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Mower Lineup Is Bigger, 
»ader And Tougher Than Ever. f -

A Fully Outfitted Landscaper Truck! See Inside For Details! 

http://www.landscapemanagement.net


BAMs, Large, 
Intermediate and 
Small Frames -
Husqvarna has 
Mowers wi th 
Features and Sizes 
to suit every 
Landscaper's needs. 

r % ! 

BAM M O W E R S 
Available with a 27 
or 34 H P T U R B O 
diesel engine, in 61" 
or 72" cutting widths. 

LARGE ZTH MOWERS 
Available with a 23, 25, 
26 or 27 HP Kawasaki 
or Kohler engine, 
in 52", 61 "or 72" 
cutting widths. 

i n — 
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ZTH MOWERS 
Available with an 
18,21,23 or 27 HP 
Kawasaki or Kohler 
engine, in 42", 48" 
or 52" cutting widths. 

SMALL Z T H 
M O W E R S 
Two models available 
with an 18 HP 
Kawasaki engine, 
in a 42" cutting width. 

If Landscapers Could Engineer 
And Manufacture Mowers, 
This Is How They Would Look. 

Husqvarna's Advanced Engineering Teams 
Talked W i t h Hundreds Of Landscapers 
To Design Mowers Packed W i t h The Speed, Power, 
Handling and Performance They Demand. 

1 Hydraulic system utilizes Mobil I 
full synthetic oil coupled with an 
automotive-style "stacked" oil cooler. 
Offers superior cooling to ensure 
outstanding performance and durability. 

2 Engine is mounted on a sub-frame 
that is fully isolated from the main 
uni-body chassis with tough neoprene 
bushings. (XP and BZ only). I 

£ * 

1Q Our seat isolation system 
^ (patent pending) coupled 
/ with our engine isolating 
/ system offers one of 
I the smoothest rides in 

the industry. 

AOVANCED CUTTIMC SYSTIM 

g Foot-assist deck lift for 
easy height adjustment 
(excluding iZ 4218 and 
34hp BZ models). 

8 Wide rear tires, 
measuring 24" * 12"-
12" and low center 
of gravity provide 
a smooth ride with less 
turf compaction. 

1 Husqvarna spindles are 
maintenance-free, with 
sealed bearings mounted 
in a tough aluminum 
die-cast housing for 
excellent heat dissipation, 
and are backed by our 
3-year warranty. 

3 ACS decks are available 
on units up to 72" and have 
6 or 8 anti-scalp rollers. 

4 Low center of gravity, 
an extended wheelbase 
and wide stance offer 
a smooth ride. 

All Husqvarna commercial mowers 
feature heavy-duty reinforced 
front casters and have automotive-
style tapered spindle bearings for 
extended durability. XP and BZ Series 
have extra large-front casters and 
tires for improved ride. 

Advanced Cutting System 
deck offers an excellent 
quality of cut and increased 
ground speed, up to 11 mph 
in forward motion and S mph 
in reverse. Allows the 
operator to finish the task 
with speed and precision. 

©Husqvarna 
To Feel The Power Of Our Entire Lineup Of Commercial Mowers, 

Call I-800-HUSKY-62 For A Retailer Near You 
Or Visit www.husqvarna.com 

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

http://www.husqvarna.com


What property 
managers like INSECT CONTROL 

Zippy zero-turn 
mowers 

A f j f t ^ I l f i y / i ' i t f 

J * J r r d p 

ÙÌ A ¿J A S * £ ill r 
APRIL 2003 / www.landscapemanagement.net 

Boost revenues by 25% 
or more on each job 
with extras' 

'hidden' 
revenue 
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MIGHTY. QUIET. 
I N T R O D U C I N G T H E P O I E R F U L A N D S U R P R I S I N G L Y 0 U I E T G M C " S I E R R A " 

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,M 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. 

1 BOO • GMC • 8 7 8 2 OR WWW GMC.COM WE ARE P R O F E S S I O N A L GRADE! 





Controllers 
for Contractors 
Who Want Advanced 
Features and 
Faster Set Ups 

By the time most contractors are 
ready to program the controller, 
the truck is loaded and the crew has 
moved on to another site. That's why 
Hunter offers a new way to make 
irrigation programming routine and 
easy. Our expanded line of control-
lers not only look alike, they install 
and program alike too. For large 
sites, the modular ICC has sophisti-
cated water management tools and 
easily expands from 8 to 48 zones. 
For res/com jobs, the Pro-C also 
offers the benefits of modularity 
with 3 to 15 station expandability, 
plus a removable face plate for 
"walk around" programming. 
The compact S R C is your best bet 
for standard residential sites and 
features 6 or 9 stations, plus odd/ 
even watering and more. 

Control ler Comparison Kit 
See how Hunter controllers can 
make you and the crew more 
productive. Call today for your 
free copy of the Comparison Kit! 

Intuitive Dial Programming 
Plug-in Module Expandability 
Indoor / Outdoor Models 
3 to 48 Stations 

H i i i i t c r 
The Irrigation Innovators 
800-733-2823 • www.Hunterlndustries.com 

Circle No. 104 
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52. Boost your budget ing prowess 
A step-by-step financial plan that gets the funds you'll 
need to provide your grounds services 
B y GEORGE VAN HAASTEREN, JR. / C G M 

[ g r o u n d s m a n a g e m e n t c e n t e r " 

56. Award -w inn ing landscape 
m a n a g e m e n t 
Organic's the way at Post Gardens, Atlanta, GA 

Landscape 
M A N A G E M E N T ! 
APRIL 2 0 0 3 / # 4 / VOLUME 4 2 

f e a t u r e s 

c o v e r s t o r y 

28. Unlock Hidden revenue 
Read this if you're not generating 25% or more in 
extra revenues from each maintenance account 
B y RON HALL / EDITOR-IN-CHIEF 

34. Property managers speak out 
Forget being the lowest bidder — here's the real lowdown 
B y GEORGE WITTERSCHEIN 

40. 10 killer market ing strategies 
Separate your company from the competition with 
these simple yet effective marketing tips 
B y CHERI JONES 

47. Customer sensitive service 
Follow these steps to match your service with your promises 
B y GARY GOLDMAN 

| t r u c k g u i d e " 

58. Contractor favorites 
Straight talk from three landscape professionals on 
what they like and don't like in pickups and vans 

60. Power, versatility, comfort 
Yesterday's options are today's standard features on 
many model year 2003 and 2004 trucks 

70. Stay in touch 
Mobile accessories for trucks 
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9. On the Record 
And don't forget to write 
B y RON HALL 

12. Inside the Owner's Head 
Russo's imagination builds a team 
B Y RON HALL 

14. My Way 
Equipment tech shortage serious 
B y JOHN PIERSOL 

16. Industry A lmanac 
D'Avino leads Landscape Group, ValleyCrest acquires 
Impact Group, SIMA Symposium approaches, Stihl tour 

24. Statistics 

95. Events 
Who, what and when 

I t e c h c e n t e V 

74. Really know your pest 
enemies 
Knowledge is the key to dramatically increasing 
your chances of controlling turf/ornamental pests 
B y R. CHRIS WILLIAMSON , PH.D. 

78. Beetlemania 
Research and observation dispel some old beliefs 
about Japanese beetles and their control 
B y DAVID HELD 

90. Ask the Expert 
Oak infestation, hit-and-run, Dursban alternatives 
B y BAL RAO, PH.D. 

92. Products 

[ e n d i n g n o t e s 

106. Best Practices 
Branch offices: no need to reinvent the wheel 
B y BRUCE WILSON 

82. Large 'scale' woes 
Recognize a scale infestation and the 
type of scale before you begin treatment 
B y DEBBIE CLAYTON 

84. UVI Reports: 
Zero-turn tech z ipp ing a long A 
B y CURT HARLER 
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POLARIS 
MHmmmum 

If you were designing a now utility vehicle, how would you make it stand apart from the crowd? Would you give it the 

most powerful engine in its class? Would it have automotive style suspension and a three person carrying capacity? 

Price it at an affordable $6,229. Maybe you'd offer features that reaffirm the level of engineering that you couldn't find 

anywhere else. Laying claim to any one oi these accomplishments would set you apart from today's crowd of utility 

vehicles. Imagine how valuable you'd be if you could claim all 

oi them. Introducing the all new Polaris UTV1500 Workmobile. 

The true choice the only choice the Professional Series by Polaris. 
PROFESSIONAL SERIES 

Circle No. 105 
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next month 
WHAT'S COMING UP IN MAY 

• Cover story — 
Certification: 
Does it matter? 
The programs and what they mean 
to the industry and its customers 

• Strategies to tame 
tRe morn ing circus 
You'll never have to crack a whip 
to get your team going ever again 

• Sprayers/spreaders 
LM Reports gives you the latest on 
all makes and models 

• Graduation fixups 
Attention grounds pros: Shape up 
your campus for graduation 

• Improv ing irrigation 
system performance 
Install a good system, then fine-
tune it to save water and money 

• Rx for sick turf 
10 things every lawn professional 
should know about turf diseases 

• Plus: On the Record, the 
latest Green Industry news in 
Industry Almanac, Best Practices, 
and another special issue of 
"Leadership Insights" by JP 
Horizons, brought to you compli-
ments of Husqvarna 

M A N A G E M E N T 

VISIT US ON THE WORLD WIDE WEB www. landscapemanagement .net 

Prond supporter of these green i n d n i t r y p r o f e s i o n a l o r g a n i z a t i t n i : 

Mm 

ANTLA 
American Nur»ery ta 

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

American Nursery & Landscape Association 
1000 Vermont Ave., NW, Suite 300, 
Washington, DC 20005-4914 
202/789-2900 
www.anla.org 

Independent Turf and Ornamental 
Distributors Association 
526 Brittany Drive 
State College, PA 16803-1420 
Voice: 814/238-1573 / Fax: 814/238-7051 

Ê> 

THE OFFICIAL PUBLICATION OF 

American Society of Irrigation Consultants 
111 East Wacker Dr. 18th Floor • Chicago, IL 60601 
Voice: 312/372-7090 / Fax: 312/372-6160 
www.asic.org 

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

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

Ohio Turfgrass Foundation 
1100-H Brandywine Blvd., 
PO Box 3388 
Zanesville, OH 43702-3388 
888/683-3445 

The Outdoor Power Equipment Institute 
341 South Patrick St. 
Old Town Alexandria, Va. 22314 
703/549-7600 
opei.mow.org 

Professional Grounds Management Society 
720 Light Street 
Baltimore, MD 21230 
410/752-3318 

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd., NE, Suite C-135 
Marietta, GA 30068-2112 
770/977-5222 
www.plcaa.org 

Responsible Industry for a Sound Environment 
1156 15th St. NW, Suite 400 
Washington, DC 20005 
202/872-3860 
www.acpa.org/rise 

Sports Turf Managers Association 
1027 S. 3rd St. 
Council Bluffs, IA 51503 
712/322-7862; 800/323-3875 
www.sportsturfmanager.com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

PgMS 

IurtiTOirtrfr 
Manager's .\sMxiation 
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LEIT Light Energized Irrigation Technology 
From coast to coast, installed by cities, municipalities, 
transit authorities and environmental agencies, DIG LEIT 
features the only ambient light powered irrigation controller 
capable of operating in a low light environment without 
direct sunlight. The LEIT harnesses the energy of ambient 
light to power the unit day or night in any weather 
condition, any place in the world. LEIT delivers the latest in 
controller technology without the hassle with electric 
power, resulting in a better performance in a user-friendly 
irrigation controller. 
• Available in four to twenty-eight stations 
• Built to the highest quality 

control standards (ISO 9002) 
• Controller function and 

operation are 100% tested 
• Four programs with three 

start times per program 
• Bilingual software in English 

and Spanish 
• Status report, custom 

grouping and more 
For more information or a catalog: 
I - 8 0 0 - 3 2 2 - 9 1 4 6 
www.digcorp.com 

Di'G 
&RIGATION PRODUCTS 
1210 Activity Drive • Vista. CA 92083. USA 
Phone 760-727-0914 • Fax 760-727-0282 

http://www.landscapemanagement.net
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Install Confidence: Install Rain Bird RWS Series. 
Water, air and nutrients are able to reach deep roots directly, using this patent-pending system that 
features a retaining cap and 36" long semi-rigid mesh tube. 

• Root Watering System comes ready to install right out of the box, making installations quick and easy. 

• Watering time can be reduced, because nourishment is delivered directiy to the roots. 

• Enclosed design with grate-locking feature protects the system from vandalism. 

• Compatible with drip emitters, or can be purchased with a pre-installed bubbler and check valve. 

Visit www.rainbird.com for additional details about the RWS Root Watering System that promotes healthy 
tree growth in one complete, right-out-of-the-box package. Install Confidence. Install Rain Bird. 

RAIN^BIRD 

http://www.rainbird.com


E V E R Y T H I N G Y O U V A L U E 
CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION. 

FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER. CALL 1-M8-4-KUB0TA. EXT. 403 OR WRITE TO 
KUBOTA TRACTOR CORPORATION. 3401 DEL AMO BLVD., DEPT. LM. TORRANCE. CA 90503. FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION. 

www.kubotaZDPro.com 

ZD PRO 
21HP/28HP 
Low maintenance Kubota diesel engine 
New 7-gauge steel fabricated deck 
60" and 72" cutting width 
5.5" deck depth 
Tilt up deck for easy maintenance 
Converts to dedicated mulcher 
Swivel anti-scalp rollers 

•Financing available at participating dealers through Kubota Credit Corporation on approved credit. *0% APR for 36 months on new ZD Zero Turn Mowers. 
Some exceptions apply. Minimum down payment 10%. Offer ends June 30. 2003. 

Take a demo ride on the all new Kubota ZD Pro. 
This professional zero turn mower is designed to 
handle the toughest turf with ease. 
We also made it easy to own with a limited time 0% 

financing offer. For all the details or to arrange 
a demo, see your local Kubota dealer or visit 

www.kubotaZDPro.com today. 

0 % FINANCING' 
FOR 3 6 MONTHS 

http://www.kubotaZDPro.com
http://www.kubotaZDPro.com


BY RON HALL / EDITOR-IN-CHIEF 

And don't forget to write 

Igot a friendly card in our office mail the 
other day. I was surprised and delighted. 
Who takes the time to sit down and write a 
friendly note anymore? Think of the effort: 
You write it, sign your name to it, neatly 
fold it, put it in an envelope, address it by 
hand, put a stamp on it and mail it. 

What an awful waste of time, right? 
Not from my end it wasn't. The sight of my name 

and address neatly handwritten across the front of the 
envelope caused me to push aside more than a dozen 
other pieces of mail and open it immediately. 

A rare thing indeed 
After I shared the note with my colleague, Managing 
Editor Jason Stahl, it struck me how seldom I receive a 
pleasant handwritten note delivered by the U.S. Postal 
Service. A thoughtful, friendly letter? Forget it. 

Perhaps it's a generational thing, and forgive me for 
the "it was better in my day," but I remember when I 
looked forward to the mailman's arrival because it 
often meant news and greetings from my mom or my 
kid brother or, best of all, that special someone. Those 
particular letters were the best ones I ever received, 
and the letters I wrote back must have been pretty 
dam good, too. (That special person saved all of them, 
and they're in a shoebox in our home. Maybe we'll 
read a couple of them together as we celebrate our 
34th in May.) 

These days, I dread seeing the mail lady approach 
my mailbox at home, or the mail cart roll by my desk 
in our office. Almost all of the mail I get is junk mail 
— credit card offers, promotions of every shade, news 
releases and product announcements that have little to 
do with what we do here at Landscape Management. 
Most is just a discouraging waste of paper and postage. 

Is so much e f f i c i e n c y really what you're looking for 
in our personal and customer r e l a t i o n s ? 

This isn't communication 
Today, it's so easy to put together a form letter (com-
plete with digitally produced autograph) and spew out 
hundreds of copies with the push of a button. 

It's easier still to dash off an e-mail: "Dear XXXX 
(fill in appropriate name), How are you? We're fine. We 
greatly appreciate your XXXXX (select appropriate word 
from: business, kindness, gift, thoughtfulness.). Sincerely 
yours, Ron." Now that's efficiency. 

But is that much efficiency necessary in our per-
sonal and customer relations? I don't think so. 

Certainly not even our best friends or customers 
expect us to sit down and write them long newsy let-
ters; It's just not done anymore. But what's wrong 
with the occasional friendly note or card? Absolutely 
nothing. In fact, it's one of the nicest things you can 
do. And one of the most appreciated. 

Considering what the mailman brings every day, 
the recipient will remember your thoughtfulness long 
after all the bulk mail junk has been recycled for yet 
another round of credit card offers, print promotions 
and solicitations. 

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





MM Bayer Environmental Science 

r h i n m ! Chipco and Merit are registered trademarks of Bayer AG. Always read and 
LH I I J J O U I f o ( | o w | a b e , d j r e c t i o n s carefully. I 95 Chestnut Ridge Road I Montvale, NJ 07645 

www BayerProCentral.com I © 2003 Bayer AG 

STOP 
SCOUTING 

FOR 
GRUBS. 
It doesn't matter what you're 
looking for, you get Merit® and 
you get rid of grubs. It nips 
every major grub species from 
egg-lay through second instar. 
And application t iming isn't 
critical because of its residual 
power. So get off your knees. 
Prevent chronic callbacks. 
Get guaranteed, season-long 
control with the most effective 
grub eradicator on the market. 
Merit. Fear no grub. Call us at 
l-800-331-2867 to learn more. 



BY RON HALL / EDITOR-IN-CHIEF 

Imagination builds a team 
emember working like the 
dickens to write a great 
term paper or to finish a 
big project? I bet you 
haven't forgotten the guilty 
pleasure of playing hooky a 
few days later, either. 

Gone fishin' 
One day each July, the "team" at Russo 
Lawn & Landscape plays hooky. Employ-
ees at the 13-year-old landscape company 
grab their fishing poles, stock the coolers 
and head out together for a day on the 
ocean. Sometimes they land stripers and 
sometimes blue fish.. .and 
sometimes not much at all. 
But they always come back 
with great stories, and they al-
ways have a great time. 

"Hey, thanks Mike!" That's 
what they say when they get 
back to the dock. That's be-
cause owner Mike Russo picks 
up the tab. It's one of the 
unique "perks" that make his 
operation a different place to 
work. In many respects, Russo 
is a different kind of an owner 
as is evidenced by community projects he 
and his crews do absolutely gratis. But let's 
focus on the imaginative team-building ac-
tivities and exercises that make his com-
pany such a great place to work. 

Cash, food and parties 
For example, the owner gives his "team" an 
$800 cash certificate each month. The 
money is to be used towards any control-
lable repairs. If any incidents occur that re-
sult in controllable damage, the dollar 
amount of the replacement/repair is de-

ducted from the $800; the rest is divided 
among team members. 

Pizza, anyone? If all of the company's 
crews meet or come in below their bud-
geted man-hours for the week, everyone 
gets pizza. Career Enhancement Director 
Samantha Wood wrote it for all to see. 

Need a little bit extra in your paycheck 
this coming month? If you work on Russo's 
team, you can earn it if you accrue enough 
points to be selected as "Team Member of 
the Month." The rules are simple and 
they're in English and in Spanish. Heck, 
you might even earn "Team Member of 
the Year." Francisco Mari won it last year 

The whole team at Russo Lawn & Landscape 
gathers for its July 2002 ocean fishing trip. 

Where else do you get 
a day's pay for putting 

a fishing pole in 
your hands? 

and earned himself and his family extra 
cash and a 27-in. television. 

We all know what "sick pay" is, but 
what about paying somebody for "well 
days?" Mike does. A team member earns 

Russo Lawn and 
Landscape 
• A T A G L A N C E 

Russo Lawn and Landscape 
Windsor Locks, CT 

Owner: Mike Russo 

Year founded: 1990 

Employees: 20 

2002 gross revenue: $1,350,000 

Services: Landscape maintenance 
& installation — 90% commercial and 
10% residential 

1/2 hour for each week 
they're on time every day and 
don't have any early dis-
missals. You're allowed two 
paid "well days" each year. 

Russo Lawn & Landscape 
embraced the JP Horizons 
Pro Training Challenge, and 
won first place in the program 
in 2000 and shared first place 
in 2001. Team members have 

continued to meet each week in "Career 
Enhancement Meetings." That's where the 
serious stuff takes place. 

But there's plenty of fun stuff, too, like 
an annual holiday party and an annual Suc-
cess Banquet to start each new season. Be-
sides, where else do you get a day's pay for 
putting a fishing pole in your hands? 

— Information provided by The Owners' 
Network, a program created by JP Horizons, 
Inc. and sponsored by Weed Man. Visit the 

Web site www.ownersl .com or call 
877/574-5267. 

http://www.ownersl


Toolcat™ Utility Work Machine 
...an entirely new concept! 
The Toolcat 5600 combines the best features 
of a loader, pickup truck and attachment carrier. 
Designed to excel at large property maintenance 
and commercial grounds keeping, the 5600 is an 
entirely new concept — the utility work machine! 

Call toll-free 1-866-823-7898 ext. 0189 
for a FREE Video Catalog and 2003 Buyer's Guide. 
Or visit our website www.bobca t . com/0189 

Bobcat Company • P.O. Box 6000 • West Fargo, ND S8078 

¥ Bobcat 
One Tough animal 

A( (Iff) Ingersollfland business 

http://www.bobcat.com/0189


BY JOHN R. PIERSOL / GUEST COLUMNIST 

Green Industry pros must go to h i g h s c h o o l s 

inform y o u n g p e o p l e of potentially 
r e w a r d i n g careers. 

to 

Needed: trained shop techs 
emand for skilled turf equipment 
technicians and maintenance shop 
managers increases daily. The Green 
Industry offers these trained person-
nel a range of exciting career oppor-
tunities. Too bad that few young 
people recognize this. 

