obtain offers from Qualified Buyers
without disclosing your identity.
Consultant’s Fees are paid by the buyer.
CALL: 708-744-6715
Fax: 630-910-8100

The products & services to help you do
business better can now be found
online at www.landscapemanagement.net

turfmaker.com

MOWER REPLACEMENT PARTS
FREE 200 Page Catalog — Save $§8$
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

LOOKING FOR CUSTOMERS? Q"—-.;}

We’'re Looking to
Bring Them to You!

Reach thousands of decision-makers in the industry—

Place your ad in Landscape Management!

For rates and schedules, contact

Teresa Milam:

800-225-4569 x2670 or 440-891-2670
tmilam@advanstar.com
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CLASSIFIED SHOWCASE

Help Wanted

We're in
growth mode.
Are you?

When you join TruGreen
Companies, you can
take advantage of all
the resources and
innovations of a
national leader. But,
as part of our local
branches, you'll have
the chance to really get involved in the business
and make a difference. We have opportunities
in Northern California for:

ALL LEVELS OF LANDSCAPE
MANAGEMENT & SALES!

This is the first step to a long and rewarding
career with a fast-growing LandCare leader
With locations across the country, you can
virtually go anywhere, and still be a part of
the TruGreen Companies family. We offer top
salary, bonus, and commission, company
vehicle, medical/dental insurance plus 401(k).

For consideration, fax:

(925) 828-1525
or email: nor_cal@landcare.com

TRUGREEN Companies

EOE AA/M/FID/V Drug Free workplace

59 S
Gree nSearch
Providing professional executive search, human
resource consulting and Webb-based job posting
services to Grex i y companies and allied
horticultural trades throughout the United States
www.greensearch.com
E-mail: info@yreensearch.com
Toll froe: 1.888.375.7787

Local Phone: 770,392.1771 Fax: 770.392.1772
1117 Pericneter Canter W, Suite S00E., Alanta, GA 0338

American Civil Constructors is changing
the face of the landscape industry...

...and we want you to join us!

We offer a wide range of benefits
including medical, dental, 401(k),
125 cafeteria plan and education.

Visit us at www.acconstructors.com
or call 303.795.2582

g
(4 a)
Labor Consultants
(LT

Foreign Labor

Specialists (H2B)

LCI has the expertise to create a workforce
that will fulfill whatever your labor

need is: H2B, H2A, Seasonal, Peakload,
Permanent, etc. LCI has met the workforce
needs of many landscaping companies in
the U.S. with workers from countries
throughout the world. LCI has vast
experience in bringing over workers from
many countries as well as Mexico. LCI has
the labor experience you can rely on!

Contact LCI for more information:
Our foundation is creative labor solutions.
E-mail: info@laborci.com
Call 208-777-2654
Visit our Website: www.laborci.com

NEED LEGAL WORKERS?

The Southwest's largest recruiter and processor of
LEGAL seasonal workforces for the Green Industry
through the federally organized H2-B program.

* No more fear of INS raids and fines
* Genuine social security numbers
« We wade through all of the paperwork for you
* Your workers are delivered to your door
Call: 210-695-1648 or
www.head-honchos.com

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

’_,__-——-. LOOKING TO HIRE SOMEONE?

&
- \ =

Place Your Recruitment Ad in Landscape Management!

For rates and schedules,

call Teresa Milam: 800-225-4569 x2670 or 440-891-2670
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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

THE BRICKMAN GROUP, LTD.

Careers in landscape management
available in:

California - Colorado
Connecticut - Delaware
Florida - Georgia
[llinois — 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

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
407-320-8177 & Fax: 407-320-8083
E-mail: hortsearch@aol.com

www.florapersonnel.com

LANDSCAPE ESTIMATOR/DESIGNER
FOR COMMERCIAL PROJECTS
Great opportunity to be involved with the area’s
fastest growing landscape company.

Great benefits package to include med/dent/401(k).
Please forward resume to

253-848-8187 (fax) or rmorris@nwico.com

NAILDOWN YOUR WORKFORCE for 2003!
Reliable Workers: More Profits. Legal Workers:
Less Worry. Skilled Workers from Mexico.
ALL Documentation. Visas. Transportation.
Guaranteed, Affordable, Fast-Friendly Service. Call
Now for Information. Free Employer Bookiet.
David Donaldson, USAMEX- 501-724-8844,
David@USAMEX.org, www.USAMEX.ORG and
www.MexicanWorkers.com 1/03

REPEATING an ad increases sales & profits!
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CLASSIFIED SHOWCASE