Working to meet a need 
Lake City Community College is trying to change this. 
It has a long history of training professionals for the 
Green Industry. Its two-year Golf Course Operations 
and Landscape Technology programs began in 1967. 
LCCC's Turf Equipment Management program 
(TEM] started in 1973, and Irrigation Management 
began in 1999. These are one-year programs. 

TEM was started to meet calls from the golf indus-
try for mechanics trained in maintenance and repair on 
specific turf equipment. In recent years, the landscape 
industry has also been seeking more of these poten-
tially valuable team members. 

The Lake City program started small and devel-
oped slowly, and demand for these students wasn't 
that great, at least not until the mid-1980s. But that 
changed when golf s popularity as a televised spectator 
sport exploded. The public saw immaculately 
groomed courses on TV and pressured their superin-
tendents for similar conditions. The superintendents, 
in turn, asked equipment manufacturers for help, and 
they responded by producing more sophisticated and 
technically complex machines. 

Seemingly overnight, the golf industry began 
screaming for skilled equipment technicians capable of 
interpreting equipment manuals, establishing PM pro-

grams, setting up parts rooms, ordering parts properly, 
grinding and setting reel mowers, managing parts in-
ventory, operating computers and keeping accurate 
records. Now the landscape industry needs them, too. 

Today, graduates of LCCC's TEM program are in 
high demand. The 15 or 18 students completing the 
course each year receive several different job offers. 
Starting salaries range from $22,000 to $40,000. 

It would seem that recruiting students to a one-year 
program that can place just about every graduate in a 
good job would be easy. It's not. Few people recognize 
it as a profession. Think about it: How many students 
are counseled into turf equipment mechanics? 

Let's do something 
Let's go to high schools to inform young people about 
this and other potentially rewarding careers in the 
Green Industry. High school automotive mechanics 
students are logical recruits, but don't overlook young 
people considering college. Many of them have no idea 
what major to pursue. Too often they overlook lucra-
tive careers available through programs like ours. 

We must talk to the student groups and invite 
them, their instructors and their counselors to our fa-
cilities so they can see a modem shop loaded with 
today's sophisticated turf equipment. 

The landscape industry needs dedicated and trained 
young people, and nowhere is this need greater than in 
its maintenance shops. Who's going to keep our so-
phisticated turf equipment maintained and repaired? 
— The author is with Lake City Community College. For 

more information about recruiting students into Green 
Industry shop management, contact him at 

piersolj@lakecitycc.edu 

mailto:piersolj@lakecitycc.edu


G r a n u l a r G R A S S A N D B R O A D L E A F P R E E M E R G E N T H e r b i c i d e 

It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months. That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. #DowAgroScknces 

Day and Night. Month after Month. S n a n c h n f 
•Trademark of Dow AgroSaences LLC W I I U | l w l I W & •Trademark of Dow AgroSaences LLC 
Always read and follow label directions 
www dowagro.com/lurf 1-800-255-3726 Specialty Herbicide 
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N E W S Y O U C A N USE 

Shindaiwa teams 
with ServiceBench 
TUALATIN, OR — Shindaiwa, Inc. 
has teamed with ServiceBench for 
its online product registrations and 
electronic submission of warranty 
claims. The web-based technology 
of ServiceBench is a complete in-
ternet solution for manufacturers, 
distributors, and dealers in simpli-
fying and speeding up various 
business to business transactions. 

Stihl to expand VA 
product ion facility 
VIRGINIA BEACH — Outdoor power 
equipment manufacturer Stihl Inc. 
announced it will be expanding its 
operations in Virginia Beach. Total 
cost will be $60.8 million, which will 
include adding 228,000 sq. ft. to its 
U.S. headquarters in the Oceana 
West Corporate Park. 

Encore Has new IVII 
distr ibutor 
WATERFORD, Ml — Encore Mfg. 
Co. has granted distribution rights 
for the state of Michigan to X-Sell 
Distribution. The Encore power 
equipment line includes riding and 
walk-behind mowers and 
dethatchers. 

HSS RentX opens 
new branches 
DENVER, CO — National rental 
chain HSS RentX has recently 
opened tool and equipment rental 
branches in Longview, TX and 
Oakland, CA. The company says it 
expects to open additional 
branches in Virginia and Colorado 
by mid-year. 

D'Avino leads Landscape Group 
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Advanstar Communica-
tions, the parent company 
of Landscape Management, 
Golfdom, Pest Control and 
the recently launched 
Landscape Design/Build, is 
pleased to announce that 
Tony D'Avino has been 
named Group Publisher for 
the Advanstar Landscape 
and Pest Control Group. 

D'Avino comes to the 
group from Penton Media, 
Inc., where he most re-
cently served as Group 
Publisher of Material Handling Manage-
ment, Transportation and Distribution and 
Supply Chain Technologies. He replaces 
John Payne, who served as Group Pub-
lisher from 1995 until early 2003. 

"We're extremely fortunate to have 

D'Avino hopes to build on the 
success of the Landscape and 
Pest Control Group. 

Tony joining our team as we 
continue to grow our busi-
nesses in the landscape, golf 
and pest control markets," 
said Alex DeBarr, Advanstar 
Executive Vice President. 
"We'd also like to wish John 
Payne all the best in his next 
endeavor and offer our 
thanks for his efforts over 
the past seven years." 

D'Avino said he's ex-
cited to take on the new 
role. "This is a great chance 
to work with the most-

respected and fastest-growing group of 
magazines in our industry. W e intend to 
continue our partnership with our readers 
and advertisers to build on that success." 

D'Avino can be reached at 800/225-
4569 or tdavino@advanstar.com. 

John Deere Landscapes acquires 
Overbrook Nursery 
John Deere Landscapes, a wholesale distributor of landscape and irrigation 
supplies, has acquired Overbrook Nursery in Round Hill, VA. 

The new John Deere Landscapes branch will feature a complete selection of 
nursery stock on the seven-acre facility, along with irrigation equipment and 
landscape supplies, including seed, sod, fertilizer and more. 

John Deere Landscapes now has a total of seven branches throughout Vir-
ginia: Chantilly, Chesapeake, Midlothian, Newport News, Norfolk, Round Hill 
and Springfield. 

"The Overbrook acquisition is a major step forward in our strategic plan to pro-
vide landscape and irrigation professionals with an extensive selection of installation 
supplies," says Phil Kerchner, Regional Vice President for John Deere Landscapes. 
"Contractors will find everything they need — from nursery stock to soil amend-
ments, grass seed, fertilizer, pavers and tools to irrigation equipment, landscape 
lighting and more." 

"The Round Hill location is well-positioned to serve the expanding Washington, 
D.C. market, and key Overbrook staff members will remain on board," Kerchner adds. 

mailto:tdavino@advanstar.com




PENNINGTON RYE. 

Zero Handicap. 
The PENNINGTON Ryegrass foursome represents the best performing family of commercially seeded 
ryegrass ever to grace a golf course. Backed by over 50 years of experience and an ongoing research 
alliance with leading universities throughout the United States, PENNINGTON SEED continues to raise 
the performance bar in the ryegrass category. From the top-performing Applaud and Integra varieties to 
the fine texture and dense turf characteristics of Sonata and Jet, PENNINGTON Ryegrass consistently 
delivers top turf quality, disease resistance, density, and color, for a healthy ^ ^ 
course that looks beautiful. And when the course looks good, you look ^ ^ ^ ^ W ^ ^ 
good. Call today and let us show you how PENNINGTON Ryegrass ^ ^ ^ ^ 

PENNINGTON 
Professional Turfgi ass 

s p o r t t u r f @ p e n n i n g t o n s e e d . c o m w w w . p e n n i n g t o n s e e d . c o m 1-800-286-6100 ext 280 

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


ValleyCrest acquires 
The Impact Group 
CALABASAS, CA — ValleyCrest Compa-
nies, the nation's largest privately held land-
scape services firm, has acquired The Impact 
Group, a landscape maintenance company 
headquartered in Delray Beach, FL. 

The acquisition is aimed at strengthening 
ValleyCrest's existing southeast Florida op-
erations and landscape services capabilities 
in Dade, Broward and Palm Beach counties. 

"We share a common commitment to 
responsive customer service and a simi-
lar approach to delivering quality land-
scape maintenance," says Richard Sper-
ber, President of ValleyCrest. "As a 
national company, we bring technical 
expertise, resources and depth of experi-

ence to an already outstanding 
organization." 

Co-founded by Ray Keenan, 
President, in 1990, The Impact 
Group has expertise in developing 
landscape maintenance solutions 
for a range of commercial cus-
tomers including property man-
agement companies, office parks and 
homeowner associations. 

Under terms of the agreement, The Im-
pact Group will operate as ValleyCrest 
Landscape Maintenance. Keenan and Im-
pact Group Vice President Bob DeFrain 
will assume responsibility as ValleyCrest 
vice presidents and oversee the company's 

(L to R) Greg Pieschala, EVP, ValleyCrest Companies; 
Roger Zino, President, ValleyCrest Landscape Mainte-
nance; Bob DeFrain, VP, The Impact Group; Richard 
Sperber, President, ValleyCrest Companies; Ray Keenan, 
co-founder, The Impact Group. 

landscape maintenance operations in Del-
ray Beach, Miami, Ft. Lauderdale, and 
West Palm Beach. 

"Although the landscape maintenance 
industry is still fragmented following the 
roll-up activities of the late '90s, we believe 
the opportunities for strategic acquisitions 
remain strong," adds Sperber. 

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

Irrigation is a major investment 

http://WWW.ASIC.ORG


industry almanac 
SIMA Symposium set for June 12-14 
BUFFALO, NY — The Sixth Annual Snow 
and Ice Symposium unfolds in the Buffalo 
Convention Center here June 12 to 14. If 
you're in the snow and ice management 

business, this will be the place see the latest 
equipment, network with fellow contrac-
tors and hear some of the industry's most 
knowledgeable owners and consultants. 

The following are some of the show's 
presenters: 
• Joseph Giambra, Commissioner of Public 
Works, Parks and Streets for the City of 
Buffalo: Buffalo's Snow Fighting Plan 
• Gerald Krueger, Ph.D., CPE, Krueger 
Ergonomics Consultants: Strategies to 
Manage Operator Fatigue 
• Atty. Robert Kennaley, McLaughlin & 
Associates, Toronto: Winter Maintenance 
Contracts and Managing the Risk of the 
Slip and Fall 
• Rick Winnestaffer, CLP, CSP, 
WinnScapes, Inc., Columbus, OH: Plow 
Your Profits into Real Estate 
• Ed Laflamme, Grass Roots Consulting, 
Inc., Huntington, CT: Proven Sales 
Techniques 
• Nick DiBenedetto, N D Landscaping, 
Topsfield, MA: An "Ideal Modeling" 
System to Boost Snow Profits 
• Peggy Allin, CSP, VP of Operations, 
Allin Companies, Erie, PA: Dispatching 
Made Easy 
• Judith Guido, KehoeGuido Co., Laguna 
Niguel, CA: Strategic Planning Essentials 
• Jeff Tovar, CSP, President, and Rick Lenth, 
CSP, VP of Administration, Tovar's Snow-
plowing, Inc., Elgin, IL: Job Costing: 
Control Your Cos 
• David Tucker, President of CLIP-Sensible 
Software, Inc., Ijamsville, NJ: Make Sys-
tems Work 

For more information or to register, call 
SIMA at 814/835-3577 or visit the Web 
site www.sima.org. 

Correction 
In last month's article, "Seed trade 
keeps innovating," Seed Research of 
Oregon's Showcase Kentucky blue-
grass variety was mistakenly listed as 
a Patten Seed Co. variety. Also, SRO's 
SR 9554 variety was called "Provi-
dence." This was inaccurate as well. 

Opportunity is Knocking... 
Will You Answer? 
Diversify your services, save time, save labor, 
expand to markets you could only have 
imagined. An Express Blower truck opens 
the door to Erosion Control, Turf & 
Terraseeding '", Building Construction, 
Golf Courses, Playgrounds, and much more. 
It's Opportunity. Don't let it pass you by. 
Call us today. 

New Markets 

Full Year Applications 

Commercial 

Volume 

ÜHßress Mower 
800-285-7227 

www. expressblower. com Express Blower is a registered trademark and Terraseeding is 
a trademark of Express Blower. Inc. 

http://www.sima.org


& garden power equipment, has an-
nounced that Dave Navroth was named 
President of Associate/Affiliate Board of 
Directors for the Outdoor Power Equip-
ment and Engine Service Association. 

People 6c 
RedMax promoted J im 
Gabrielson to Deputy 
General Manager of 
Sales and Marketing. 

ValleyCrest Companies was named 
recipient of the 2003 "Publisher's 
Award" from the San Fernando Valley 
Business Journal for leadership, 
longevity and continued community 
commitment. 

rep for the Midwest Division of the Pro-
fessional Products Group. 

Schiller-Pfeiffer, Inc., manufacturer of 
Mantis and Little Wonder branded lawn 

Jacobsen has awarded the employees 
of its Johnson Creek Mfg. Facility the 
2002 Textron Award of Merit in recogni-
tion of achieving one million hours of 
operation with a lost time injury. 

Jacto, Inc. promoted Lee Richey to 
Vice President. 

ALCA announced that James E. Mc-
Cutcheon, Jr., of HighGrove Partners, 
LLC, Smyrna, GA, recently passed the 
Certified Landscape Professional exam. 

Exmark named Blalock Mfg. Co., 
College Park, GA, as the 2002 Exmark Dis-
tributor of the Year. Blalock's Dale Stark 
was named Exmark's Salesperson of the 
Year for the Southeast Region. 

Bozzuto Landscaping Co., Greenbelt, 
MD, was named "Business of the Year" 
by the Baltimore/Washington Corridor 
Chamber of Commerce. 

* Skinner 
j f l f e Nurseries 

i f Roger Clay-
w M 1 J L ^ t ^ baugh and 

Claybaugh Vlcek Mike Vlcek 
as sales representatives. 

W h a t i t e % # & @ i r i t ? 

Enables the operator to ride and 
utilize a string trimmer, back pack 
blower or a back pack sprayer 
simultaneously. 

Operator is able to control all motion 
of the vehicle with his/her feet. 

Trim or blow off grass at a greater 
speed, and cover more ground 
without fatigue. 

Large properties can be trimmed and 
blown in 25% to 35% less time. 

Less fatigue and greater productivity 
yp-jjj jjjpyr m n m -JJJU Juwar 

- yjjj^Jyyya lummm 

FROM THE MAKERS OF 
OAluGADDK 

Valent hired Chris Threadgill as sales * patents pending 
ACCESSORY PRODUCTS 

1-888-844-JIMS 
or log onto our web site at 

wwwjunslejimsapxom 
Jungle Jim's Accessory Products, Inc. 

12300 Aiken Road 
Louisville, Kentucky 40223 

Phone: 502-244-7934 
Fax: 502-254-3677 

Dealer Inquiries Welcome! 

Circle 113 
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Stihl talks expansion, emissions on facility tour 
B Y J A S O N S T A H L 

VIRGINIA BEACH, VA — In this 
cozy seaside town one name 
reigns supreme in the corporate 
world: Stihl Inc. It may not be 
the largest company in town, 
but its name is everywhere. 

Stihl Inc., a subsidiary of 
German-based Stihl Holding 
AG & Co., has called Virginia 
Beach its U.S. headquarters for 
29 years. The company doesn't 
plan to move elsewhere any 
time soon, as is evidenced by a 

Emissions 
legislation is 

expected to hit 
Europe in 2007. 

recent announcement that it will 
be undertaking a $60.8 million 
expansion. The expansion will 
create 200 new jobs and add 
228,000 sq. ft. to its Oceana 
West Corporate Park facility. 

You couldn't pick a better 
home office location than Vir-

ginia Beach, as trade press edi-
tors from the U.S. and Canada 
found out last month when 
Stihl invited them to tour its 
production plant and test new 
outdoor power equipment. The 
editors could see the Atlantic 
Ocean from their hotel rooms, 
and a daring few even dipped 
their feet in it, closed their eyes 
and tried not to think of sub-
zero temperatures back home. 

A serious message 
But the trip was not all fun in 
the surf and the sand. Stihl had 
a serious message to get across, 
and that was this: Only strong 
companies in the outdoor 
power equipment business 
will survive. 

All equipment has to pro-
vide solutions to future emis-
sions regulations set forth by the 
California Air Resources Board 
(CARB) and the U.S. Environ-
mental Protection Agency 
(EPA). Canada and Europe will 
also be held to stricter emissions 
regulations in the future — 
emissions legislation is expected 

to hit Europe in 2007. 
"Emissions is the biggest sin-

gle challenge facing this indus-
try," said Thomas Eisner, Stihl's 
National Service Manager, em-
phasizing that companies will 
continue to make significant in-
vestments to comply with 
stricter emissions regulations. 

That investment was obvi-
ous on the tour of the Stihl 
plant, where editors saw emis-
sions labs that cost Stihl $ 1 mil-
lion each to build. Also seen 

were machines showing the 
latest in technological advance-
ments, another key to survival 
in the face of increasingly strict 
emissions laws. 

With an eye on survival, 
Stihl has established a list of 
criteria for its equipment: 

Powerful engine 
High reliability 
Compact design 
Comfortable, low weight 
Simple maintenance 
Low emissions 

Get online with a FREE GreenCast™ membership, 
and get onboard a Caribbean cruise for two. 
GreenCast is the one resource you need for spring planning. 
• Instant access to soil conditions and pest tracking. 
• Industry news and weather information. 
• Expert commentary from contributors like Dr. Karl Danneberger. 
Log on today for a chance to win a cruise for two. See site for details. 
www.greencastonline.com/onboard/ 
Or call 1-800-395-8873 ext.100 for more information. f* f 
0 2003 Syngtnu Syngenu ftotasorui Products. GiMnstoro. NC 27419 OwnC»'" «4 9* ̂ tftfTU logo «* trademarks of * SyngTO Group Compry \ J t C * * M C U ^ I 
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Get online, 
then get onboard. 

http://www.greencastonline.com/onboard/


When King invented 
America's original, patented, 
filled connector, we created 
a new name for quality... 

SAFETY PRODUCTS 

Today, we created a 
new name for innovation... 

INNOVATION™ 

now, we're creating a new name 
You'll never forget! 



statistics 
INDUSTRY TRENDS BY THE NUMBERS 

10 Hottest Housing Markets* 10 Worst Housing Markets* 
Market Increase Median Price Market Increase Median Price 
Sacramento, CA 26.7% $224,200 Biloxi-Gulfport, MS -6.0% $100,400 
San Diego, CA 26.6% $379,300 Albuquerque, NM -5.1% $134,900 
Providence, Rl 24.6% $206,100 Charleston, WV -3.6% $106,400 
Nassau-Suffolk, NY 23.6% $333,600 Beaumont, TX -2.4% $81,500 
Monmouth-Ocean, NJ 22.1% $261,700 Kalamazoo, Ml -2.0% $116,500 
Melbourne-Titusville-Palm Bay, FL 20.9% $115,600 Peoria, IL -1.8% $87,000 
Hollywood-Pompano Beach, FL 20.8% $204,800 Ft. Wayne, IN -1.7% $93,100 
Anaheim-Santa Ana, CA 20.4% $434,600 Toledo, OH -0.5% $108,400 
New York-Long Island-North NJ 20.2% $320,300 Austin/San Marcos, TX -0.5% $151,000 
Bradenton, FL 20.1% $156,800 Columbus, OH -0.4% $135,700 

* Based on year-over-year change. SOURCE. NATIONAL ASSOCIATION OF REALTORS 

UNIT SHIPMENTS MODEL YEAR BASIS (model year Sept.-Aug.) 

2000 2001 2002 2003 
(forecast) 

2004 
(forecast) 

Walk-behind powered mowers 6,201,000 5,622,000 5,824,000 5,879,641 5,954,582 

Percent change 4.7% -9.3% 3.6% 1.0% 1.3% 

Rear engine riding mowers 157,369 139,550 104,501 85,139 74,825 

Percent change 8.2% -11.3% -25.1% -18.5% -12.1% 

Front engine lawn tractors 1,359,540 1,213,680 1,343,400 1,382,427 1,427,762 

Percent change 6.8% -10.7% 10.7% 2.9% 3.3% 

Riding garden tractors 198,450 180,651 151,500 154,423 161,076 

Percent change 2.5% -9.0% -16.1% 1.9% 4.3% 

All riding units 1,715,359 1,533,881 1,599,401 1,621,989 1,663,663 

Percent change 6.4% -10.6% 4.3% 1.4% 2.6% 

Commercial intermediate walkers 48,122 48,088 43,014 43,473 44,843 

Percent change -3.7% -0.1% -10.6% 1.1% 3.2% 

Commercial riding mowers 109,406 114,884 113,781 123,981 133,104 

Percent change 24.4% 5.0% -1.0% 9.0% 7.4% 

SOURCE: OUTDOOR POWER EQUIPMENT INSTITUTE 

WHAT ARE 
YOU WORTH? 
The Professional Grounds 
Management Society 
recently polled grounds 
personnel on 
how much 
they get paid. 
The study, 
based on 2002 
historical data, 
suggests the 
continued elevation 
of the grounds manage-
ment profession as evi-
denced by increased report-
ed salaries even as the 
American economy has 
faltered. Here are some of 
the results of that survey: 
Avg. salary for 
superintendents/managers 
• $27.87/hr. 
Avg. hire rate for 
superintendents/managers 
• $21.95/hr. 
Avg. years on the job 
• 21.69 
Avg. base salary 
• $58,145 
Avg. vacation time 
• 17.73 days/yr. 



Introducing 

DRYCONN 
WATERPROOF CONNECTORS 

from King Innovation 

Innovation has always had a first name...King. 
We invented and patented the "One Step"®, easy-twist, filled connector and proudly 

make them in the U.S.A. Our new brand name reinforces that same quality connection. 
'DryConn" will be the waterproof connector everyone will ask for by name. Wherever moisture exists: 

landscaping, irrigation or direct bury, DryConn™ Waterproof Connectors are the perfect solution. 

Iv . ) 
Landscaping 

A S S T j 

Irrigation Direct Bury 

Get your FREE Sample Today! Call 1-866-DRY-CONN (1-866-379-2666) 
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Unlock 
'hidden' 

-

Congratulations. One of your mainte-
nance crews just began to service a new 
commercial account. You sealed the 
deal late this past summer and, because 
money was an issue (as it always is), 

you've contracted to provide just the basics: spring 
cleanup, mowing, edging, pruning, blowing and fall 
leaf removal. 

Although you're confident you'll sell more ser-
vices on this property, you want to familiarize your-
self with it and establish a level of trust with the 
property management company before you start 
pushing for more work. 

However, even at this early stage in the relation-
ship, you've projected extra 2003 revenue from this 
account. After all, things happen to landscapes. 
Storms damage trees. Vandals drive over lawns. Mo-
torists back into ornamental trees. Irrigation systems 
sometimes leak. You know you'll be called to help. 

As a rule, you annually budget 25% in revenues 
from extra services beyond the contract value of 
your base maintenance contracts. 

Overly optimistic? 
Is this overly optimistic, particularly for your com-
mercial contracts? No way. A quick telephone poll of 
experienced landscape professionals and an informal 



Read this if you're not generating 
25% or more in extra revenues 
from each maintenance account 
BY RON HALL / EDITOR-IN-CHIEF 

revenue 
Landscape Manage-
ment on-line survey 
this past winter sug-
gests that most expect 
to sell 20% to 30% 
more in extras. The 
percentage should be 
even higher for upscale residen-
tial properties, believes Paul Si-
ciliano, owner of Siciliano Land-
scaping in New Jersey 

Siciliano says about half of 
the maintenance revenues of 
his 19-year-old company, 
which grossed $600,000 this 
past season, come from main-
taining upscale residential 
properties in pricey Bergen 
County. In fact, he often dou-
bles the revenue of some of his 
annual base contracts on resi-
dential properties by providing 
extra-charge services each sea-
son— extra mulching, addi-
tional pruning, turf renova-
tions, flower pots/beds, 
landscape debris removal and 

major tree work. The 
tree work he subs at 
a fair markup. 

"Many of my cus-
tomers have been 
with me 10 to 15 
years. When we get 

them, we generally keep 
them," says Siciliano. "They tell 
me, 'Paul I want my property 
taken care of/ because when 
they come home from work 
they expect it to look a certain 
way. When they have people 
over, they expect it to look a 
certain way." 

Where is this extra work? 
You say you're not getting this 
extra work? Or, at least, not at 
the level you think you should? 
Keep reading. 

Most landscape company 
owners refer to these extra sales 
as enhancements. Others call 
them remedial services, add-ons 
or upsells. Whatever services 

you include in your particular 
definition, most owners agree 
these enhancements are crucial 
to their company's long-term 
success and growth. 

Joe Skelton, business consul-
tant and former owner and 
president of Atlanta-area 
Lifescapes, Inc., describes en-
hancements as "any services 
provided that are not in the 
base contract and therefore an 
additional charge to the client." 
They may be as simple as re-
placing a single plant on a prop-
erty or as complex as a total re-
design of a property, he says. 

This additional revenue is 
often "hidden" to the contrac-
tors whose main concern is ful-
filling just the maintenance 
agreement letter and flying to 
the next job site. Experienced 
owners, however, see enhance-
ment opportunities in just 
about every corner of a prop-
erty, especially if they're ac-

Paul Siciliano 



quiring a landscape that hasn't 
been properly maintained or is 
starting to show its age. 

The key to unlocking these 
revenue opportunities is "edu-
cating" clients by telling them 
how extras will make their lives 
and jobs more pleasant or easier. 
Property owners and managers 
warm to any suggestions for 
landscape improvements that: 
• improve the safety of the 
property, 
• improve the site's curb 
appeal, 
• lower monthly expenses, 
such as improvements to an 
irrigation system that offers 
substantial water savings, or 
• replace dead or unsightly 
plants before customers 
complain. 

"Most property managers are 
stressed because they're short of 
time, over budget, have low oc-
cupancy or are dealing with 
complaints from owners or ten-
ants," says Skelton. "Anything 
your company can do to address 
any of these issues will make you 
more valuable to them." 

Landing a maintenance ac-
count, in all but the most cold-

blooded bid situations, should 
signal the start of a long-term 
business relationship. The con-
tractor gets this "partnership" off 
to a good start by meeting with 
the person managing the prop-
erty, getting to know as much as 
they can about the property 
(paying particular attention to 
its budget) and then presenting 

Why enhancements 
are good 

r This "value-added" ser-
vice can differentiate you 
from your competition. 

r You can create strong, 
lasting relationships with 
property managers. 

Munie often lands installations from maintenance work. 

the manager with a proposal 
that meets his/her needs. 

"During an initial meeting 
with a property manager, you 
have to have your ears open 
and your ballpoint pen turned 
on so you can write things 
down," says Rick Kier, owner 
of ProScapes, Inc., Jamesville, 
NY. "One of the first questions 

When enhancements 
are bad 

They're proposed as a result Your proposal doesn't 
of a customer's complaint. demonstrate a cost savings 

They're unanticipated and or show its value to the 

not in the client's budget. property. 

The client expected the The customer cannot jus-

service to be included in tify the proposed expense. 

his/her monthly contract. — Joe Skelton 

r It's easier to sell to current 
clients than find new ones. 

r You're actively answering 
a customer need instead of 
reacting to a problem. 

r You can increase your 
company's revenue with-
out adding more clients. 

that I always ask is, 'What did-
n't work out so well for you in 
the past?' or 'What services 
did you like on your land-
scape?' I want to find out ex-
actly what they're thinking." 

Kier's 25-year-old company 
derives about 70% of its $1.2 
million revenues from com-
mercial maintenance. Kier 
does all the selling for his firm 
and offers potential clients a 

r Your cost-saving recom-
mendations may allow you 
to renew contracts without 
a price increase (or even a 
price reduction). 

r It can help you build 
strong synergies between 
your maintenance and con-
tracting departments. 

r The potential is incredi-
ble. In one year, my com-
pany had base mainte-
nance contracts of $2.3 
million. It added $360,000 
in seasonal color and 
$800,000 in enhancements 
(35%). 

r In addition to mainte-
nance enhancements, you 
can land sizable installation 
and/or construction pro-
jects on the site. 

P If you don't offer this ser-
vice, your competition will. 

— Joe Skelton 

full palette of maintenance ser-
vices up front. They choose 
what they want, depending 
upon needs and budgets. 

"When I present the con-
tract, I have it broken out by 
service. I then go through each 
service and explain it to clients 
so they understand the value 
of it," says Kier. "We get a lot 
of people who understand 

continued on page 32 
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Fred Haskett 

continued from page 30 

and, in many cases, 
opt for those services 
that they might not 
have otherwise. 

"We try not to 
overdo it or underdo 
it," he adds. "We want our 
clients to be getting the right 
level of service. I'm in this busi-
ness for the long run. I'm inter-
ested in having a good long-
term relationship." 

For this reason, Kier likes to 
sign a new client to a one-year 
contract as "an education 
process" for both parties. If it 
works out, he seeks a multi-year 
agreement. Even then Kier 
doesn't slow down. He contin-
ues to "educate" the client about 
additional services he feels are 
right for the property. 

Different strokes 
Fredric R. Haskett is a Senior Fa-
cilitator with Orlando-based 
U.S. Lawns and regularly advises 
franchise holders whose target 
market is commercial mainte-
nance. Most of these operations 
gross $500,000 to $1 million an-
nually, with contracts of $600 to 
$1,000 monthly. He advises his 
owners to keep the percentage 
of "remediáis" they sell below 
30% of base contracts. An 80/20 
ratio is right for their operations. 

"We're maintenance con-
tractors," he stresses. "Mainte-
nance work has reliability. It 
provides a certain level of stabil-
ity and security." Haskett be-
lieves that once the percentage 
of extra services exceeds a cer-
tain level, however, the owner 

of a U.S. Lawns firm 
risks moving too far 
into installation and 
loses focus on his 
core business. 

These landscap-
es, like others, seek 

to develop trust-based and 
mutually beneficial relation-
ships with those who make 
property management deci-
sions, Haskett emphasizes. 

Joe Munie, owner of 
Munie Outdoor Services, 
Inc., Caseyville, IL, takes a 
consultative approach to of-
fering enhancements. He 
prefers to "guide" clients in 
the direction of an extra ser-
vice such as a renovation. 

"We can inform a customer 
that their landscape is 20 years 
old and tell them something 

Skelton's powerful 
selling strategy 

Parking islands often 
need 'extra' services. 

like, 'You ought to be thinking 
about this particular issue in the 
next couple of years.' And 
sometimes they'll say, 'Well, 
let's do something now.' 

"Generally, customers know 
what they want. You just have 
to inform them of their options 
and try to find a way to make it 
available to them," says Munie. 

Munie Outdoor Services also 

Consultant Joe Skelton 
suggests this "Pro-Active 
Site Analysis Program" to in-
crease your service offerings 
to core maintenance ac-
counts. Here's how it works: 

Determine when each 
property manager must 

submit his/her budget for 
the coming year. 

Schedule a meeting 
with a property man-

ager to discuss his/her goals 
and objectives. Do this well 
in advance of when they 
submit their budget. 

Thoroughly inspect the 
site, paying particular 

has a strong construction pres-
ence in its St. Louis market 
area, so it sometimes lands big-
ticket property enhancements 
from maintenance clients. 

But a maintenance com-
pany doesn't have to deliver 
every enhancement it offers 
clients if it can count on the ser-
vices of reliable subcontractors. 

Sub for success 
For example, Rob Estes, owner 
of Estes Lawn Maintenance, 
Peachtree City, GA, 
maintains strong 
working relationships 
with a chemical ap-
plication company 
(Whitley's Lawn 
Service) and a tree Atlanta's Rob Estes 

attention to problem areas 
and opportunities for im-
provement. 

Prepare a professional 
presentation book with 

photos and descriptions of 
each area to be improved. 

Describe the problem, 
the solution, potential 

savings, and the budget for 
each area. 

SOffer recommenda-
tions in a pick-and-

choose format in your pre-
sentation. Some properties 
may have many pages of 
options to consider. 

care/removal company 
(White-Meadows Tree Ser-
vice), allowing his team to 
focus on basic maintenance 
and providing extras such as 
lawn and bed renovations, and 
also installations through Rob's 
other company, Estes Land-
scape Design. 

Estes acknowledges there's s 
a risk when relying upon subs, 
and the margins aren't as large 
as if his guys did the work. "But 
it's worth it because we can 

offer all the services 
that clients need for 
their piece of mind," 
says Estes, LM 

— To comment, 
contact the author at 

rhall@advanstar.com. 

mailto:rhall@advanstar.com
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Brent Flory's Freedom Lawns 
provides on-call services to Great 
Lakes Chemical Corporation. 

Properly managers 
• • 

WÊm 

Editors' note: This is the second 
article in a two-part series. Last 
month, we let landscape contrac-
tors discuss how they successfully 
deal with property managers. 
This month, we let property 
managers do the talking. 

ou'd love to 
land the 
contract at 
that upscale 
apartment 
complex on 
the edge of 

town. "I'll drop a low-priced 
bid on the property manager's 
desk and win the contract 
hands down. That'll do it." 

Forget b e i n g the lowest b idde r 

— here 's the rea l l o w d o w n 

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

Whoa partner, wrong idea 
Three property managers — 
one in New Jersey, one in Indi-
ana and one in California — 
told us what they want from a 
maintenance contractor, and it 
may surprise you since not one 
selected price as the overriding 
consideration. Sure, price is a 
big deal, but you'd better un-
derstand their property and the 
their needs. And — this is cru-
cial — you must be able to ful-
fill those needs. 

The Jersey story 
Susan Morgan has managed 
Mendham Commons, a residen-
tial town house community of 
300 homes in New Jersey's up-

scale Morris County, for the past 
nine years. What does she want 
from a landscape contractor? 

"Know the community, 
what the residents expect, 
what the budget is and any 
unique qualities that the com-
munity may have," says Mor-
gan with emphasis. For exam-
ple, the size of Mendham 
Commons is unique to that re-
gion of New Jersey. Few other 
home associations in that area 
have 100 acres of property. 

"I don't think that a smaller 
landscaper could take on this 
contract. The contractor has to 
know his company's limitations 
and avoid getting his company, 

continued on page 36 
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continued from page 34 

and us, into hot water down the 
road," Morgan says. "The con-
tractor has to be honest and he 
has to be realistic." That starts 
with the contractor thoroughly 
understanding the specifications 
of the project, "and not just 
quoting a dollar figure to me," 
Morgan adds. 

Low bid blues 
Morgan says that she and the 
owners in the tight-knit Com-
mons community got stung by 
a low-cost service provider 
once and learned their lesson. 

"Almost a decade ago, our 
Board accepted the lowest bid 
on the landscape maintenance 
contract. It was a disaster," she 
says. "The contractor and his 
people didn't know what they 
were doing. Their crew didn't 
seem knowledgeable. They cut 

Susan 
Morgan 
• Property Manager, 
Mendham Commons 
Morris County, NJ 

Unique features: Upscale, 
100 acres 

Likes: Thorough knowledge 
of the property, "realistic" 
appraisal of service capabili-
ties, proactive/communica-
tive style 

Turnoffs: Requests to rene-
gotiate because the con-
tractor misjudged the size 
of the property or the ser-
vices it requires 

comers. Their manager wasn't 
here when we needed him. I 
spent a lot of hours out on the 
property coaching the land-
scaper's crew. I don't have the 
time to be doing that." 

The Commons canceled 
that contract and went back to 
its former maintenance contrac-
tor. The town house commu-
nity gladly agreed to that con-
tractor's original bid price. 
"Price is just one factor in the 
whole picture," says Morgan. 

She adds that she most ap-
preciates contractors who are 
willing to be frank. "Learn and 
understand what we're looking 
for. Then be honest about 
whether you can provide the 
services at the level required and 
at the price point you've bid," 
she says. "For example, do you 
have the staff resources needed 
to perform the services? 

"I also want the contractor 
to be proactive and not act on a 
problem only after I've found 
it," she continues. "For exam-
ple, prior to bidding, examine 
the property and, if you see 
something like Bradford (pear 
tree) roots pushing up side-
walks, mention that to me 
going into the bid, saying, 
'Don't you think that situation 
with the Bradfords should be in 
here, Susan, and that the price 
in the contract should reflect 
that?' I'd rather hear this 
sooner than later." 

Also, the bid should break 
things down in detail so the 
property manager sees how 
many man-hours per week or 
month the landscapes antici-

pate for each service, such as 
turf management, tree care 
and weeding. 

"This tells us that you un-
derstand what you're getting 
into as well as what we're ask-
ing for. That will let me com-
pare bids on something other 
than price. I'll compare not 
only dollars, but services and 
hours," Morgan says. 

Another heads up from 
Morgan — submitting a rock-
bottom price, at least to an ex-
perienced property manager, 
signals potential trouble ahead. 

"Don't cut your bid price to 
the bone and then come back 
to me six months later and say, 
'I didn't realize how much 
property you have here, and 
we can't do the job for the 
money you're paying us,'" Mor-
gan says. "It's up to the bidder 
to know how big the property 
is and how many man- and 
equipment hours it will take to 
get the work done at the 
needed quality level and within 
the specified times." 

Stylin' in California 
Rich Perona manages the land-
scape at Rossmoor Walnut 
Creek, a nearly 40-year-old "ac-
tive adult" community east of 
San Francisco that has more 
than 6,000 homes and 9,000 
residents. Perona and residents 

are proud of their award-win-
ning landscape, which is main-
tained by two contractors. (He 
actually worked for one of 
them, ValleyCrest, the former 
Environmental Industries, Inc.) 

Perona says he wants qual-
ity service at a reasonable price. 
He also wants somebody who's 
knowledgeable in the latest 
horticultural practices — 
"someone who can use the 
most modem techniques, such 
as pre-emergent and post-
emergent herbicides and 
growth regulators," he says. 

Perona admits that price is 
important but not the deter-
mining factor in hiring a con-
tractor. "Rossmoor Walnut 
Creek is divided into several 
'mutuals,' or areas, each with 
its own board of directors and 
its own budget, so we need 
companies that provide quality 
work within those budgets," he 
explains. "We've worked with 
our present contractors to de-
velop a relationship with them 
and an understanding of our 
budgets and the level of service 
we want." 

In it for the long-term 
Long-term business relationships 
based on trust mean a lot, Per-
ona points out. For example, 
ValleyCrest founder Burton 

continued on page 38 
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continued from page 36 

Sperber began working with 
pioneer retirement community 
developer Ross Cortese almost 
40 years ago, before Cortese 
even developed Rossmoor Wal-
nut Creek. Even so, sometimes 
decisions are made based on low 
price, which can be a gamble. 

"We had a low-bid contrac-
tor here last year who was doing 
rehab landscape for us," recalls 
Perona. "I wound up having to 
go out and supervise the work 
myself. I don't have the time or 
inclination to do this." 

He advises contractors to 
leam as much as possible about 
the property and the person 
who manages it prior to putting 

Rich Perona 
• Manager, 
Rossmoor Walnut Creek 
San Francisco Bay Area, 
California 

Unique features: Active adult 
community, 6,000 homes, 
safety and noise issues 

Likes: Long-term win-win re-
lationship, technically skilled 
crews, detailed bid sheet 
that breaks down services 

Turnoffs: "Don't think I'm 
going to supervise your 
crews for you." 

together bids. For instance, the 
contractor should understand 
the kind of community Ross-
moor Walnut Creek is, includ-
ing the retirees living there and 
the quality of life they expect. 

"They must understand that 
our older population puts some 
special requirements on a land-
scape contractor," Perona ex-
plains, such as safety issues, 
noise and hours of operation. 

Perona estimates about half 
of the proposals he gets from 
contractors are "really good." 
The ones that get disqualified 
either show a lack of under-
standing of the property or an 
unrealistic budget, often both. 

"I think sometimes they 
just type in numbers without 
really knowing the situation 
here. The two main contractors 
we use here always put to-
gether really good, thorough 
bids that take into considera-
tion our idiosyncrasies as a 
site," Perona says. 

Classy Midwest site 
Jess Washburn has been the 
Maintenance Supervisor for 
Great Lakes Chemical Corp.'s 
site in West Lafayette, IN, 
since 1989. About one-fifth of 
its 80 acres are finished grass, 
landscape and buildings. About 
350 people work at the facility, 
which is nicely landscaped with 
turf and primly edged beds. 

"We're very proud of the 
property's appearance," says 
Washburn, who likes the con-
venience of dealing with a sin-
gle contractor who provides 
just about all of the outside ser-

Jess 
Washburn 
• Maintenance Supervisor, 
Great Lakes Chemical Corp. 
West Lafayette, IN 

Unique features: 80-acre site, 
15 acres extensively land-
scaped 

Likes: Reliable local contrac-
tors, prompt service re-
sponse, contractors with 
modern and efficient equip-
ment 

Turnoffs: Contractors who 
bad-mouth other contrac-
tors, "hotshot" experts 

vices he needs. He also appreci-
ates being able to deal with a 
locally owned firm. 

"I want a local business that 
employs local people and is 
part of our economy. I want 
someone I know will be here 
when I need him," says Wash-
bum. "We feel that we get bet-
ter service from a situation like 
this." (This is the relationship 
Washburn says he's enjoyed for 
five years with Brent Flory's 
Freedom Lawns, Inc. of Del-
phi, IN.) 

Price, says Washburn, is al-
ways considered, "but I want to 
be able to talk to a real person 
on the phone. If I have an issue 
that needs attention, I don't 
want to get an answering ma-
chine. My overriding considera-
tions are service and response." 

High on the list of Wash-
bum's contractor "must-haves" 
are knowledge and the right 

kind of equipment to do the 
job efficiently. "Our terrain 
poses challenges, including 
sharp slopes, so walk-behinds 
are the best thing to use on 
these," he explains. 

Washburn values the win-
win relationships he builds 
with his contractors, and he 
wants to continue them as long 
as he's getting the service he 
expects. 

Hotshots stay away 
"Because we're a very visible 
property that looks beautiful, a 
lot of landscapers drool when 
they drive by and see us," 
Washburn remarks. "Some of 
them will sweep in here, and 
some of them will take pic-
tures. They push these pictures 
at me, but does this contractor 
convince me they'll be better 
than my present contractor at 
dealing with the situation? So 
far it hasn't happened." 

As for lowballing, Wash-
bum says he has little respect 
for "hotshots" that bad-mouth 
the cometition or try to win his 
favor by dropping an unrealisti-
cally low-price bid on his desk. 

Price is important, almost 
all property managers agree. 
But it's just one part of winning 
the contract. Take the time to 
leam their needs, be honest, re-
liable and proactive. Then you 
stand a good chance of landing 
their business, lm 

— The author is an experienced 
business writer who particularly 

enjoys reporting on landscape and 
lawn service industries. He can be 

reached at 973/543-6386. 
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Commercial Driven Team - Customer Focused - World-Class Products - Application Expertise - Comprehensive Service & Support 

http://www.commercialpower.com


marketing 
strategies 

Separate you r c o m p a n y f r o m the 
compet i t i on w i th these s imp le yet 
effective m a r k e t i n g t ips 

B Y C H E R I J O N E S 

Whether you're a 
landscape profes-
sional or the 
owner of a billion-
dollar sporting 
goods empire, 
marketing means 

the same thing: creating demand for your 
products. It really doesn't matter whether 
you sell lawn care services or tennis rackets. 
You're still trying to position your com-
pany to potential and existing customers as 
a dependable provider of your products or 
services through market planning and re-
search, advertising, publicity and other 
marketing efforts. 