INFORM ¢ INTRODUCE ¢ INFLUENCE ¢ INSTRUCT
D< A ISTEORA
F DDlNT >

Reprints of Landscape Mangement
articles, advertisements, news items or
special announcements are available
through Advanstar Marketing Services.
Customized to meet your specific needs,
reprints are highly effective when used to

¢ Develop direct-mail campaigns

¢ Provide product/service literature

¢ Create trade show distribution materials

¢ Present information at conferences and
seminars

Extend your coverage to your website.
Custom reprint packages

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

Landscape

ADVANSTAR MARKETING SERVICES
MaRrcie NAGY

1-800-225-4569 ext. 2744 or
440-891-2744

Email: mnagy@advanstar.com

Put the Power of
DIRECT

MARKETING
to Work for You!

O Mail, phone or fax to over
50,000 highly responsive

decision makers in the
landscape industry!
Target your message

according to your needs...
demographic selects are
available—our data is also
available for database
enhancement or overlay.

For counts and pricing contact:
— Tamara Phillips
440-891-2773 or 888-RENTLIST

Landscape

MANAGEMENT

Help Wanted (Cont’d)

Director of Operations

The Buffalo Olmsted Parks Conservancy,
a not-for-profit parks organization, is searching
for dynamic landscape professional to lead a
ground-breaking public-private partnership
among the Conservancy, the City of Buffalo
and Erie County in implementing a 20-year
Management and Restoration Plan for
Buffalo, New York's Frederick Law Olmsted-
designed Park and Parkway system, which is
listed on the National Register of Historic Places
and comprises 75 percent of the City's parkland.
Position requires expertise in landscape
design/build, multiple project management
and budgeting (Expedition, Suretrak or
Microsoft Project), horticulture, and parks
maintenance, with an understanding of the
Olmsted landscape, union contracts and the
environmental review process. The successful
candidate will have strong communication
skills and an ability to build consensus.
Bachelor’s degree. master’s preferred.
Competitive compensation.
Please send resume and cover letter by
November 30, 2002 to:

Deborah Ann Trimble
Executive Director, BOPC
84 Parkside Avenue, Buffalo, NY 14214

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

REPEATING an ad ensures it will be seen!

Download a free demo of
the software everyone is
talking about!

www.wintac.net

Or call 24 hours for a free demo CD

1-800-724-7899 ext2

7" The #1 best—sellinﬁ

» Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking
« Matenal & Chemicals Tracking

« Letter Writer w/ auto Mail-Merge
Send Sales and Service Notices

all-in-one software for
specialty trades

Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounting: G/L, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks ®,
Peachtree™, MS Office®, Street
Mapping, Emailing, and more!

Get a Step Ahead
of the Competition

Place your ad in
Landscape Management!

For advertising rates and schedules, contact
Teresa Milam:
800-225-4569, x2670 or 440-891-2670

2002

landscape illustrator
www.Lsisoft.com

When responding to
Classified Advertisements,

www.landscapemanagement.net / NOVEMBER 2002 / LANDSCAPE MANAGEMENT 85


mailto:mnagy@advanstar.com
mailto:PIRELEIF88@aol.com
http://www.wintac.net
http://www.Lsisoft.com

best

practices

GUIDELINES TO HELP AN INDUSTRY GROW

Aim for 90% along with price increases

BY BRUCE WILSON

book of business that

renews from year to

year is essential for
growing a landscape mainte-
nance business. The higher
percentage of jobs retained
each year, the less new sales
required to grow. The better
companies in the industry
retain at least 90% of their
contracts from year to year.

Another major benefit to
client retention is that efhi-
ciency improves each year for
the first couple of years, mak-
ing the job more profitable. If
you're able to increase the
price as well as improve effi-
ciency, that’s even better.
Price increases are always

necessary to recapture increas-
ing costs of doing business. Has
there ever been a year where
employees took a pay decrease
because their costs went
down? However, raising prices
has become increasingly diffi-
cult, Many companies have
high retention rates and erod-
ing margins. Go the extra yard
and position yourself for the
price increase.

LANDSCAPE MANAGEMENT (155N 08541
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The following are
some of the best prac-
tices associated with
renewing from year to
year and, better still,
getting the price in-
crease needed to cover
your cost increases.

b Stay close to customers.
You, the business owner, have
the most leverage in securing
the renewal and getting the in-
crease. If you delegate this to
employees, remember that
they don’t and won't have the
same vested interest as you in
getting the increase and will
back down just to get the
renewal.