Marketing is as much an art as it is a 
science, but the basics are pretty simple. 
Here's some key advice to help you put 
together a killer marketing plan: 

1 Never underestimate the importance of 
a professional image. You can separate 

your company from its 
competitors by ensuring 
that employees, equip-
ment and all correspon-
dence look as professional 
as possible. Think about it: 
You want to do business 
with people who look like 
they know what they're doing. Don't you 
think your customers feel the same way? 
Your company projects its image in many 
different ways — through its logo, written 
quotations, the cleanliness of your trucks 
and equipment, and the "can-do" attitude 
of employees. 

2Invest in a professionally designed logo. 

Hiring a graphic artist or ad agency to 
design a logo may cost some money, but 
it's worth the investment. Your logo is 
"you" to your customers. It's the founda-
tion of your image. A well-designed logo 
can create a positive impression in the 
minds of your customers and can separate 

viw? 
CUSTOMER APPRECIATION CARD5 

Customized thank you cards go a long way in 
showing customers your appreciation. 

your company from its competitors. An 
ugly or outdated logo is a real turnoff. 
When you develop a new logo, make sure 
it's on all business cards, stationery, trucks, 
company uniforms and your Web site if 
you have one. A professional logo will tie 
together your image and is an important 
part of your overall marketing strategy. 

3Make all quotes look as professional as 
possible. To market yourself as a top-

quality contractor, make sure your presen-
tation of a quote on a job to a customer 



comes off professionally, too. There's 
plenty of software out on the market to 
help you do this. A nice touch is to present 
your quote to a customer in a pocket folder 
emblazoned with your company's logo. It 
doesn't take much: Just print out your 
company's logo on computer labels and 
stick the labels on the folders. You may 
also want to include references and photos 
of recent jobs in your quotation folders. 

4Follow up all quotes promptly. You have 

two important challenges at quotations 
time. You must market your quotation as a 
fair price for the work to be done and mar-
ket your company as a dependable supplier 
of that service. Part of that marketing is 
promptly following up on quotations. You 
don't have to be a pest, but you must show 
that you want the job. 

5Promote your company with customized 
clothing. Investing in golf shirts, caps, 

sweaters, jackets, caps or other clothing for 
your workers that have embroidered com-
pany logos can really set your operation 
apart from the competition. 

6Consider a company newsletter. Pro-

moting yourself as the local expert in 
your particular line of work is another ef-
fective marketing strategy. You can do this 
fairly inexpensively through a company 
newsletter that you send to existing and 
prospective customers. One Kansas City, 
MO-based lawn service and landscaping 
company sends out a quarterly newsletter 
that's chock-full of tips on proper 
mulching, perennial varieties, spring 
cleanup and many other interesting topics 
for homeowners. 

7Don't underestimate the power of a 
simple "thank you." In this age of mind-

less junk mail, thoughtless telemarketing 
and annoying e-mail blasts, a simple hand-
written note goes a long way. Consider get-
ting some "thank you" cards printed that 
you can send to customers to express appre-
ciation for their business. Customer appreci-

ation is at the heart of any good business. 
Send a card with a discount on one of your 
services, or team up with a local restaurant 
to give your customers a free appetizer — 

it's free advertising for the restaurant, and it 
will give your clients a nice treat for choos-
ing you. You may also want to get cus-
tomized greeting cards for the holidays. 

, , * p. 
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Jet back to 
nature.. 

MAKE YOUR FERTILITY PROGRAM 
MORE EFFICIENT. 

HELENA™ HIGH-PERFORMANCE Fertilizers 
1 . 8 0 3 . 8 2 2 . 8 0 2 8 ext . 208 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
Copyright 2001, Helena Chemical Company 

HYDRA-HUME 

HYDRA-HUME DG 

MYCO-SOL* 

MYCO-VAM* 

Organically 
Activated. 

"HELENA 
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8Create a professional-looking Web site. 

There are many Web site "designers" 
out there. You should choose a company 
that actually employs designers. Ask for 
samples of sites they've developed. Looks 
are very important, as are load times. Many 
sites will list the design firm on the bottom 
of the home page. If you see one you like, 
try contacting that firm for your site. Also, 
remember to update your site for each sea-
son with tips and images. 

9Be active in the local business commu-
nity. Networking is also part of the mar-

keting game, and it's important to get to 
know local business leaders who are active 
in organizations such as the Lion's Club, 
Chamber of Commerce and other small 
business organizations. Along with being a 

wonderful resource for jobs, you can also 
work the grapevine at these meetings to 
learn about local market conditions, new 
development in the community, and ideas 
for running your business more profitably. 
4 f * L o o k a t ac^vert's'n9 a s a n investment 
I w i n your business, not just an expense. 

Relatively few contractors advertise their 
companies beyond placing an ad in the 
Yellow Pages. While that's a good start, it 
should only be part of your advertising 
plan. Too many companies think of adver-
tising as just another expense, like buying a 
new piece of equipment to replace some-
thing that has broken down. That's the 
wrong way to look at it. Advertising helps 
create demand for your product and can 
pay for itself many times over. Think about 

taking a small percentage of the profit you 
make on any job and putting it aside into 
an advertising and marketing fund. 

You don't have to be a multi-million 
dollar company to take advantage of what 
marketing has to offer. The aforemen-
tioned marketing tips will help a company 
of any size grow and prosper. It takes an 
average of seven exposures for customers 
to remember your company's name, so try 
various methods to lead your company in 
the right direction. 

— The author owns YourBiz Greetings, 
Overland Park, KS, and offers customized 

greeting cards and other marketing materials 
to small businesses. E-mail her at yourbiz-

g reeti ngs®kc.rr.com or visit her Web site at 
www.yourbizgreetings.com. 

O w n e r s ^ ? ~ - ^ 
Husqvarna is ^ — 7 _ 
inviting you to 
the Winston Cup Race in 
Charlotte, NC May 17,2003. 
Be the first 25 owners in 
the region to register your 
leaders! 

PÇj jP Horizons 
X j J M A I N C O R P O R A T E D 

^

Or Call Now! Toll Free: 

877-JPH-JAMS 

ALCA PRESENTS 
LEADERSHIP 
JAM 
Sponsored by (h) Husqvarna 

leadership Jams are out-of-the-ordinary events guaranteed to create 
tomorrow's leaders today. In these two-day retreats, managers, foremen 
and supervisors are given tools that help them become energized, motivated 
leaders as they experience the unique learning techniques of JP Horizons and 
the proven Industry expertise of Jim Paduch. 

Participants are focused on fundamental business Issues and leave with 
personal business Contribution Plans and Goals to propel their companies 
to success. The seminars set the stage for a yearlong Leadership Advancement 
Program, that keeps getting better every month. 

JP Horizons' mission Is to make sure your leaden succeed! &y popular demand 
ALCA will present this program in 5 regional areas this winter! 

For Managers, Foremen and Supervisors 

'lead rship Traiti 
of your Tem! 

"Leadership Jams and the LAPS program 
ignited my company and the leaders that I 
sent will benefit forever!" 

John Gachina 
Gachina Landscape Management 

*569 Per Person 
PIUS 

15£ discount for ALCA 
members and participating 
state association members! 

Jacksonville, FL 
January 27 & 26 
San Francisco, CA 
February 10 611 

Pallas, TX 
February 28 & 
Marchi 
Indianapolis, IN 
March 3 $ 4 

Providence, RI March 7 S 8 

http://www.yourbizgreetings.com
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v # professionals 

reach for the 
penetrating power 

of Roundup PRO9? 
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They value its reputation 
built on trust and 
PROformance / 
technology. / 



Cut back callbacks with the 
proven power of Roundup PRO! 
You can't afford herbicides that let you 

down. That's why you get to the root 

of your weed problems 

with Roundup PRO herbicide, 

the herbicide trusted and used 

by 9 out of 10 landscape 

professionals like you. 

Only Roundup PRO has 

the patented power of 

PROformance technology. Its 

proven performance goes right 

to the root to deliver powerful 

results the first t ime...with no 

regrowth. So you get fewer 

callbacks. Plus it comes with a one-hour 
rainfast warranty. No wonder it's the most 

trusted choice of landscape managers since 

its introduction in 1996. 

Trust Roundup PRO. Talk to your dealer 

today, call I-8OO-ROUNDUP or visit 

www.monsanto.com/ito. 

fr- 1 L 

A % 

'FORMA NC E 

The Brand You Trust 

http://www.monsanto.com/ito
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Always read and follow pesticide label directions. Roundup technology includes Monsanto's glyphosate-based herbicide technologies. Roundup® 
refers to Monsanto's Roundup branded agricultural herbicides. PROformanceQuikPRO™, Roundup® and Roundup PRO® are trademarks of 
Monsanto Technology LLC [17417 jl 12/02] 02003 Monsanto Company. 



Customer 
• # 

sensitive . 

In a quest to increase revenues, 
you put on your sales hat and 
seek out new maintenance 
clients with vengeance. You 
call on a long list of potential 
clients and set up appoint-
ments. You arrive 20 minutes 

ahead of schedule and walk their sites 
with them. You prepare and present pro-
fessional proposals. You do everything you 
can to convince them that you're differ-
ent, that you're genuinely concerned about 
customer service. 

Once your bid is accepted, you put a 
check mark in the "W" column and you're 
off to the next client. But too soon, many of 
the promises you made are beginning to fall 
by the wayside. The foreman you dedi-

service 
Fol low these steps to m a t c h you r 
service wi th you r p romises 

B y communicating with 

your clients, you become 
proactive in meeting 
their landscape needs. 

B Y G A R Y G O L D M A N 

cated to this job is rarely seen on site. 
Monthly site reports haven't been submit-
ted. You're too busy to conduct monthly 
site inspections yourself, and sometimes it 
takes you two days to return telephone calls. 

Stop! Grab the controls and start turn-
ing your organization around. 

Whether you work on com-
mercial or residential properties, 
your clients are looking for a 
contractor who will respond to 
all of their needs. Start being 
more proactive with your 
clients. Begin anticipating 
their needs before they do. 
This isn't as hard as you think 
if you follow what I describe 
as QSRC&V, which stands 
for Quality, Service, Respon-
siveness, Communication 
and Value. 

Implement QSRC&V at 
all levels of your organiza-
tion — sales, estimating, of-

fice staff, production and shop personnel. It 
will elevate your organization and make 
your team a champion provider of cus-
tomer sensitive service. 

Q is for quality 
Most people equate quality with the com-
pletion of a job according to the specifica-
tions. True enough, but other elements fig-
ure into the concept of quality as well. To 
understand them, remember another 
acronym, CARA — Consistency, Author-
ity, Responsibility and Accountability. 
(See sidebar on page 49.) 

S is for service 
Crew performance in the field is the most 
obvious part of customer service, but there 
are other parts, including the manner in 
which a receptionist answers the phone, the 
style the accounting department uses when 
making a collection call, checking with 
clients to see how things are going, and 
keeping appointments that you've made. 



Every company needs a client assurance 
policy that states the company's objective 
to customer service. This policy must be 
something that employees can and will im-
plement — clear, concise and understand-
able by everyone on your team. Here are 
some items to include in your policy: 
• Dedicated on-site management 
personnel 
• Annual client survey 
• Client seminars 
• Return telephone calls the same 
day received 
• Assign a specific contact person in 
the office to handle clients 

Remember, it's easier and more cost-ef-
fective to service an existing client than it is 
to replace them or look for new prospects. 
Also, never forget that commercial prop-
erty managers as well as residential clients 
talk among themselves about the contrac-
tors they use. If they don't like your ser-
vice, others will hear about it. Track your 
renewal ratios — they'll tell you a lot. 

R is for responsive 
Is it enough just to provide acceptable ser-
vices to clients? In today's competitive 
marketplace, probably not. 

Today, customers expect contractors to 
be more proactive, to have policies and 
procedures in place, to not only perform 
contracted services reliably and on sched-
ule but also educate them about other ser-
vice opportunities. 

When you're hired to work on a prop-
erty, your objective is to keep your team 
focused on the task at hand. However, you 
need to be able to point out to your clients 
other areas where you can help them. 

If your company has a policy of review-
ing properties on a monthly basis, that's 
great. These regular property reviews almost 
always generate more "good" in the form of 
extra work because they strengthen your 
image as a professional. 

C is for communication 
With e-mail and cell phones, there's no 
reason why contractors can't communicate 
regularly with clients. Surprisingly, one of 
the biggest complaints by homeowners and 

property managers remains their inability 
to get in touch with their contractor — 
often the same person who, during negoti-
ations, assured the client that they'd be ac-
cessible anytime day or night. 

48 LANDSCAPE MANAGEMENT 

There's nothing worse than trying to explain to customers why a splash o 
yellow showed up where it didn't belong. Why not choose our preemergenci 
herbicide instead? Dimension* specialty herbicide won't stain people, pet 
or equipment. But it will deliver long-lasting prevention of crabgrass 
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CARA about your clients 

Whether you're a one-man operation or 
you have several employees, how you com-
municate with your clients profoundly af-
fects your company's success. Every com-
pany must have a policy about returning 

When you're ready to put the idea of 
"quality" into practice at your com-
pany, remember the acronym CARA, 
which stands for Consistency, Authority, 
Responsibility, and Accountability. Let's 
break it down: 

• Follow consistent best practices. You 
can do this only after you develop and 
implement standard operating proce-

v Q r t » , 

Some things 
are supposed 
to be yellow. 
Your equipment isn't 
one of them. 

" mm ' 

s 

Poa annua and several broadleaf weeds, including spurge and oxalis. All with 
an application window so wide, it even 
offers early postemergent crabgrass control. AgroScfcnces 

n e v e r s t a i n s Dimension 
•Trademark of Dow AgroSciences LLC www.dowagro.com/turf Specialty Herbicide 
1-800 255 3726 Always read and follow label directions. 
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dures at all levels of your company. 

• Give appropriate authority to team 
members to perform their tasks once 
they understand your consistent 
policies and procedures. 

• Hold your staff responsible to carry 
out the policies and procedures of 
your company. 

• Hold employees accountable for the 
success of your company and for provid-
ing the quality of service that clients 
demand. 

— GG 

calls or other correspondence, preferably 
the same every day, if possible. You may 
not be able to answer a specific question or 
make a commitment when returning the 
call, but your prompt response gives clients 
confidence that you recognize their needs. 

If you don't have a receptionist in your 
office, use voice mail on your office and 
cell phones and check it regularly. Don't 
let messages pile up because you'll be less 
likely to return them. 

V is for value 
Clients view value as getting what was paid 
for and, in many cases, a little bit more. 
That doesn't necessarily mean planting an 
extra tree or cutting the lawn three addi-
tional times. Often, "the little bit more" is 
an intangible benefit, perhaps an issue re-
lated to quality, service, responsiveness or 
prompt communication. These items don't 
receive a specific dollar value on the bid 
sheet, but they carry weight with clients. 

Being customer service sensitive is a 
culture that permeates every level of an or-
ganization. Companies that adopt this con-
cept have more dedicated and committed 
team members and achieve greater profits 
through client retention lm 

— The author has over 20 years of experi-
ence in management in numerous industries, 
including landscaping and maintenance. He 

is a past Regional Operations Manager of 
TruGreen Landcare Corp. He can be 

reached at gmanaf@msn.com. 

http://www.dowagro.com/turf
mailto:gmanaf@msn.com


ATOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT-

B R O A D A R E A 
M O W E R S 
Available with a 
27 or 34 HP TURBO 
diesel engine, in 61" 
or 72" cutting widths. 

G E A R & H Y D R O 
DR IVE W A L K S 
Available with a 
13 to 18 HP Kawasaki 
or Kohler engine, 
in 32" to 52" 
cutting widths. 

\ H E D G E & P O L E 
T R I M M E R S 
Seven models available 
in blade lengths of 21.5", 
24", 28.5", 30" and 39" 
with reaches up to 13' 
and articulating, 
adjustable cutting blades. 

SMALL , I N T E R M E D I A T E 
& L A R G E Z T H M O W E R S 
Available with Kawasaki 
or Kohler engines from 18 
to 27 HP, in 42", 48", 52", 
61" and 72" cutting widths. 

D E T H A T C H E R S 
Multi-function 
bagger, seeder and 
dethatchers, available 
with a 5.5 HP B&S 
or Honda engine. » 

TR IMMERS 
A N D E D G E R S 
Seven pro models with 
powerful 1.2 to 1.5 HP 
engines. Select models 
feature E-Tech® 
high-torque engines. 

S O D C U T T E R 
Available with a 5.5 HP 
Honda engine, in an 18" 
cutting width, and a 
variable cutting depth 
up to 2.5". 

A E R A T O R S 
Available with a 3.5 
or 4 HP B&S or Honda 
engine, in 19", 25.5" 
or 36" aerating widths, 
and a variable aerating 
depth up to 3". Z 

C H A I N S A W S 
17 models with HP ranging 
from 2.1 to 8.4, bar lengths 
from 12" to 72", and 
superior Husqvarna features 
and engineering. 

H A N D - H E L D A N D 
B A C K P A C K B L O W E R S 
Available in four models 
with air velocities from 
128 to 190 mph, with 
cylinder displacement 
cubic inches ranging from 
1.5 (25.4) to 3.6 (59.2). 

Industry experts with 
equipment and business tips 
that can help you build your 
knowledge and your profits. 

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



L A N D S U P E R SWEfcFr'ÄKES 
Only Husqvarna offers commercial landscapes 
the Total Source Solution for all their outdoor 
power equipment needs. And now, with our 
Husqvarna "Fee/ The Power" Landscaper 
Sweepstakes, you could take home our fully loaded 
landscaper truck. Look for details of our Demo Tour 
hitting cities across the U.S. - it's your chance to test 
drive the newest Husqvarna equipment. But don't 
wait to enter the Landscaper Sweepstakes - enter 
online right now at www.husqvarnalandscaper.com. 
Get ready to feel the power of Husqvarna's total 
line up of outdoor power equipment at your nearest 
Husqvarna Power Retailer. For the retailer nearest 
you, visit us on-line at www.husqvarna.com 
or call I-800-HUSKY-62. 

m> • a-

WANT IT? WIN IT. 
IT'S TOUGH. IT'S LOADED. AND 

IT COULD BE YOURS! 
It's the official Landscaper Truck of Husqvarna - fully equipped 
with the newest Husqvarna outdoor power equipment 
- and we'll be giving it away at the 2003 Green Industry Expo 
in St. Louis, November 5-8! 

This 2004 commercial truck features a full crew cab, 
gas powered engine, automatic, air conditioning, grated flat bed, 
mower ramp and full-size tool rack - and it's loaded with 
Husqvarna equipment, including a Zero Turn Mower, Hydro Walk, 
Backpack Blower,Trimmer, Hedge Trimmer, Chain Saw and Edger. 

II I II NASCAR 

©Husqvarna 
, . . 2003 Husqvarna Circle No. 151 

http://www.husqvarnalandscaper.com
http://www.husqvarna.com


Win at the 

budget 
game 
Grounds managers must 

maintain properties that 
measure up not only to 
their own standards, but 
also to the standards im-
posed by their employers. 
Then, of course, there are 

the expectations of their real customers, 
the people that visit or use their site, 
whether it's a college campus or a commu-
nity soccer complex. 

In many cases, however, the funds 
available to grounds managers have been 
slashed, making it imperative that man-
agers carefully put together their budgets. 

Start at the beginning 
Budgeting is never pleasant, but it's vital to 
survival, meaning continued gainful em-
ployment. Often, your destiny is deter-
mined by the budget you prepare. Don't 
deceive yourself — no matter the size of 
your department or the facilities you man-
age, you'll someday prepare a budget. It's 
the first step in determining what you'll be 
able to accomplish at your facility the com-
ing year, the projects you can accomplish 
and the staff you can expect to have. 

A step-by -step 

financial p l a n that 

gets the f u n d s 

you ' l l n e e d to 

p rov ide you r 

g r o u n d s services 

B Y G E O R G E V A N 
H A A S T E R E N , J R . / C G M 

Keep in mind that a budget is not writ-
ten in stone; it's more of a well-reasoned 
guess of the resources you'll need. It's un-
reasonable to expect that you'll ever meet 
the demands of the budget exactly, but it 
will help guide your decisions. Take care 
when you put one together. 

Described another way, a budget is a fi-
nancial plan. It should predict the money 
that you'll need to maintain and make im-
provements to the grounds and other facili-
ties under your care within a fiscal year. In 
a sense, it's a policy document that identi-
fies, in dollars, what gets funded and how 
much you can spend. It's also a definition 

of operational action, expressing where the 
resources are to be allocated, for example, 
for equipment, supplies, construction and 
likely more than a dozen other categories. 

Capital planning 
Operating budgets reflect expenditures 
used to operate and maintain facilities. 
They reflect expenditures that adjust the 
assets of the school, commercial campus or 
recreation department. Capital money is 
often raised through borrowing, bond is-
sues or gifts. Items covered by capital bud-
gets include: 
• machinery that's depreciated, 
• construction that's depreciated, and 
• large expenses. 

Examples of routine facility renewal 
projects that are often considered capital 
budget items are restoring beds around a 
building, renovating an athletic field, in-
stalling irrigation or any of your other siz-
able, non-routine projects. 

Preparing a budget 
You must be intimately familiar with your 
responsibilities as well as any new ones 
you're likely to get. Communicate regularly 
with your administrators, your managers 
and the coaches at your facility. Have them 
provide you with a list of daily, weekly and 
monthly schedules. List any ongoing main-
tenance or renewal programs. Projects such 
as five-year plans may be included. Scruti-
nize the following categories carefully: 
Employees — Workers should be your 
greatest asset, but you must know person-
nel costs, including fringe costs. Look at 
each employee's base pay, including pre-
dicted overtime. Incorporate the costs of 
seasonal or part-time help, and include the 
costs of benefits as a percentage of labor. 