P Be sensitive to your cus-
tomers’ business. If their busi-
ness is hurting, you may have
to forgo the increase. You can
reduce services to retain the
same margin, or perhaps delay
the increase until better times.

- Be in a strong position at
renewal time. You can't afford to
have a customer service glitch at
renewal time. Make sure your
crews take extra care in the
months leading up to renewal.

» Do some reconnaissance.
Have the customers’ other ser-

of mechanic
i witing from ¥
the internal or perscnal Lse of fpecific chems,

Bruce Wilson

vice providers been
able to renew and get
increases, and how
much? Changes in
other service
providers should warn
you that it may not be
business as usual.

» Get involved in the
customer’s budget process.

If you're close to your cus-
tomer, you should be able to
find out when they budget for
the coming year. Give them a
budget number for your in-
crease, as well as a budget for
enhancements. In tough times,
they may be asked to cut costs.
You need to know this.

» Don't just ask for an
inflationary increase. That usu-
ally doesn't sell. Be specific in
citing which of your costs have
increased. This year, most com-
panies have suffered increases
in liability, health and workers'
compensation insurance. The
customer has also suffered these
and will be able to identify with
you. Build your case around
specific cost data.

Placing emphasis and efforts
on getting renewals pays off in

a big way on the bottom line,

86 LANDSCAPE MANAGEMENT / NOVEMBER 2002 / www.landscapemanagement.net

Sound off

What a great business,
eh? Month after month,
season after season, we
nurture our customers’
properties and they pro-
vide us with an ongoing
stream of revenue. The
more customers we keep
from one year to the next,
the better. That's the way
it works best if you want
to grow your company.

What can you add to
Bruce Wilson's take on
customer retention? Let
managing editor Jason
Stahl know at jstahl@
advanstar.com.

Bruce spent 30 years
with Environmental Care,
Inc. (now known as Valley-
Crest Maintenance). He
and partner Thomas L.
Oyler of Wilson-Oyler
Group now offer consult-
ing services to landscape
and grounds care
providers. (Visit www.
wilson-oyler.com or con-
tact Wilson at bwilson@
wilson-oyler.com.)
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CALL FOR YOUR LOBAL DIXIE CHOPPER DEALER

or visit us at: www.dixiechopper.com

765-CHOPPER

Circle No. 102



http://www.dixiechopper.com

Midsize Walk-Behind Mowers ZT-226 Zero-Turmn Riding Mower

Three Hydrostatic or Gear-Drive EF1 V-2 Gives High Productivity and Ei Y
Models with 32" to 61" Fixed or * Electronic fuekinjection, 26 hp Kohler® engine
Full-Floating Decks

« ContourCut® anti-scalp, full-floating, 61" to 72" decks.

* Hydraulic oil cooler uses conventional oil
» Dependable, manual deck lift with ¥4* height increments.

Four of 12
Reliable Werkers.

Highly Maneuverable.

Top-Quality Cuts from
4' to 6’ Wide.

Three-Year Limited Warranty.

ZT-219 Zero-Tum

DS -
P\ TEXTRON Riding Mower
! For an Affordable and
B - * Optional muiching Uniform-Quality Cut

decks and blades « Tough, 19 hp Kawasaki®
S FORYORY, V-2 OHV engine

reinforced steel

* ContourCut* anti-scalp,

Call 1.888.922.TURF visit www.textronturf.com to request a complete catalog or locate a dealer fulli i - -
S ng, 48" or K
©2002 Textron Goit. rmu[.y,'(\-r. Products uli-fioating, or 52° dec

Lawnaire® 28 Aerator Lawnaire® IV Plus and Mataway® One-Pass

* Maneuverable, 28" width, V Plus Aerators 35" Slicer/Dethatcher/Overseeder

* Covers 24,000 sq. ft. /hour, * Self-propelled. * Easy selection of blades/spacing.

* 19" and 26" widths. « Transparent seed-flow tubes.

* Aerate 21,000 to
29,000 sq. ft./hour.

Healthy
Lawns
Always
Begin WIth
>~ Ryan s

Number‘%cgﬁe s
Sod Cutter ’,,’“’m Toughy ,

. 12" or : 7y I and y‘Aem
18" width, ) > 2 |,f.. Sgsdérs;and
' % | Déthateners.
£ (I8 BRI,

Ren-0-Thin® Power - SEEE s |\
Rake/Dethatcher : e | 4

Lawnaire
IV Plus

At the core of healthy turf

Call 1-888-922-TURF or visit www.textronturf.com 1o request @ complete catalog Osiocatn.a deales.
©2002 Textron Golf, Tur! & Specialty Products
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