Student seasonal help can reduce labor 
costs, providing breathing room in the 
"labor cost" column of your budget. It 
has the added benefit of introducing 

these students to the grounds profession. 
Know your employees skills. Determine 

how much additional training is needed to 
improve the productivity of your employ-
ees. Your crew must be properly trained to 
carry out daily tasks safely and efficiendy, 
especially now as departments are being 
downsized because of revenue shortfalls. 
Equipment — Workloads are increasing, 
but the size of your staff probably isn't. 
Budget to acquire productive, efficient 
equipment. Evaluate the equipment you 
have and determine if you have a good 
match between equipment and staff. Con-
sider the equipment's age. Is it reliable or is 
there a lot of downtime? Do the math. 
Would it be more cost effective to pur-
chase, lease or rent? 
Facilities and responsibilities — Look at the 
many different areas you maintain and 
manage. These may include common 
areas, athletic fields, annual beds and park-
ing lots. Know the square footage or 
acreage. Maintain a log of the amount of 
resources and, in particular, labor man-
hours and materials required to keep them 
at the level that's expected. 
Special programs — During the course of 
your fiscal year, you'll have to give special 
attention to certain areas under your care. 
These could be athletic fields, or where 
Parents' Day or graduation ceremonies are 
going to be held on your campus. Special 
events will call for additional manpower 
and expense, so don't overlook them. 

Keep in mind that all budgets are in-
cremental. Usually, you will receive what 
you received the previous year, plus or 
minus adjustments for program changes 
(plus or minus a percentage). In other 
words, know your present budget inside 
and out. 

• Are you meeting expectations on your 
expenditures? 
• Is department overtime too high be-
cause of added events or weather? 

• Are there programs or lines in your bud-
get that need adjustment? 

Work on the areas you know need im-
provement. Learn as much as you can 

Circle 123 
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If you're in the business of 
recycling, you need to know 
about Peterson Pacific. 
We make the machines that 
make your job possible. Wood 
waste, C&D, land clearing, 
asphalt roofing... we build 
horizontal grinders that 
can take it. And our Blower 
Trucks make quick work of 
delivery and application of 
your end product. 

H p ^ Peterson 
Pacific Corp. 

Pneumatic Delivery System 

I VjJ/ 
HC 1410 

Track Mounted Recycler 

• ^ 1 

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

I M 

HC 2400-B 
Asphalt Roofing Recycler • 

Peterson Pacific Corp. 

800/269-6520 • Fax 541/689-0804 www.petersonpacific.com 

http://www.petersonpacific.com


about the type of budget your administra-
tors expect to see. Are you in a situation 
where you have to explain your depart-
ment operations, or are they only inter-

ested in numbers? Find out the budget 
guidelines. 

If you know that spending cannot grow 
more than a certain percentage in a year, 

then requesting more funds may be unwise. 
If you absolutely have to have the extra 
money, suggest to those participating in the 
budgeting process that they take a look at 
the facilities under your care. Hopefully, 
they'll begin to see the many tasks that 
your department must accomplish, and 
what more it could do with better funding. 

Add up what you know along with 
your existing costs and the level of services 
you provide along with the level of services 
you offer with those funds. 

Add or subtract the items you know will 
change (retirements, rate change, staff 
changes). If you expect program changes, es-
timate the impact, then add or subtract. 
Next, consider the need for changes in staff 
or materials, depending on program changes. 
Also, know the unit costs for routine tasks. 

Defend your budget 
Finally, prepare to defend your budget. 
You're the person responsible for the ap-
pearance, safety and functionality of the 
grounds under your department's um-
brella. You know more about your job 
than anyone else, and you should be able 
to explain the reasons why you've included 
certain expenditures in the budget. They 
may be for aesthetic reasons, or they may 
be for safety or security. Provide documen-
tation if you can; it helps. 

You can also build your case by text 
writing, spreadsheets, keeping daily logs and 
incorporating either pictures or videos into 
your budget presentation. 

The best justification for expenditures is 
high performance, but usually that's not 
enough. To be a successful grounds man-
ager, you have to know how to put to-
gether a budget, too. lm 

— The author is Director of Grounds 
Operations for Dwight-Englewood School, 

Englewood, NJ, and a former President of the 
Professional Grounds Management Society 

fwww.pgms.org J. 

Reading platform bodies 
# Quality and durability 
# from 

# START... 

TO 
FINISH. 
No matter which ^ ^ i S f f v 
configuration you i , ^ 
choose, all platform 
bodies feature traditional * * ^ 

quality for [ ^ ^ ^ ^ ^ H g g H H H B k H B t o i ^ t f 
optimum durability and s takeBody pmm-rooiboxcombination 
protection. What makes ^ r n S l B H 
Reading bodies so ~ I t ' ^ ^ ^ ^ ^ 
tough? It all starts with a | V 
rugged understructure. < ^ 
Add to that the protection , w D W r Landscape Body Contractor Body 
of Lectro-Life 

powder coated platform expect more, choose reading. 
sides, and you've got a ^ a ^ D A ^ l l m r t 1 

winning combination. 
Redi-Dekm 

800-458-2226 
www.readingbody.com 

©2003 Reading Body Works. Inc. Reading and Lectro Life are registered trademarks, and Redi-Dek is a 
trademark of Reading Body Works in the United States and in some foriegn countries. 

> - • 
Platform-Toolbox combination 

H * J 
Landscape Body 

- * T IBI 
Contractor Body 
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BEST. BEST. BEST. 
3 STRAIGHT YEARS, CAR AND DRIVER'S "BEST PICKUP." 
As the saying goes, it doesn't get any better than 
this. Chevy* Silverado" has won CAR AND DRIVER'S 
"Best Pickup" award for three straight years. In fact, 
Chevy is the only brand of pickup to ever win the 
title. Period. So what does it take to be the best? 

TOUGH TECHNOLOGY. 
Silverado technology is tough technology, 

designed to bring you a more dependable, longer-
lasting truck. That's why Silverado was the first 
full-size pickup ever built with a hydroformed steel 
front frame* - an innovation that makes our frame 
exceptionally tough, strong and durable. 

And now, specific Silverado models are 
available with QUADRASTEER four-wheel steering/ 
making Silverado with QUADRASTEER the most 
maneuverable full-size pickup you can get:* At 
highway speeds, the front and rear wheels turn in 
the same direction for added stability when passing 
or changing lanes while trailering. 

LEGENDARY POWER. 
The broad and powerful lineup of engines available 

in a Silverado is something CAR AND DRIVER always 
applauds, and who are we to argue? Silverado has six 
legendary Vortec- gas engines to choose from. The Vortec 
8100 Big Block V8t+ cranks out a full 340 horses while 
the mighty Duramax" Diesel" generates 300 horses and 
520 lb.-ft. of torque to handle the biggest jobs. 

BROAD RANGE OF MODELS. 
Silverado isn't just one truck. It's a whole lineup of 

trucks that are precision-engineered and built to our 
high quality standards. Whether your Silverado is 
light-duty, heavy-duty, long box, short box, regular cab, 
extended cab, crew cab, two-wheel drive or 4x4, it can 
help you get the job done, and get it done right. 

As CAR AND DRIVER'S Best Pickup for 2001, 2002 
and 2003, we didn't just set the benchmark. We built 
the bench. Silverado. The Truck. From Chevy. The most 
dependable, longest-lasting trucks on the road.*" 

SILVERADO LIKE A ROCK 
877-THE TRUCK or chevy.com/sllverado "Excludes other GM vehicles, tAvailable only on specially equipped 1500 Ext. Cab Short Box 

and 1500HD models. Call or go online for details. "Based on turning diameter. Excludes other GM vehicles. ttAvailable only on 2500HD and 
3500 models. '"Dependability based on longevity: 1981-July 2001 full-line light-duty truck company registrations. Excludes other GM 

divisions. QUADRASTEER is a trademark of Delphi Corporation, c 2003 GM Corp. Buckle up, America! 



LM PRESENTS award-winning landscape management 
Property at a glance 
Location: Atlanta, GA 
Staff: Post Landscape 
Category: Condominium, Apartment 
Complex or Planned Community 

Total budget: $80,500 

Year site built: 1998 

Acres of turf: 1 

Acres of woody ornamentals: 3 

Acres of display beds: 1 

Total paved area: 4 acres 

Total man-hours/week: 48 

Maintenance challenges 
• Parking decks 

• 100% organics (trees, shrubs, beds) 

• Eight theme gardens 

Project checklist 
Completed in last two years: 

• Dry stream beds 

• Turf converted to ground covers 

• Low volume irrigation 

On the job 
• 3 full-time staff, 1 seasonal em-
ployee, 3 licensed pesticide applicators 

Post Gardens 
2002 PGIVIS G r a n d A w a r d W i n n e r for 

C o n d o m i n i u m , Apa r tment Complex or 

P l a n n e d C o m m u n i t y 

Organic is the word at Post Gardens, a 
nine-acre apartment community set in 
the upscale neighborhood of Lenox 
Park in the the community of Buck-
head. Post Landscape uses a 100% or-
ganic fertility program for trees, shrubs, 
annuals and perennials due to the high 
use environment and to be environmen-
tally sensitive. 

"Another reason we do this is 
for the residents who have pets," 
says Property Horticulture Super-
visor Kevin Hosteder, a 15-year 
grounds veteran. 

Hosteder graduated from the 
University of Georgia with a horti-
culture degree and has worked for ^ ^ 
Post Properties ever since. He's a 
Certified Nursery Technician and is 
working on becoming a certified land-
scape professional. And he finds nothing 
wrong with taking his job home with 
him — he loves to work in his own yard, 
provided he finds the time to do it. 

He and his crew have their hands 
full at Post Gardens, which features 

W m m 
^Ê^OKp^r 

University of Georgia grad 
Kevin Hostetler and crew 
maintain eight gardens. 

eight theme gardens that 
are each their own 
"micro" environment 

with unique needs for sun, shade, soil 
structures, water management, proper 
pruning, IPM, fertility and horticulture. 
The irrigation system was recendy up-
graded in the theme gardens, allowing 
the crew to become even more "water 
savvy" and better meet each garden's in-
dividual requirements. 

m m Editors' note: Landscape Management is the exclusive sponsor 
M ^ m T W r of the Green Star Professional Grounds Management Awards 

for outstanding management of residential, commercial 
W Ä f u l f i j | 4 n | A a n d institutional landscapes. The 2003 winners will be 
JLIC1aIi43\*CI|JC named at the annual meeting of the Professional 
M A N A G E M E N T ! 

Grounds Management Society in November. For more in-
formation on the 2002 Awards, contact PGMS at: 

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

M A N A G E M E N T 

http://www.pgms.org


An organic program 
keeps Post Gardens' 
property bright and 

POST 
GARDENS 
APARTMENT HOMES 



Contractor 
favorites Contractors expect a lot from 

their trucks. They want ac-
cessibility, good gas mileage 
and proven brands they can 
rely on — all for a fair price. 

However, there's always 
a new model that comes 

along that makes their "far-out" trucks seem 
"far gone." We wanted to know what fea-
tures matter most when it comes to buying 
a truck, so we grilled three landscape con-
tractors mercilessly on the topic. Here's 
what they had to say: 
HighGrove Partners 

Name: Greg Nelson 
Title: Fleet Manager 
Location: Smyrna, 
GA 
2002 gross revenue: 
$15.3 million 
Business mix: 80% 
commercial, 20% 
residential 

Employees: 200 year-round/full-time and 
30 seasonal/part-time. There are 19 three-
person crews (strictly maintenance) and 
two floriculture crews in Atlanta. 
Company profile: In business since 1991, the 
company's services are divided as follows — 
55% landscape maintenance; 35% landscape 
design/build; 7% irrigation installation/ 
maintenance; 2% chemical lawn care/fertil-
ization; and 1% snow removal. 
Trucks: "We have a total of 107 vehicles, in-

Straight talk f r o m three landscape 

profess ionals o n what they l ike a n d 

don ' t l ike i n p ickups a n d vans 

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

Greg Nelson 

eluding three utility work vehicles, eight 
dump trucks of various sizes, 42 pickup 
trucks, 10 SUVs, four irrigation install and 
repair trucks, 23 open ramp trucks, eight van 
body ramp trucks, three Turf Care spray 
trucks, and one mechanic service truck." 
Features: "All of our vehicles are built to do 
the intended job. Having lockable storage 
for the small equipment is our 'must-have' 
feature. For management vehicles, such as 
1/2-ton and 3/4-ton trucks, driver comfort 
features is the must-have. Most of these 
are now ordered as base-extended cab 
units with seating and stereo upgrades. For 
upper management and sales vehicles, 
four-door seating is a must-have." 
Finance methods: "We have bought and 
leased, but we're currently acquiring all new 
vehicles with open-end leases. About half 
are owned and half are leased. Cost consid-
erations would be truck specific. The sky 

isn't the limit when building a truck, and we 
won't go bare bones either. Our trucks are 
more middle-of-the-road priced. The truck 
has got to fit the job requirements, it must 
be efficient to work out of and it must pre-
sent a good image." 
Dream truck: "A Kenworth SUV or a truck 
that will never require a brake job. But realis-
tically, I build my dream truck every time we 
spec out a new ramp truck, SUV or pickup." 

R.A.R. Landscaping Co. 

Name: Allan Davis 
CLP, CSP 
Title: Executive 
Vice President 
Location: Baltimore, 
MD 
2002 gross revenue: 
$5.4 million Allan Davis 



Business mix: 100% commercial 
Employees: "R.A.R. Landscaping has 120 
employees. We have a full-time Director 
of Human Resources, a full-time sales 
staff managed by a Director of Sales, Fleet 
Manager, and various support administra-
tive staff. We have an executive manage-
ment team of four people — President, 
Executive Vice President, Controller, and 
Vice President. Crew sizes range from 
two to five people. We believe that small 
crews are the most efficient. We handle 
all size properties." 
Company profile: "R.A.R. Landscaping Co. 
has been in business for over 25 years, ser-
vicing the Baltimore metropolitan area. We 
have five service lines: grounds manage-
ment, landscape design and installation, 
snow and ice management, tree care, and 
holiday decorating. We see grounds man-
agement as our core service and add services 
around it that offer value to our core client 
base. We have a commercial client base and 
believe in building lasting relationships." 
Trucks: "Sales and field managers use small 
pickups, either Ford Rangers or Toyota 
Tacomas. We're looking for accessibility, 
good gas mileage and the ability to occa-
sionally transport something small. Our 
tree care division uses various specialty ve-
hicles, such as bucket/chipper trucks, spray 
rigs and regular chipper trucks. Any land-
scaping or landscape maintenance is han-
dled with Ford F700 and F800 trucks with 
14-foot dump bodies on them. We have 
several that have crew cabs to accommo-
date larger crews. These trucks have cab 
protectors and side boxes for storage. They 
have racks on the sides for handled tools. 
They also have rear swing doors, and we 
have custom-installed ramps on the rear. 
Many of our crews have Ford F350 trucks 
with either pickup beds or eight-foot 
dump beds on them. These are versatile 
and can be used by mowing crews, cleanup 
crews and install crews." 

Favorites: "The vehicles I'm most proud of 
are in our van fleet. Several years ago, we 
began purchasing off-rental vans from 
Ryder. These vans are three to four years 
old and have anywhere from 90,000 to 
130,000 miles each. We pay between 
$9,000 and $12,000 for them. We spend 
an additional few thousand dollars to have 
them painted red and have our logos em-
blazoned across them. They're workhorses 
that we use for everything, including 
mowing, installation, flower plantings, 
snow removal and even for repairs in the 
field. We have racking inside for equip-
ment, and ramps that we built to load 
them with equipment." 
Finance method: "We always purchase, not 
lease, vehicles, and most of the time take 
the lump sum discounts the manufacturer is 
offering and arrange for financing through 
our banks. We try to use the same dealer-
ships and negotiate the best prices we can. 
We also are on a fleet discount program 
through Ford. We also occasionally pur-
chase used vehicles, as in the vans, but also 
for our other operations." 
Dream truck: "My dream truck would be 
one that never needs to sit in my lot. The 
vans come close, because they can be used 
for so many different jobs. Any vehicle 
that can be used for multiple functions 
and put in the field no matter what season 
is the best." 

Dickerson Landscaping 

Name: William 
Dickerson 
Title: President 
Location: Tallahas-
see, FL 
2002 gross revenue: 
$700,000 

William Dickerson B u s i n e s s m i x : 6 0 % 

residential, 40% 
commercial 

Employees: The number averages around 
13 in winter and 17 in summer. Although 
the company prefers teams of two employ-
ees, crew sizes can range between two and 
five employees depending on the size of 
the project. 
Company profile: "Dickerson Landscaping 
has been serving Tallahassee's landscaping 
and outdoor maintenance needs for years. 
We started in 1987 as Dickerson Enter-
prises, a lawn maintenance company. In 
1993, we changed our name to Dickerson 
Landscaping to encompass the real focus 
of our company. We now offer an exten-
sive venue of products and services includ-
ing landscape design and installation, land-
scape maintenance, and irrigation repair 
and installation." 
Trucks: "We've made a few changes with 
our truck fleet. We had Chevy trucks, but 
we dropped them and went with Fords 
and Toyotas. I like Toyotas for their 
longevity, but they aren't the most suited 
for this industry, so Fords have been win-
ning out. Our fleet breakdown is as follows 
— three Ford 150s (2001, 2002), two 
1999 Ford 350s, one 1997 Ford 477 Super 
Duty, two 1998 Toyota T-lOOs and two 
2002 Toyota Tundras." 
Favorite features: T would have to say with 
Ford is the diversity. You can get so many 
bed designs. The Toyotas you can put 
through anything and they still go." 
Financing methods: "We buy new. The 
reason for that is that we get better prices 
and warranties. When we're looking for a 
new truck, we write down what it is we 
want, then fax it out to all the dealers in 
the state of Florida and south Georgia. 
We then sit back and wait for the bids to 
come in." 
Dream truck: "Toyota is my favorite, but 
we're going to be looking at some of the 
new hybrids coming out just for lawn 
maintenance like the Super Lawn 
Trucks." 



Fbweç 
versatility, 

Yesterday's opt ions 
are today 's s tandard 
features o n m a n y 
m o d e l year 2003 
a n d 2004 trucks 

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

W hether it's a Ford 
F-150 or a heavy-
duty Dodge Ram, 
we've found that 
many truck manu-
facturers have 
packed their 2003 

and 2004 lines with Herculean engine and 
hauling power, comfortable, spacious seat-
ing, greater handling capabilities and more 
standard features that were once optional. 
We've picked the hottest trucks — the 
best of the best — to make this year's list. 
Which one do you like? 

Chevrolet-GMC 

2004 Canyon 
Best features: 
• Two in-line engines based on the Vortec 
4.2-liter in-line six-cylinder engine. The 
standard engine, the 2.8-liter Vortec in-line 
four-cylinder, delivers 175 hp and 185 lbs.-
ft. of torque. The optional 3.5-liter Vortec 
in-line five-cylinder delivers 220 hp and 
225 lbs.-ft. of torque 
• Five-speed manual transmission, a trans-
fer case for four-wheel-drive models, and 
the four-speed Hydra-Matic 4L60-E auto-
matic transmission 

2003 Silverado (available in 3/4- and one-
ton pickups, including 3/4-ton 2500HD and 
one-ton 3500 Series regular cabs, four-door 
extended cabs, crew cabs and chassis cabs) 

comfort 
GMC's 2003 Silverado 
with four-door 
extended cab. 

Best features: 
• Equipped with a Vortec 6000 6.0L V8 
with hardened, upgraded valves and seats 
• Special versions with reduced Gross Ve-
hicle Weight Rating (GVWR) (8,500 lbs.) 
and 9,200-lb. GVWR models are available 
• Available with gas or diesel engines — 
Duramax 6600 6.6L diesel V8 delivers 
300 hp at 3,100 rpm and 520 lbs.-ft. (705 

Nm) of torque at 1,800 rpm; an optional 
Vortec 8100 8.1 L V8 gas engine has 340 
hp at 4,200 rpm and 455 lbs.-ft. (617 Nm) 
of torque at 3,200 rpm 
• Available with the Allison 1000: full 
electronic control of shift-timing points, 
five forward speeds and helical-type plane-
tary gear sets for quiet operation 

continued on page 62 
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w» hen you specify and use The Andersons 
Professional Turf™ productsv you can rest easy. 

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

The , « S E S » 
A n d e r s o n s 

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

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

Professional 
Professiona I Turf Product* 
Turf Products r 0X5 



2003 GMC TopKick C4500 and C5500 
series trucks 
Best features: 
• GVWR of 16,000 lbs. for C4500; 
18,000 to 19,500 lb. GVWRs available in 
the C5500 
• Allows turning diameters as low as 35.3 ft. 

Greater maneuverability and visibility 
• Advanced chassis and braking system 

Isuzu 

2004 NQR 
Best features: 

continued from page 60 

• A handling and trailering package stan-
dard for HD pickups 

• Equipped with front and rear semi-ellip-
tical, multi-leaf springs and shock absorbers 
• A front stabilizer bar contributes to 
greater handling and steering capabilities 
• Equipped with ABS 
• 4.75-liter, 4HE1-TC, four-cylinder 
diesel engine 
• It incorporates an overhead cam engine 
design and direct fuel injection. This 4HE1-
TC is rated at 175 gross hp at 2,700 rpm 
and 347 lbs.-ft. gross torque at 2,000 rpm 
• A choice of transmissions 

• GVWR of 17,950 lbs. and body/payload 
range from 11,733 to 11,965 lbs. 
• Body lengths range from 12 to 20 ft. 
with a choice of four different wheelbase 
lengths 

A straight channel, ladder-type frame 
with a section modulus of 7.20 cu. in. and 
a Resistance Bending Moment (RBM) of 
316,800 lbs. for those demanding heavier 
body applications 

A.M. Leonard 
Tools thai worL..and so much more! 

Your #1 source for Commercial 
Horticultural tools and supplies 

since 1885. Known for: 
• Outstanding Service 
• The Largest Selection 
• The BEST Quality 

Don't have the new A.M. 
Leonard Catalog yet? Give us 
a call and we will get one to 

you right away! 

FREE limited time offer 
Buy our 701g0 

A.M. Leonard Lopper 
at a special price of $49.95 and receive 

Our New A.M. Leonard Heavy 
Duty Tree Saw 
A $20.00 Value 

FREE! 

Use code # LM03 
when ordering 

% 

713TS 

High quality hard chrome 
plated 13" steel turbo 

blade with an ABS handle 
and rubber grip. 

A $75.15 
value for 

ONLY $49.95 

j f t t 1 - 8 0 0 - 5 4 3 - 8 9 5 5 
* visit us on line • www.amleo.com l f • 
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2004 low cab-forward crew cab (NPR-

HD and NQR) 
Best features: 
• Seats a crew of seven people comfort-
ably — three across in the front and four 
abreast in the back 
• Available in two wheelbase configura-
tions — a 150-in. wheelbase accommo-
dates 12-ft. bodies, and a 176-in. wheel-
base handles 16-ft. bodies 
• The crew cab's diesel engine, coupled 
with a four-speed overdrive automatic 
transmission, delivers 175 hp at 2,700 rpm 
• Visibility is enhanced with an oversized 
panoramic-view windshield 
• The NPR-HD crew cab is rated at 
14,500 lbs. GVWR. The NQR is rated at 
17,950 lbs. GVWR 
• NPR-HD crew cab features 4,500-lb. 
GVWR; 150- and 176-in. wheelbases; ac-
commodates 12-ft. bodies 
• NQR crew cab features 17,950-lb. 
GVWR; 150- and 176-in. wheelbases; ac-
commodates 16-ft. bodies 

continued on page 65 
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IVe hear you. 
We've got a solution for all your problems, 

CHASER 
H E R B I C I D E 

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

KLEENUPPRO 
C R A S S A N D W E E D K I L L E R 

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

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

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

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

For more information. contact your local UHS representative 

wwwmuhsonline.com 
Circle No. 128 

United 
T Î v f Hort icul tural S u p p l y 



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

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

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

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

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

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

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

LIBERATE 
• Same penetrating and low-phytotoxicity benefits of LI-700 
• pH neutral with a "CAUTION" label for maximum safety 
• Low-odor formulation also provides superior drift control 

TACTIC 
• High quality sticking agent maximizes residual activity 
• Organosilicone super-wetter gives total coverage 
• Resists wash-off by dew, rain or irrigation 

For more information, contact your local UHS representative T 

www.uhsonline.com ^ 
Circle No. 129 

http://www.uhsonline.com


continued from page 62 

2004 Class 6-7 F-Series 
commercial trucks 
Best features: 
• Class 6 FSR, Class 6 to 7 FTR and 
Class 7 FVR are powered by an Isuzu 
6HK1-TC diesel engine in two horse-
power configurations 
• The 7.8-liter overhead cam engine is 
turbocharged, intercooled and equipped 
with electronic fuel injection 
• Installed in the FSR and FTR, the six-
cylinder diesel develops 200 hp at 2,400 
rpm and 441 lbs.-ft. gross torque at 1,500 
rpm. The version used in the higher pay-
load FVR diesel engine develops 230 hp at 
2,400 rpm and 506 lbs.-ft. gross torque 
at1,500 rpm 
• All F-Series models include as standard 
an Isuzu MLD6Q six-speed manual over-
drive transmission, synchronized in gears 
two through six. The transmission has a 
standard PTO opening. An Allison AT545 
four-speed automatic transmission is avail-
able as an option in the FSR and FTR 

Dodge 

2003 Dakota 
Best features: 
• Choice of two Magnum V-8 engines 
• Dakota Quad Cab offers six-passenger 
seating 
• New 5-45RFE five-speed automatic 
transmission with 4.7-liter engine provides 
a second overdrive ratio 
• Four-wheel disc brakes with rear-wheel 
anti-lock (RWAL) are now standard on 

FB medium-duty Class 5 truck 
Best features: 
• An 11,000-lb. body and payload capacity 
• It can be spec'd as a flatbed, with stake 
beds or with a small dump body 
• Powered by a turbo intercooled four-
valve overhead cam engine and driven 
through a five-speed direct drive transmis-
sion or optional four-speed automatic 
• Its cabover design makes driving in tight 
residential areas easy 
• Cab features an enlarged interior with 
room for three people 
• Six-way adjustable air-ride driver's seat 
with improved support on a chassis that's 
supported by long, taper-leaf springs 

Mitsubishi Fuso 

2003 FG four-wheel drive cabover 
Best features: 
• 145-hp, intercooled, turbocharged diesel 
engine, five-speed manual transmission and 
optional, limited slip differential 
• Available in Class 3 (12,000 GVWR) 
and Class 4 (14,050 GVWR) 
• Advanced diesel engines with either 

Dodge's 2003 Dakota 
features a choice of two 

Magnum V-8 engines. 

2004 F-150 
Best features: 
• Its fully boxed frame is about nine times 
stiffer torsionally than its predecessor 
• A maximum tow rating of 9,500 lbs. and 
maximum payload capacity of 2,900 lbs. 
• Regular Cab and SuperCab models have 
a passenger compartment that is six in. 
longer, providing more space inside for oc-
cupants and their gear 
• A 5.4-liter, 3-valve Triton V-8 engine 
produces 300 peak hp 
• 8-ft., 6-1/2-ft., and 5-1/2-ft. box lengths 
offered 

2004 F-250/F-350 series super duty 
Best features: 
• A 32-valve 6.0-liter Power Stroke V-8 
diesel engine and five-speed TorqShift au-
tomatic transmission 
• A newly designed five-speed gearbox 

and electronic control system 
• Transmission's tow-haul mode helps im 
prove shift control under demanding oper 
ating conditions 

4WD models and 2WD models 
5,350 lbs. GVWR and over 

2003 heavy duty Ram 2500/3500 
Best features: 
• The high output Cummins 
Turbo Diesel engine is available in 
the 2500/3500 segment, producing 
305 hp at 2,900 rpm and 555 lbs.-ft. 
of torque at 1,400 rpm 
• Delivers a towing capability of 23,000 
lbs. (GCWR) 
• Comes with a 3500 single rear 
wheel option 
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manual or automatic transmissions 
• Three-person cab with side door crush 
bars and a collapsible steering wheel for 
added safety 

Toyota 

2003 Tacoma 
Best features: 

Standard four-wheel anti-lock brake 
system (ABS) 
• 17 model configurations, based on three 
cab types — standard, extended Xtracab 
with rear jump seats and the four-door 
Double Cab. The Tacoma standard-cab 
and Xtracab models feature a 74.5-in.-long 
bed. The Double Cab comes with a bed 
length of 61.5 in. 
• A 142-hp, 2.4-liter four-cylinder engine 
with 160 lbs./ft. of torque powers the 4X2 
standard cab and features a 1,480-lb. pay-
load capacity 

PreRunner and 4X4 models are available 
with two engines, a 150-hp 2.7-liter 
DOHC four-cylinder that produces 177 
lbs.-ft. of torque and a DOHC 190-hp 3.4-
liter V6 that puts out 220 lbs.-ft. of torque 
• The V6-powered Tacoma models can 
tow up to 5,000 lbs.; four-cylinder models 
tow up to 3,500 lbs. 

2003 Tundra StepSide Access Cab 
Best features: 

Available in V8 Access Cab two-wheel 
drive and four-wheel drive models in SR5 
and Limited grades 

Available in 15 configurations compris-
ing two cab styles (Regular and Access 
Cab), two engines (3.4-liter V6 and 4.7-
liter i-Force V8), two- and four-wheel 
drive, two bed lengths (98 in. for regular 
cab model, 75 in. for Access Cab models) 
and three model grades (Base, SR5 and 
Limited) 
• Powered by the 4.7-liter i-Force V8, 
which produces 240 hp at 315 lbs.-ft. of 
torque 
• A 3.4-liter DOHC V6 engine is stan-
dard in five of the Tundra models and pro-
duces 190 hp and 220 lbs.-ft. of peak 
torque. The V6 engine comes standard 
with a five-speed manual transmission 
• Offers up to a 1,875-lb. payload capac-
ity (V8 2WD Access Cab SR5) and up to 
7,200 lbs. of towing capacity (V8 4x4 
regular cab) 
• All V8 models offer a new towing pack-
age which includes a Class IV tow hitch 

Cub Cadet 

Series 8000 utility tractors 
Best features: 
• Power ranging from 40 to 45 hp 
• Shuttle shift transmissions allow for 
easy, efficient operation and increased 
maneuverability under any condition 

• Cast-iron engine 
• Standard four-wheel drive operation 
• Optional attachments include loader, 
backhoe and standard Category I rear 
mount attachments, which result in a con-
venient multi-task tractor whether you're 
pulling, pushing or clearing 

Series 7000 utility tractors 
Best features: 
• 20 to 36 hp and a choice between gaso-
line or diesel engines 
• Hydrostatic transmission allows for easy, 
efficient operation and increased maneu-
verability under any condition 

Two- or four-wheel-drive operation keeps 
tractors from turfing in two-wheel drive and 
provides maximum traction to operate with 
four-wheel drive in rough terrain 

John Deere 

ProGator utility vehicle 
Best features: 
• Available in 23.5-hp diesel and 26-hp 
gas versions 
• Five-speed, fully-synchronized 
transmission 
• One-piece axle supporting the rear 
wheels, and dual leaf spring suspension 

continued on page 68 



ABSOLUTELY HAMMERS MITES. 

Pampers Everything Else. 

No miticide performs as well as Floramite against key 
mite pests in all life stages. It pounds tough pests like 
two-spotted and spruce spider mites with hard-hitting 
contact action. Then, it gives long residual control, up 
to 28 days, to get those late hatches. 

Floramite features a unique mode of action and 
highly selective activity so its easy on predacious mites 
and beneficial insects. And its low toxicity means its 
easy to work with and safe for the environment. 

If you want to drop the hammer on mites, while 
you pamper everything else, get the economical, 
user-friendly control of Floramite. 

Crompton 
Uniroyal Chemical 

www. cromptoncorp. com 
Floramite is a registered trademark of a 
subsidiary of Crompton Corp. 
©2003 Crompton Corp 
Always read and follow label directions. 

Floramite SC 
ORNAMENTAL MiTICIDE 
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E-Z-GO Textron 

twin-cylinder, overhead cam gasoline 
engine 

Leer Inc. 

700 Series Tonneau cover 
Best features: 
• Fiberglass construction produces a snug-

cargo space 
• Spring-assisted gas struts make opening 
and closing the lid easy 
• Entire installation and mounting of the 
700 Tonneau engineered without drilling 
or cutting the pickup bed steel, minimizing 
any risk of cosmetic damage or rust 
• Instead of a flat surface with no charac-
ter, the 700 Series features curves and 
shapes that will improve the pickup truck's 
overall appearance 

continued from page 66 

instead of coils 
• Hydrostatic steering provides for preci-
sion control and a tight turning radius of 
only 33 in. 
• A 2,650-lb. load capacity 

Workhorse LX line 
Best features: 
• Like the standard Workhorses, the LX 
models have differential scuff guards, tubu-
lar front bumpers, bed liners, homs and 
fuel gauges or charge meters 
• The LX line offers a 36-volt high-effi-
ciency electric motor, 9-hp twin-cylinder, 
overhead cam gasoline engine and a l l -hp 

fitting, tight-sealing lid over the entire 

B e ^ g h q p e r WALK - BEHIND DISTRIBUTORS 
NAME PHONE STATES 
G.O. Distributors, Inc. 800-525-8148 ME, VT, NH 
Pro Industries, Inc. 866-233-7427 MA, CT, RI, Upstate NY, NC, SC, VA (ex Wash DC) TX, MS, 

FL, GA, MS, LA, AR, 0K,AZ, NM 
A & D Distributors 800-794-4647 TN, AL 
CADCo Distributing 800-942-2326 NYC/LI, NJ, MD, Northern VA (incl Wash, DC), PA (ex 

Pittsburgh), DE 
Keen Edge Co.-Central 800-589-4145 Wl, IL (ex Chicago) IA, NE, M0, KS, ND, SD, MN 
Keen Edge Company-West 800-929-1948 OR, WA, CA, NV 
Mainline of America 800-837-2097 OH, IN, KY, Ml, WV, Chicago, Pittsburgh 
Coates Landscape Supply 208-656-0600 MT, ID, UT, Western WY 
Secrist Distributing 800-834-0572 CO, East WY 

Omaha Standard 

Landscaper Body 
Best features: 
• 10-gauge sides (available in 40- and 52-
in. heights) and rear gate 
• The 48-in. cargo door on the curb side 
front swings open to allow for loading of 
palleted materials, balled trees, shrubs and 
bagged materials 
• Triple acting 16-in. tailgate folds down 
flat to extend platform length for dumping 
or spreading materials, and drops 280 de-
grees for rear loading 
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Polaris 

Professional Series UTV 1500 2x4 
Best features: 
• 18-hp V-twin air-cooled engine, heavy 
duty transmission and lowering gear 
• Auto tranny with low, super-low, reverse 
• Can carry a payload of up to 1,250 lbs. 
and tow 1,000 lbs. 
• Upfront, independent MacPherson strut 
suspension with 4.6 in. of travel 
• Spacious seating for three 

Super Lawn Trucks 

Super Lawn Truck Equipment Storage & 
Transportation System 
Best features: 
• Eliminates the need for trailers 

Equipped with a hydraulically operated 
ramp that allows large commercial mowers 
to drive right into the back of the truck 

• Large box-type van is equipped with a 
hand and power tool storage system 
• Fuel transport tanks carry enough fuel 
for the whole week 

Reading 

Landscape Body 
Best features: 
• Side access door (curbside) features rein-
forced, 14-gauge, two-sided, A-60 galva-
nized steel; heavy duty, full opening door, 
two heavy duty hinges on door, draw latch 
holds with a 51-in. clear door opening 

| width 
• Rear 
cargo doors 
are 14-
gauge, two-
sided, A-60 
galvanized 

steel, perforated and reinforced — two 
heavy-duty hinges on each door 
• Four-way double hinged lower tailgate, 
fully welded and reinforced, converts easily 
to all purpose platform or flat dump and 
allows for manual metering of material 

•y' r v v - -

Renovation Equipment 
Designed with 

YOU in Mind. 
TURNAER 26 

$ 3 , 2 4 5 . 0 0 

$l70/mo 

CßW J 

A revolution in aération technology! 
Finally, the aerator you've always wanted. 

• Aerate a lawn like you mow it 

• Less work on you and your staff's backs 

• Turns while in the ground-no stopping 
at the end of each pass 

• 30% more productive than conventional 
aerators 

KISCUTTER 

, $2,195.00 
$115/mo 

Cutting sod has never been so easy. 
The KisCutter gets the job done-faster! 

• Lightweight, with folding handles make 
it easy to load and unload 

• Lower vibration, less operator fatigue 

• Simple, easy-to-use depth adjustment 

• Revolutionary design cuts as much as 
300 lb. units 

Choose Turfco Direct for innovative, easy-to-use equipment that meets all your 

renovation needs. Working direct with our factory, you'll get better prices, fast and 

comprehensive service and next-day parts delivery. Plus, all Turfco equipment comes 

with a 2-year warranty. Turfco Direct-the Direct answer to your lawn renovation needs. 

Aerators • Dethatchers • Sod Cutters • Seeders 

t S E S S B r 
I d i r e c t Call Now to Order Direct: 1.800.679.8201 

Visit us on the web: www.turfco.com 
TURFCO MANUFACTURING INC. • 1655 101st Ave. NE • Minneapo l is , MN 55449-4420 • Phone-763.785.IOOO • Fax-763.785.0556 
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power output (selectable by channel) to get the 
user's message through under the most de-
manding of operating conditions. 
For more information contact Vertex Standard 
at 800/283-7839 or www.vxstdusa.com I 
circle no. 292 

Be the boss 
Fleetboss's The Boss fleet management systems 
are based on Global Positioning Satellite (GPS) 
technology. These systems combine location 
tracking and vehicle event data with proprietary 

Stay in touch 
Stay connected 
CUP Connect from Sensible Software, Inc. of-
fers real-time information exchange between 

the office and the job 
site, and simplifies 
business management 
to allow for efficient 
task supervision away 
from the office. It uses 
Web access platform 
technology to keep 
office and field per-
sonnel connected. 
Using a Web-enabled 

cell phone, field personnel can update the CLIP 
Connect Web portal with job information. 
For more information, contact Sensible Soft-
ware, Inc. at 800/635-8485 or www.dip.com I 
circle no. 291 

Small talk 
Vertex Standard's VX-6000 Mobile Series is 
available in lowband, VHF and UHF models. 
The VX-6000 meets or exceeds Mil Std 810 
C/D/E standards for dust, humidity, pressure, 
salt, fog, shock, solar radiation, temperature 
and vibration. It offers an advanced 120W 
(lowband), 110W (VHF) and 100W (UHF) RF 

EFFECTIVE 
That's One Way to Describe 
Our Industrial Aerators. 
Effective circulation is critical to water quality management. 
Weeds and algae can surface at any time and are indications of 
troubled waters. Otterbine's Industrial Aerators and Aerating 
Fountains are designed to work in even the most difficult environ-
ments, leaving your waterways clean and beautiful. 

For over 50 years, Otterbine has been manufacturing aera-
tion systems designed to improve pond and lake circulation. 

The complete Otterbine product line includes: 
• Aerating Fountains 
• Industrial Surface and Sub Surface Aerators 
• Giant and Instant Fountains 
• Fountain Glo" Underwater Lighting 

Bioaugmentation and Lake Dye 

For a pond and lake management 
CD-ROM, free site evaluation or 
Otterbine product information, call 
1-800-AER8TER, 610-965-6018 
or visit www.otterbine.com. 

Product leasing available. 
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software that 
monitors and 
measures drivers' ef-
ficiency and productivity. 
They also feature on-demand automatic vehicle 
location (AVL) for real-time reporting of vehicle 
stops and locations, and provide tracking and 
routing data. 
For more information contact 877/265-9559 or 
www.fleetboss.com I circle no. 293 

What's the frequency? 
Motorola Spirit XTN Series radios are available 
in both one-watt and two-watt models with 
one-channel operation and user-selectable fre-
quencies (56 UHF and 27 VHF). Available in 
VHF radios for use in and around wooden 
structures and forested areas or the UHF mod-
els for use in and around concrete/steel build-
ings and structures. Each Spirit XTN-Series 
radio comes with coded squelch and digital 
coded squelch. 
For more information contact Forestry Suppliers 
at 800/360-7788 or www.forestry-
suppliers.com / circle no. 294 

Something in the air 
Airput Mobilizing Operations' Air Hours elimi-

nates paper timesheets for field personnel 
in construction and other service-related 
industries. Exchange information be-
tween any Nextel Internet-ready phone 
and AirHours' Web site 
(www.airhours.com) using Nextel On-
line wireless Internet sen/ice. Collect 
timesheet and project information 
around the clock. 
For more information contact 

, AirHours at 610/635-1500 or 
' www.airput.com I circle no. 295 

Communicate great 
The Garmin Rino 110 combines the naviga-
tional capabilities of a full-featured, WAAS-en-
abled, 12-channel parallel GPS receiver with the 

reliable communication power of a 22-channel 
FRS/GMRS radio. This combination allows for 
peer-to-peer position reporting using the FRS 
spectrum to transmit your exact location to an-

other Rino 120 within a two-mile radius. 
For more information contact Forestry Suppliers 
at 800/360-7788 or www.forestry-
suppliers.com I circle no. 296 

The thing practically crawls up walls. 
This may very well be the most ver-
satile tractor line on the globe. To be 
versatile, you've got to do two things 
first: be agile and be userfriendly. 
Lots of old guard tractors are so big 
and clunky that they're hard to 
maneuver. Yes, they're durable, but 
difficult. Options can cost you. 

Carraro tractors offer a unique 
array of ergonomic and operational 
functions built in, and are engineered 
for simplicity, comfort and increased 
return on investment. 

A patented system called "Actio' 
in all Carraro tractors lets the chassis 
articulate to all terrain types and each 
wheel independently grips the ground 
for superior balance and stability. 
The center of gravity is so low that it 

virtually hugs the turf. Each wheel 
being the same size means you get 
equal ground pressure on all 4 wheels, 
all the time. 

Other neat features include a 
completely reversible seat and control 
system that changes direction in sec-
onds, loads of attachments that mount 
front, back and even on top, as well as 
powerful, yet fuel minimizing, engines 
that help keep operations costs down. 

Recently, Carraro was honored in 
the "Best of Specialized" category in 
the international Tractor of the Year 
competition. So you know quality and 
engineering are high priorities at 
Carraro as well as value pricing. 

Call us for our free video and 
more details. 

Redexim + 
Charterhouse 

TUrf Tidy 
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Breaking barriers to better turf. 
Redexim Charterhouse Inc. 
950 Sathers Drive 
Pittston Township, PA 18640 
1-800-597-5664 
Tel: 570-602-3058 
Fax: 570-602-3060 
www.redexim.com 

http://www.fleetboss.com
http://www.airhours.com
http://www.airput.com
http://www.redexim.com


Game over, grubs. M A C H 2* specia lty insect ic ide is the proven season- long force against grubs - not to 
mention cutworms, sod w e b w o r m s and armyworms. And now, it's avai lable with a standard 2-lb. per acre a.i. 
rate for all grub spec ies . That's more power for the same cost. With its wide application window, you can 
control grubs c lear through the s e c o n d instar - without the need for immediate irrigation. The competition 
can't make that claim. Fact is, nobody's better at putting insects two inches below six feet under, baby. 



MACH 2 PRESENTS 

E R H n C E 
from the Director of "More Decimation, Same Dollar" 

No more prayers for rain, baby. 
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MAY JUNE BEETLE AS HEßSEIF MUSC BY LEPIDDPTERA CO PRODUCERS SCGTT mm BEEÍEE AND DM -um BEEIE : 

Maximum power for 
season-long grub control. 

Dow AgroSciences 

MACH 2 
Specialty Insecticide 

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

http://www.dowagro.com/turf


I N S E C T C O N T R O L : I P M R E V I E W 

Really know your 
pest enemies 

K n o w l e d g e is the key to d ramat ica l l y 
i nc reas ing you r chances off cont ro l l ing 
t u r f / o r n a m e n t a l pests Get to know — really 

know — the pests that 
commonly damage the 
turfgrass and ornamental 
plants under your care. 
You will dramatically in-
crease your chances of 

controlling them. 
It will take some training, but your cus-

tomers, not to mention your company's bot-
tom line, will benefit from your knowledge. 

A limitless supply 
The number of organisms that inhabit 
nearly all turfgrass and ornamental plants is 
almost limidess. These include disease 
pathogens, insects, weeds, micro-fauna and 
micro-flora, earthworms and vertebrate an-
imals. Some cause no measurable damage 
and require no control. Some are beneficial 
because they help aerify the soil, decom-
pose thatch or control other pest species. 

Surprisingly, compared to the millions 
of insect species on earth, less than 100 
plant-feeding species cause measurable 
damage to turfgrass and ornamental plants. 
In many instances (and to the untrained 
eye), pest and non-pest insects, including 
beneficials, look the same. That's why you 
must be able to accurately distinguish be-
tween them. In other words, before you 

B Y D R . R. C H R I S W I L L I A M S O N 

can control a pest, you have to recognize 
what kind of pest it is and learn as much as 
you can about its biology. That knowledge 
must encompass behavior and habits, life 
cycle, plant-damaging life stages, and the 
life stage when it's most vulnerable to Inte-
grated Pest Management (IPM) control. 

Control with IPM 
The concept or idea of un-
derstanding a pest's biol-
ogy is fundamental to the 
concept of IPM, which is a 
synthesis of all possible 
control options available 
to you. IPM is a manage-
ment approach and, con-
trary to what some people 
think, it is not exclusively 
biological or "organic." 

IPM provides you with 
a variety of pest control 
options, strategies and 
techniques. As its tide 

suggests, it specifically targets the pest(s) 
causing the damage. Therefore, any infor-
mation related to the pest in question is 
critical to successfully managing the pest. 

Essentially, there are four steps for suc-
cessful pest management: 

continued on page 76 



Introducing Quicksilver." Fast control of broadleaf weeds 

Introducing the most advanced chemistry in herbicides— 
QuickSilver, for extremely fast control of post-emergent 
broadleaf weeds, including tough-to-control weeds such as 
clover and thistle. But even though QuickSilver is tough on 
broadleafs, it is soft on sensitive turf varieties, such as 
Bermuda and St. Augustine Grasses. Which makes 
QuickSilver the smart alternative to clopyralid. 

Just add a few drops to your tank mixture and youll see plant 
response within 24-48 hours. That's because QuickSilver 
blocks chlorophyll synthesis causing the release of peroxides 
that result in rapid plant cell degradation. And because of its 
excellent range of effectiveness across wide temperature 
ranges, it's suitable for many regions across the U.S. 

What's more, QuickSilver is applied in extremely low 
quantities—just 0.55 to 2.1 oz/acre. That's lower than 
other herbicides on the market. 

That means less herbicide released into the environment. 
Less herbicide to store. And less visits to customer sites. 

For more information, contact our Customer Satisfaction 
Center at 1-800-321-1FMC, or visit: www.fmc-apgspec.com 

The only things smarter than our products 
are the people that use them. 

&QuickSilver 
TiO HERBICIDE •FMC 

O 2003 FMC Corporation. The FMC logo is a registered trademark ot FMC Corporation. 
QuickSilver is a trademark of FMC Corporation. Always read and follow label directions. 

http://www.fmc-apgspec.com
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• Precise pest ID. Spiders, mites, nematodes 
and other animals inhabit turfgrass and or-
namentals. You must be able to tell non-
pests and beneficial species from the pests. 
Often, you've already developed good con-
trol strategies for a particular pest because 
of previous experience. If not, you'll have 
to rely on resources such as university fact 
sheets, bulletins, insect flash cards, Web 
sites or insect collections. Other valuable 
resources include county extension agents, 
colleagues, consultants and agricultural 
chemical technical managers. 
• Behavior and habits. After conclusively 
identifying the target pest, study its behavior 
and habits. You have to know where, when 
and how the target pest functions. In a sense, 
you have to be like a football coach who re-
views game films of the opponent 
before building his team's game plan. 

For example, consider the biology of 
black cutworm caterpillars. Since these 
caterpillars feed on the foliage of turfgrass 
plants at night, the most effective control 
strategy is to apply an insecticide that's 
been proven effective in black cutworm 
caterpillar control in the late afternoon or 
early evening, and to withhold irrigation for 
12 hours. This gives the caterpillars time to 
contact and consume the insecticide. If you 
apply the product in the morning, you may 
decrease its effectiveness due to factors 
such as photodegradation (breakdown by 
sunlight) as well as volatilization (natural 
dispersion into the atmosphere). All pest 
insects have different control strategies. 
• Life cycle. Knowledge of an insect's life 
cycle allows you to sample and monitor tar-
get pests. Monitoring is key to anticipating 
subsequent damage and implementing 
timely controls. Some insect species only 
have one generation per year, while others 
have multiple generations per year. As a re-
sult, control strategies for respective insect 
pests with only one generation per year are 

Late afternoon treatments 
offer best control for the 
black cutworm caterpillar. 

often different than those for insect pests 
that have several generations per year. 

Insects that have multiple generations 
per year typically require repeated control 
treatments. When the best IPM control 
strategy is the use of an insecticide, how-
ever, there's greater risk of promoting pest 
resistance, especially if similar insecticide 
chemistries (i.e. modes of action) are used. 
Technicians who understand the life cycles 
of insect pests are best prepared to develop 
control strategies that exploit the most sus-
ceptible or vulnerable life stages of the pests. 
• Damaging life stage. You must be able 
recognize signs that point to pest damage 
before it reaches a certain threshold. Again, 
frequent sampling and monitoring of plant 
material reveals early signs of insects and 
the damage they cause. This knowledge 
also allows you to solve the insect pest 
problem when it's easiest to solve — when 
the pest is at its most vulnerable stage. 

Insects are more vulnerable to control 
measures or strategies at certain life stages. 
Typically, it's easier to control younger and 
smaller insect pests. For example, Japanese 
beetle grubs are considerably more vulnera-
ble to certain insecticide treatments when 
they're young (newly hatched through first-
instar grubs) compared to older or more 
mature (late-second and third-instar grubs). 

This information enables you to time 
their treatments. Applying a curative insec-
ticide treatment of a grub control product 
in the spring when the grubs are nearly 
fully mature would likely not be a good 
idea. This grub control treatment would be 
more effective if it was done in August 

when Japanese beetle grubs are younger 
and more vulnerable. (Because dates vary 
due to geography and climate, check with 
your local extension service for best dates 
in your area.) 

Be smart for a sound plan 
Establishing an IPM program requires a 
sound understanding of growth habits and 
cultural requirements of your turf and orna-
mentals. You also need to understand any 
insect pests that threaten the turf and orna-
mentals you maintain. This includes knowl-
edge of their behavior, life cycle, damaging 
life stages and vulnerable life stages. 

Remember, there are three critical steps 
in successfully managing an insect pest. 
First, accurately identify the specific pest 
you're attempting to manage or control. 
Next, gain a comprehensive understanding 
of the organism's biology including but not 
limited to behavior and habits, life cycle, 
damaging life stage and vulnerable life 
stage. Finally, implement an IPM control 
strategy that provides the most effect con-
trol while taking into consideration the 
economic cost, potential environmental 
impact, and public perception, LM 

— The author is the Turfgrass and 
Ornamental Specialist of the Department of 

Entomobgy, University of Wisconsin-
Madison. He can be contacted at 
rcwillie@entomology.wisc.edu. 

mailto:rcwillie@entomology.wisc.edu


Vou wear 
m a n y h a t s 

So should your truck 

J I V 

m 
ft; 

Everything from profitability to personnel issues to picking up a shovel and doing 

I it yourself. Making it all happen doesn't have to rest on your shoulders alone. 
Introducing the new Switch-N-Go Detachable Truck Body System 
- 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. 
If you want your truck to do more for you, locate your nearest dealer or distributor 
by calling | 800-233-0867, ext. 220 
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Detachable Truck Body System 
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3547 Perry Highway 
Hadley, PA 16130 

Fax:724-253-3863 
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Beetle-
mania Adult Japanese 

beetles inflict character-
istic feeding damage 
called skeletonization 

The Japanese beetle is a 
destructive urban land-
scape pest in the eastern 
United States. This 
metallic colored beetle 
was accidentally intro-
duced to a nursery in 

Riverton, NJ in 1916. It's likely that the 
beetle larvae (white grubs) arrived in the 
soil ball of nursery stock. The beetle is cur-
rently present in all states east of the Mis-
sissippi River except Florida. 

Japanese beetles have one generation 
per year. The adults are present from June 
to August in Kentucky, when they'll ac-
tively feed and mate on susceptible plants, 
often defoliating them. 

The females leave the plants to seek out 
turfgrass and lay eggs, which will hatch 
into grubs. The grubs feed on roots and or-
ganic matter in the soil and continue to 
grow throughout the summer. In the fall, 
as soil temperatures cool, they move down 
in the soil below the frostline for winter. In 
the spring, they move back up into the 
root zone and begin feeding. During May, 
they pupate in the soil in preparation for 
adult emergence in June. (Check with 
your local extension service for a more pre-
cise timing of the Japanese beetle life cycle 
in your region.) 

Research a n d carefu l observat ion d ispel 

some l o n g - s t a n d i n g bel iefs r e g a r d i n g 

Japanese beetles a n d their contro l 

B Y D A V I D H E L D 

The damage Japanese beetles cause to 
trees, ornamentals and turfgrass is exten-
sive. More than a half billion dollars a year 
is spent trying to control them. Since its in-
troduction into the United States, the 
problem of managing this beetle has re-
sulted in an array of management recom-
mendations such as companion planting 
and host plant resistance. Let's take a care-
ful look at some of the folklore surround-
ing Japanese beetles and try to balance 
those anecdotes with recommendations 
based on field research. 

Trapping folklore 
The Japanese beetle is strongly attracted to 
blends of plant odors, particularly those 
that are floral and fruity. Based on this, 
commercial traps were developed and pro-
posed as a possible management tool for 
the adults and larvae. The use of traps in 
commercial and residential landscapes has 
been touted for reducing or eliminating de-

foliation by the adults and reducing the 
presence of grubs in the local turf. When 
evaluated in replicated experiments, how-
ever, the presence of traps didn't reduce 
the amount of damage to nearby plants. In 
fact, traps increased defoliation of nearby 
plants while having no effect on grub pop-
ulations in surrounding turf. 

Milky disease 
Milky disease is a bacterial infection of grubs 
that results after it ingests spores of paeni-
bacillus popilliae while it feeds. An infected 
grub has a distinctive milky-white appear-
ance relative to a healthy grub. In the field, 
this disease is often present when grub pop-
ulations are high. Milky disease is consid-
ered one of many natural buffers in the soil 
that suppress heavy populations of grubs. 

Commercial products containing the 
bacterial spores have been developed for 
use as a microbial insecticide for Japanese 
beetles. Users apply powders containing lit-



This infestation of grubs has completely consumed the roots of this turf. Turf damaged by white 
grubs like Japanese beetles is easy to diagnose. It will roll back like a loose carpet. 

erally millions of bacterial spores to in-
fested turf for grub control. These prod-
ucts, however, didn't fulfill the claim as a 
"natural" insecticide. Also, the application 
of commercial powders to turf didn't in-
crease the occurrence of the disease or re-
sult in reduced grub numbers. A contribut-
ing factor to the products' failure was their 
purity. Analysis showed significant conta-
mination of milky disease powders with 
other non-infective bacterial spores. 

Companion planting 
Companion planting is a horticultural syn-
ergism between a crop plant and one or 
more plant species that results in the pro-
tection of the crop plant from pests. These 
garden companions are commonly aro-
matic herbs or other fragrant plants grown 
to mask the smell of a favorite garden orna-
mental or vegetable plant. 

There are several recommendations re-
garding Japanese beetles and roses, one of 
their favorite foods, in organic gardening 
books and magazines. For example, inter-
planting members of the onion family, al-
lium sp., anise or fennel foeniculum vulgare, 
and rue, ruta graveolens, with roses are said 
to protect the plants from Japanese beedes 
attacks. Likewise, certain plants like four 
o'clocks, mirabilis jalapa, and zonal gera-

A milky disease infected grub on the left com-
pared with a healthy grub on the right. Milky 
disease is common among concentrated infesta-
tions in the field but has been shown to be inef-
fective as a commercial microbial insecticide. 

nium, pelargonium x hortorum, are consid-
ered effective trap crops because they may 
intercept beedes as they're flying to roses 
to feed. 

When tested in replicated small garden 
plots, however, there was no reduction in 
the number of beetles on roses inter-
planted with rue, garlic chives or zonal 
geranium. Roses interplanted with gerani-
ums generally had more beedes than roses 
planted alone. 

Plant selection 
Japanese beetle adults feed on over 300 
species of plants in 79 plant families, but 
there are plants that are truly resistant to 
feeding. This resistance occurs across species 
and among cultivars of the same species. In 
field trials with different cultivars, resistance 
is quite evident when one cultivar is com-
pletely defoliated and the other cultivar 
next to it is untouched by the beedes. 
While no apparent resistance to beetle feed-
ing has been shown among rose cultivars, 
there's considerable variation among the 
crabapples, lindens, elms and birch. 

Selection of a resistant species or culti-
var can be an important strategy for man-
aging beede feeding damage. Some of the 
information regarding resistant and suscep-
tible woody plants can be found at: 
http://www.uky.edu/Agriculture/PAT/rec 
s/crop/pdf/entf a409.pdf. 

Japanese beetle adults 
feed on over 300 

species of plants in 79 
plant families. 

The flowers of certain ornamental 
plants such as cannas, hibiscus, hollyhock, 
dahlias and roses are like candy to Japanese 
beedes. If these plants are in bloom, bee-
des will land on the flowers and begin 
feeding, almost ignoring the leaves. Among 
roses, cultivars with white or yellow flow-
ers are more attractive to Japanese beedes. 

continued on page 81 
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Tantalizing 
but toxic 
Along with the anecdotes about trap 
crops, some plants are believed to be 
toxic to the Japanese beetle. It was even 
suggested that extensive planting of 
these alleged toxic species would slow 
or eliminate the spread of the beetles 
across the eastern United States. Leaves 
of the castor bean, nanus communis, 
and leaves and flowers of the garden 
larkspur, delphinium sp., and bottle-
brush buckeye, aesculus pa rvi flora, are 
said to kill the beetle if consumed. The 
toxicity of castor bean leaves to the bee-
tles was disproved in a series of experi-

Beetles become paralyzed 
after feeding on the petals 

of zonal geraniums. 

ments published in scientific papers dur-
ing the 1930s and 1940s. Likewise, ex-
periments with larkspur and bottle-
brush buckeye failed to show any 
negative effects to Japanese beetles 
that feed on the flowers or leaves. 

The zonal geranium, pelargonium 
x hortorum, is one plant that has ful-
filled the claims of toxicity to the bee-
tle. Zonal geraniums are a preferred 
food plant for Japanese beetles, which 
proves to be a fatal attraction. In 
1920, a USDA entomologist noticed 
large numbers of dead beetles under 
zonal geraniums growing in the full 
sun. Beetles can eat just half a petal 
and become temporarily paralyzed. 
The paralysis occurs only when beetles 

feed on the flowers and not the 
leaves, although paralyzed beetles 
falling from the flowers are often seen 
on the foliage. 

Paralysis from feeding also occurs 
with other ornamental geraniums such 
as ivy geraniums, pelargonium pelta-
tum. Beetles that become paralyzed on 
the plants in the landscape lose about 
30% of their body weight in just a few 
hours. This likely explains why beetles 
die on plants growing in the full sun 
but may recover on plants growing in 
the shade. If beetles do recover, they 
typically shake off their buzz and feed 
again on the flowers that just intoxi-
cated them. 

— DH 
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Tailgate Assist System us Pa,em 6126 223 

Thanks to this revolutionary and patented design, your 
heavy tailgate can be raised and lowered with virtually no 
effort, keeping your back and your bank account healthy. 
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The BackSaver 
T a i l g a t e A s s i s t . . . 

• Helps reduce injuries, worker's comp. claims 
& property damages. 

> Takes 100% of the weight off most tailgates. 
(2-sided assist) 

> Will not allow most tailgates to fall down. 
12-sided assist) 

1 Is easy to install & will work on most utility 
trailers and tailgates. 

Dealer Inquiries are Welcome! 

877.388.8895 - www.thebacksaver.com 

http://www.thebacksaver.com


A littleleaf linden tree in mid-summer completely 
defoliated by adult Japanese beetles. Notice the 
typical top-down feeding pattern common to 
trees defoliated by Japanese beetles. 

continued from page 79 

Varieties with larger blooms are also 
more appealing to the beetle. In experi-
ments with red or yellow flowering rose 
bushes, Japanese beetles will land on the 
yellow flowering ones, sometimes ignoring 
even the most fragrant red varieties. 

Biorational insecticides 
Adult beetles are commonly managed with 
applications of short-residual insecticides, 
like carbaryl or synthetic pyrethroids. There 
has been increased interest in the use of 
other biorational insecticides, including vari-
ous formulations of neem-based feeding de-
terrents. In laboratory tests, these products 
effectively reduce the amount of feeding. In 
field tests when beetle infestations are 
heavy, even repeated applications aren't suf-
ficient to prevent damage. 

Regardless of the control product, once a 
plant becomes damaged it can serve as a 
beacon to other beetles, attracting them 
with odors produced by the damaged 

leaves. Therefore, preventing feeding dam-
age early and keeping plants undamaged as 
long as possible reduces the attraction of 
more beetles to those plants, LM 

— The author is with the University of Ken-
tucky Entomology Department, Lexington, 
KY. Contact him at dwheld@uky.edu. 

Circle 138 

A range of heavy-duty deck sizes - up to 72" - is just 
one of the many options you can choose from on your 
Yazoo/Kees mower. Featuring an engine with up to 
34 HP, zero turning radius, built-in comfort and much 
more, every Yazoo/Kees is built to last Need a mower 
to help your productivity take off? No problem! 
Yazoo/Kees. 

mailto:dwheld@uky.edu


Large 'scale' woes 
When a customer 

called Jeff Hazlett 
and complained 
that her family 
couldn't use the 
front door due to 
swarms of bees 

and flies, he had his suspicions about what 
was attracting the insects. He inspected the 
customer's landscape plantings and con-
firmed that scales had infested three 9-ft. 
tall star magnolias in her front yard. 

"Honeydew produced by the scale in-
sects was dripping on twigs and stems near 
the front door, and insects were feeding on 
it," says Hazlett, owner of Ever Green Tree 
& Lawn Care in Lancaster, PA. "Sooty 
mold had formed over the honeydew, and 
whole branches had turned black. It wasn't 
a pretty sight." 

Sure signs of scale 
The presence of honeydew is a telltale 
sign of scale infestation. Honeydew is a 
sugary, liquid waste product that covers 
surrounding areas. This sticky, sweet liq-
uid serves as a growth medium for sooty 
mold, a black fungus that eventually cov-
ers honeydew-laden areas. Another indi-
cation of scale is a greater-than-usual 
number of nuisance insects such as ants, 
bees, flies, hornets and yellow jackets, 
which are all attracted to honeydew. 

In severe cases of scale infestation, fo-
liage and fruit turn black from sooty mold 
and drop prematurely. In large enough 
numbers, scales remove enough sap from 
plants to starve limbs, branches and leaves. 

For his customer with scale-infested 
magnolia trees, Hazlett soil applied Merit 
Insecticide in early spring, and followed it 
with a treatment of dormant oil. Later in 
spring, he made a foliar application of 
Merit mixed with a contact insecticide, en-
suring that coverage was complete. The 
problem vanished by mid July. 

"The customer was really impressed that 
the combination controlled scale so quickly," 
Hazlett says. "I attribute the successful treat-
ment to the systemic properties of Merit 
combined with the dormant oil spray." 

Preaching IPM 
With three full-time employees, Hazlett 
provides landscape maintenance for pri-
marily residential customers in Lancaster 

County. Though he's been in business for 
15 years, he keeps his operation small, of-
fering customized services such as fertiliz-
ing, spraying and mulching. He regularly 
monitors plantings, explaining to his cus-
tomers the benefits of an integrated pest 
management (IPM) system. 

In spring 2002, after two relatively mild 
winters in eastern Pennsylvania, an out-
break of cottony camellia scale on yews 
and hollies erupted in Hazlett's area. "Cot-
tony camellia is a soft scale," he says. "If 
customers have a lot of evergreens and hol-
lies, I'll make a preventive treatment of 
Merit for scale." 

In addition to applying insecticides and 
dormant oils, Hazlett often prunes out 
damaged branches and foliage, and fertil-

D E B B I E C L A Y T O N 



izes beds or trees to restore vitality. Be-
cause pachysandra is easily affected by 
scale, he often applies dormant oil in spring 
to prevent infestations, LM 

— The author is a freelance writer and 
frequently writes about the Green Industry 

from her home in Horsham, PA. 

Two scales, two treatments 
Not all scale species ingest sap and pro-
duce honeydew. Two general types of 
scales commonly appear on U.S. orna-
mental trees and shrubs: soft scale and 
armored scale. Learn to identify the two 
since control strategies are different for 
armored (hard) and soft scale. 

Soft scale characteristics: 
• Bodies are exposed and immature 
stages are "soft"; mature adult females 
have a hardened shell to protect the 
young 
• Females are oval-shaped and usually 
conspicuous — about 1/10-in. long 
• One generation per year 
• Produce honeydew, attracting nui-
sance insects 
• Overwinter as immature females 
• Relatively prolific, producing more 
than 600 eggs at a time 

Soft scales damage plants and make 

them unsightly by sapping juices, mak-
ing sooty mold grow on honeydew. 
This substance is difficult to remove 
from parked cars, houses, porches and 
sidewalks. 

Armored scale characteristics: 
• Produce detached wax shell or 
"armor" over their bodies 
• Females are usually elongated or 
circular and about 1/10-in. long 
• Don't produce honeydew 
• Two or more generations per year 
• Overwinter as eggs, immatures 
or adults 
• Produce fewer than 50 eggs at a time 

Armored scales also damage plants 
by inserting long, straw-like mouthparts 
into plant tissue. Damage may appear 
as chlorotic areas of the leaves or yel-
lowing of entire leaves or needles, re-
sulting in leaf drop or dieback. 
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New Foot Assist Deck Ufi 

Offered with the following attachments: 

Distributors: 
Beta Power Products 508-393-1924 
Canns Bilco 800-811-0285 
UTECO 888-368-8326 
Kretchmar 580-395-2606 
Stiefvater Distributor 315-853-5581 
AES 800-843-3546 
Southeast Equipment 800-241 -4384 
Southern Lawn 877-204-6873 
Scott-Hourigan Co. 402-362-7711 

Distributor inquiries welcome for open areas. 
Rich Mfg., Inc. • P.O. Box 145 • Thorntown, Indiana 46071 

www.convertiblemower.com • 765-436-2744 

England States 
NJ-DE 

VA-WV-MD-NC 
TX-OK-
NY 
KS-MO- S.IL 
GA-SC-AL-FL 
TN 
IA-NE 
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Zero-turn tech 
performance 
There are four key areas of 
mower performance, ac-
cording to Harold Redman, 
vice president of product 
management for Simplicity 
(www.simplicitymfg.com. 
Port Washington, Wl): 

• cutting ability 
• ease of use 
• traction 
• reliability 

While some landscapes 
buy zero-turns on the basis 
of horsepower, it should 
not be the bottom line of a 
purchase decision. "Pur-
chase a product based on 
its ability to provide lasting 
performance, not just on 
its horsepower or price," 
Redman says. 

K U B O T A 

888/458-2682 
TORRANCE, CA 
www.kubota.com 
• New ZD-28F is largest in ZD 
Series 
• Powered by a liquid-cooled, 3-
cylinder E-TVCS diesel engine 

continued on page 86 

zipping 

The zero-turn in-
dustry is grow-
ing and evolving 
the same way 

minivans have 
changed since 

their introduction 
years ago by Chrysler. 

While many manufacturers 
changed both the look and role 
of minivans, look for zero-turns 
to change in the areas of main-
tenance and operator comfort. 

"While the base platform of 
zeros continues to evolve, most 
of the changes will boil down to 
serviceability and maintenance," 
says John Cloutier, Product Man-
ager for Exmark of Beatrice, NB 
(www.exmark.com). He notes 
that landscape professionals, like 
car owners, prefer to turn a key 
and go rather than deal with up-
keep. "Commercial mid-mounts 
are the same," he remarks. 

Serviceability is a given. After 
all, landscape pros make money 
running their mowers, not work-
ing on them in a shop. "People 
don't want so many service 
points. They want fewer places 

Room for improvement 
Blade maintenance and air fil-
tering are other areas ripe for 
improvement. Many blade 
manufacturers are looking at 
technology to extend blade life 
and to increase the time inter-
val between sharpenings, 
Cloutier says, but most of them 
have yet to show the invest-
ment-to-value return that 
many professionals desire. 

Air filters are another story. 
The industry is moving to a 
canister air filter fitted vertically 
above the engine. What used to 
be an option is now standard 
for many zero-turns. "They're 
more expensive," Cloutier says, 
"but they lengthen change in-
tervals and even provide a 
slight horsepower boost." 

Operator comfort is the 
other area where zero-turns are 
improving. With workers in the 
driver's seat 10 hours a day, 
many mower companies are 
looking for ways to add comfort 
with such items as seats or op-
erator controls. Landscape pros 
are also interested in conve-
nience items such as deck lifts. 

to grease," Cloutier says. As a re-
sult, manufacturers are design-
ing-out high maintenance com-
ponents. Examples include 
sealed bearings and spindle as-
semblies that don't require peri-
odic greasing. 

http://www.simplicitymfg.com
http://www.kubota.com
http://www.exmark.com


Presenting the new Snapper Z. 
Powerful, dependable, durable, with 
impressive features at every turn, the 
Snapper Z puts you in total control. 
This mid-mount commercial rider is equipped 
with a rugged, 7-gauge welded steel deck and solid 
steel deck stabilizer bars. You can power up with 
either the 19-HP or 21-HP Kawasaki V-Twin OHV 

engines and offer a great cut with 48" or 
52" mowers. You'll tackle any size mowing 
challenge quickly and comfortably. As easy 
as it handles each new job, you'll find the Z 

just as easy to maintain. So make your own mark 
on the landscape 
with the new 
Snapper Zero Turn. L E G E N D A R Y Q U A L I T Y 

w w w . s n a p p e r . c o m 

http://www.snapper.com


www.grasshoppermower.com 
• True ZeroTum power units 
offer horizontal crankshaft OHV 
engines 
• 14 to 28 hp, liquid- or air-
cooled 
• Gas, duel fuel LP/gas, or diesel 
• Mow at 10.5 mph 
• 52-, 61-or 72-in. decks 
Circle #275 

HOWARD PRICE TURF 
EQUIPMENT 
636/532-7000 
CHESTERFIELD, MO 
• New Blazer 360Z-80 features 
80-in. cut 
• Mows 6.46 acres at 8 mph 
• Flotation for dips, knolls with 
wing operation to 20 degrees 
• 25-hp Kawasaki engine or 24-
hp Honda 
Circle #276 

HUSQVARNA 
704/597-5000 
CHARLOTTE, NC 
www.husqvarna.com 
• Intermediate ZTH offers small, 
compact frame 
• Cut heights from 1.5 to 5 in., 
1/4-in. increments 
• 11.4-gal. fuel capacity (in two 
5.7-gal. tanks) 
• 18-, 21 - or 28-hp Kawasaki V-
Twin engines 
Circle #281 

WALKER MOWERS 
970/221-5614 
FORT COLLINS, CO 
• The MTEFI line now available 

continued from page 84 

• Cut 60- or 72-in.-wide with 
three blades 
Circle #272 

CUB CADET 
877/835-7841 
CLEVELAND, OH 
www.cubcommercial.com 

DIXON • 
INDUSTRIES 
800/264-6075 
COFFEYVILLE, KS 
www.dixon-ztr.com 
• ZTR-8000 series commercial 
ZTR mower 
• 25-hp Kohler Command or 
26.5-hp Daihatsu diesel engine 
• 60- or 72-in. cut widths 
• Attachments easily mount to 
mower with automotive-type 
receiver hitch 
Circle #278 

BOB-CAT 
414/637-6711 
RACINE, Wl 
www.ransomes.com 
• Bob-Cat ZT-200 Series 
features 20-hp Yanmar diesel 
• Also comes with 19-hp or 23-
hp Kawasaki V-Twin engine or 
25-hp Kohler Command 
• Lever-type steering 
• Independent power to each 
wheel 

• M60 Tank series mid-mount 
zero-tum 
• Choose 25-hp Kohler 
Command or 23-hp Kawasaki V-
Twin OHV engine 
• 60-in. Command Cut System 
deck 
• Marbane blades give 1.7-in. 
overlap (50% more than 
competition) 
• Dual 5-gal. fuel tanks 
Circle #273 

ENCORE 
800/228-4255 
BEATRICE, NB 
www.erKoreequipment.com 
• Prowler comes in 52-, 61 - and 
72-in. widths 
• New 25-hp Kawasaki air-
cooled engine or 27 to 31 hp in 
gas and diesel 
• 5.5-in. cutting height 
• Mows at 10 mph 
Circle #274 

THE GRASSHOPPER CO. 
316/345-8621 
MOUNDRIDGE, KS 

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

• 797 Z-Trak is newest zero 
mower from Deere 
• Handles 60- or 72-in. side-
discharge deck 
• 29-hp, liquid-cooled Kawasaki 
engine 
• Mowing speeds to 11 mph 
• Cut height from 1.5 to 5 in. in 
1/4 in. increments 
Circle #277 

• Mowing speeds to 8 mph 
Circle #279 

LESCO 
800/321-5325 
CLEVELAND, OH 
www.lesco.com 
• Viper is mid-mount zero 
radius tum 
• 48-in. deck standard; 54-, 60-
in. available 
• Cut height from 1.5 to 5.5 in. 
• Powered by a 19-hp Kawasaki 
twin-cylinder OHV 
Circle #280 

in a liquid-cooled package 
• MTLEFI29 combines fuel 
injection with liquid cooling 
• Kohler's 29-hp fuel-injected 
Aegis engine 
• Available in spring 2003 
Circle #282 

JACOBSEN 
866/522-6273 
CHARLOTTE, NC 
www.jacobsen.com 
• JZT-2000 Series 
• Choose 52- or 61 -in. deck 

continued on page 88 
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Install Confidence: Install Rain Bird® 1800™ Spray Heads % 
now with Top Color-coded™ nozzles. 
Rain Bird U-Series and MPR Spray Head nozzles are now color-coded on the top to enhance 
your productivity. 

• Quickly identify radius and air with Top Color-coded nozzles. 
• Top Color-coding makes it easy to verify proper nozzle installation, even when system 

is not operating. 
Now it's easier to sort, easier to organize, and easier to install with Top Color-coded nozzles, 
now distinctiy Rain Bird. Install Confidence. Install Rain Bird. Color-coded VAN nozzles coming soon. 

Rain^BIRD 



• Twin hydrostatic transmissions 
• High back seat with 
armrests 
Circle #289 

FERRIS INDUSTRIES 
800/933-6175 
MUNNSVILLE, NY 
www.ferrisindustries.com 
• IS 10OOZ model features two-
wheel front IS independent 
suspension 
• IS1000Z, 1000Z both have 
21 -hp Kawasaki engine for 48-
in. deck 

continued from page 86 

• Models with 19-, 23- or 25-
hp Kawasaki 
• JZT-2230-LC has 23-hp 
Kohler liquid cooled engine 
Circle #283 

EXMARK 
402/223-4010 
BEATRICE, NB 
www.exmark.com 

• LazerZ available with 27-hp 
liquid-cooled Kohler 
• 60- or 72-in. UltraCut deck 
options 
• Cuts six acres per hour 
Circle #284 

YAZOO/KEES 
877/368-8873 
BEATRICE, NB 
info@yazookees.com 

Grazer-lngersoll's front 
cut zero has up to 22 hp. 

• 52-, 62- and 72-in. side-
discharge decks 
• Decks float with tilt-back for 
easy sen/ice 
• Add a grass collector, snow 
blower, cab or ROPS 
Circle #286 

SCAG 
920/387-0100 
MAYVILLE, Wl 
www.scag.com 
• Tiger Cub is like the Turf Tiger, 
but in a compact package 
• 40- to 52-in. decks 
• Choose among five engines 
• 52-in. unit cuts 23 acres a day 
Circle #287 

HUSTLER 
800/395-4757 
HESSTON, KS 
www.excelhustler.com 

SNAPPER 
888/762-7737 
MCDONOUGH, GA 
www.snappper.com 
• New for 2003 are two Z-Force 
mid-mount zeros 
• 19-hp Kawasaki OHV V-twin 
with 48-in. deck 
• 21 -hp Kawasaki OHV V-twin 
with 52-in. mower 
• Two 6-gal. fuel tanks 
Circle # 

THE TORO 
COMPANY 
612/888-8801 
BLOOMINGTON, MN 
www.toro.com 

• 23-hp Kawasaki engine with 
52-in. deck 
• Also available in a 23-hp 10OZ 
with 61-in. deck 
Circle #290 

• Max 2 is large frame, mid-
mount zero 
• Seven engine options from 23 
to 27 hp 
• 52-, 61-, and 72-in. cutting 
widths 
• Quick-lift deck adjustment 
cuts from 1.5 to 6 in. 
Circle #285 

GRAZER-INGERSOLL 
920/582-5000 
WINNECONNE, Wl 
• Front-cut zero-tum mowers 
available in 18 to 22 hp 

• Z-rider features 60-in. deck 
• 23-hp Kawasaki engine 
• Low center of gravity: seat 
height is just 29 in. 
Circle #288 

• Mid-mount Z287L has liquid-
cooled 27-hp Kawasaki 
• 62- or 72-in. mowing deck 
• Z-Stand Lift raises deck 
without additional tools 
Circle # 

SWISHER 
800/222-8183 
WARRENSBURG, MO 
www.swisherinc.com 
• ZT17542 42-in. cut zero tum 
radius mower has three blades 
• 17.5-hp Intek Briggs & 
Stratton engine 

http://www.ferrisindustries.com
http://www.exmark.com
mailto:info@yazookees.com
http://www.scag.com
http://www.excelhustler.com
http://www.snappper.com
http://www.toro.com
http://www.swisherinc.com


What's Green, 
Big and Moves 
Every Year? 

It's the Green Industry Expo, where everybody comes to 
see what's new in the green industry. This year, GIE moves 
to St. Louis, Missouri, at the Cervantes Convention Center at 
America's Center from November 5 - 8 , 2003. 

• SEND ME INFORMATION ON ATTENDING THE TRADE SHOW & CONFERENCE. 
• SEND ME INFORMATION ON EXHIBITING MY PRODUCTS. 

NAME: 

COMPANY: 

ADDRESS: 

CITY/STATE7ZIR 

PHONE: FAX: 

EMAIL 

This Expo is like none other, featuring more than 60 educational 
conference topics, 350-plus exhibitors launching new products, 
hands-on action with demonstrations at our Product Field Day, 
and the networking opportunity of a lifetime attended by over 
6,000 industry professionals. 

FREE attendee registration for the GIE trade show is available at 
www.gieonline.com, where you can also find convention details. 
For more information, visit our Web site, call 888-303-3685 or 
email us at info@gieonline.com. 

If you'd like to receive the GIE/2003 brochure, please fill out 
the information below, clip and send it to GREEN INDUSTRY 

\ EXPO, 1000 Johnson Ferry Road, NE, Suite C-135, Marietta, 
GA 30068-2112, fax this to (770) 579-3835 or visit us at 
www.gieonline.com. 

GIE AND ITS EXHIBfTORS MAY USE YOUR CONTACT DATA TO FORWARD YOU SHOW UPDATES AND 

PROOUCT INFORMATION. CHECK HERE ^ IF YOU WISH TO HAVE YOUR INFORMATION WITHHELD. 

H Q M S 
Professional Grounds 
Management Society 

(800) 609-7467 
www.pgms.org 

GIE is sponsored and endorsed by: 

PLCAA 
socia ted Landscape 

»ntractors of America 
(800) 395-2522 
www.alca.org 

Professional Lawn Care 
Association of America 

(800) 458-3466 
www.plcaa.org 

http://www.gieonline.com
mailto:info@gieonline.com
http://www.gieonline.com
http://www.pgms.org
http://www.alca.org
http://www.plcaa.org


ask the expert 
BY BALAKRISHNA RAO 

Oak infestation 
A number of oak trees in the San 
Francisco Bay area are infested with an 
insect. The caterpillars feed and cause 
extensive damage. When they're small, 
they feed on one surface of the leaf. As 
the larvae become larger, they feed 
through the leaves and can remove the 
leaves. We see the adults around May 
and again around October. What are 
they, and how do we get rid of them? 

— CA 

From your description, the problem is 
most likely related to the California oak-
worm (or oak moth), phryganidia calif ar-
nica. It's considered to be one of the major 
insects affecting oaks in your state. 

These insects are cyclic, which means in 
some years they may be very active and in 
other years their population may not be 
high. Extensive outbreaks and feeding can 
cause defoliation, affecting the tree's shade 
and aesthetic benefits. 

In your area, you may get two genera-
tions of the insect. It may overwinter as an 
egg or young larvae. As the temperatures 
increase in spring, the larvae mature and 
start feeding as you described. First, they 
tend to feed on one side. Then, as the lar-
vae mature, they feed through the leaves. 

They pupate on leaves, branches or 
trunks of oaks and/or other trees or objects 
nearby. Adult moths emerge from May 
through July and fly at dusk time. Then, 
they repeat the cycle and produce second 
generations of adults, which emerge in Oc-
tober or November. These adults produce 
eggs on leaves, branches and trunks. Decid-
uous oaks may get less infestations than 
evergreen oaks in the spring because eggs 
produced on leaves in late summer or early 

fall will be shed along with the leaves, 
which can be raked or blown away. 

To manage the California oak moth, 
consider treating with insecticides such as 
bacillus thuringensis (Bt), Sevin, or Or-
thene. Bt is a biological control bacterial 
agent. This treatment works better on 
younger stages of the insect larvae. Also, 
it may help to rake and dispose of in-
fested leaves. 

Hit-and-run 
A customer of ours has a young Chinese 
red maple tree that was run over by a 
station wagon and stripped of bark from 
the base of the trunk to the top of the 
tree. What can be done to save this little 
five-foot tree? 

— CT 

Depending upon how much bark has 
been stripped and damaged, the tree may 
survive the winter and produce normal 
growth next spring. Injury resulting from 
mechanical damage often doesn't be-
come obvious until moisture and heat 
stress occurs in the summer and the tree 
shows scorching symptoms and starts 
to decline. 

In the meantime, consider removing all 
the loose bark by using the bark tracing 
technique — without harming the unin-
jured, intact areas. Go around the injured 
bark with a sharp knife, trying to take only 
the loose bark. Also, provide proper water-
ing, mulching and fertilizing as needed. Be-
cause of the injury, the tree is now stressed 
and susceptible to pest problems such as 
borer insects and canker diseases, so pro-
vide management as needed. 

Dursban alternatives 
We're in the process of reviewing our 
insect control program for landscape 
pest management. In the past, we've 
used Dursban for a number of pests on 
trees and shrubs. Now, because Dursban 
won't be available and/or we can't use it 
anymore, we need to find alternative 
products. What can we use in its place? 

— IL 

As far as Dursban use, it's my understand-
ing that you can still use it until your sup-
ply is depleted if you have the product 
and label in your inventory. To confirm 
this, check with your Dow AgroSciences 
representative or account manager. How-
ever, if your clients are aware of Dur -
ban's removal, they may object to using it 
on their property. 

As an alternative, consider using an in-
secticide such as Merit (imidacloprid), a 
systemic insecticide from Bayer. You can 
apply this in fall to get the benefit of sys-
temic action and managing pests the fol-
lowing spring. It should be good for bee-
des, borers, leafminers and sawflies, 
Japanese beedes, etc. 

Another group of new chemicals is 
called pyrethroids (Astro, Talstar, Delta-
gard, Scimitar and Tempo). Read and fol-
low label guidelines for specific rates and 
specific insect control. Also become famil-
iar with their safety issues. Some of them 
may have concerns regarding throat, skin 
or eye irritation. These 
pyrethroid products 
are slowly replacing 
the traditional in-
secticides of the 
past for landscape 
pest management. 

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

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

mailto:rhall@advanstar.com




products 
™ TECH CENTER 

The right fit 
Rain Bird's Landscape Drip Division has unveiled 
a new line of Easy Fit compression fittings engi-
neered to reduce the amount of pressure re-
quired to insert tubing. Designed to accept a 
broad range of 1/2-in. tubing diameters, the fit-
tings are available in coupling, tee and elbow 
configurations, and the "perfect fit" design is 
compatible with ,63-in. to .71-in. (16 mm to 18 
mm) OD tubing. 
For more information contact Rain Bird at 
520/741-6100 or vww.rainbird.com I circle 
no. 250 

What's at stake? 
Berkshire Products' Earthwings is a tree staking 
system available in three sizes: 3C for trees up 
to 3-in. caliper, 5C for trees up to 5-in. caliper, 
and 10C for trees up to 10-in. caliper. The tree 
anchors are made of steel with a pre-attached 
galvanized cable. Install in three steps: drive an-
chor, pull to lock in place, attach to tree. 
For more information contact Berkshire Prod-
ucts at 413/229-7919 or visit www.berk-
shirearthwings.com I circle no. 251 

Map it out 

Garmin GPS Map 176 and GPS Map 176C 
Portable Chartplotter are 12-parallel channel. 
WAAS-enabled GPS receivers feature an extra-
large display that makes keeping your eye on the 
map easy. Whether you choose the 12-level gray 
high-contrast FSTN on the GPSMAP 176, or the 
16-color TFT on the 176C, you'll get a display 
that measures 3.80 in. diagonally and delivers a 
crisp picture (to a pixel count of 320x240). 
For more information, contact Forestry Suppli-
ers at 800/360-7788 or ww.forestry-
suppliers.com I circle no. 252 

Pond-cleaning power 
Aqua Products' new commercial Pond Power Vac cleans 

ponds without removing or changing the water. There's 
no need to catch or remove Koi or water plants. A 

built-in powerful pump (80 gal. per minute) and 
filter bag (2 micron) pick up all pond debris. 
Clean, filtered water returns immediately to the 
pond without altering its biological balance. 

For more information contact Aqua Products at 
800/221-1750 or www.aquaproducts.com/ 

domestic/general/home 1 .htm I circle no. 253 

Shindaiwa heads 
Three popular Shindaiwa trimmer heads have 
now become much more user-friendly. Instead 
of ordering eight different part numbers — one 
for each arbor bolt size — customers now just 
need to order three part numbers for fit-up on 
all Shindaiwa straight shaft models. The High-
Profile, Semi-Matic, and Pro-Matic trimmer 
heads now come with all available arbor bolt 
sizes already included in the new clam shell 
packaging. 
For more information contact Shindaiwa at 
800/521-7733 or www.shindaiwa.com I 
circle no. 254 

Mow like lightning 
The newest Dixie Chopper riding mower 
(Model XT3000) is able to cut an average of 
eight acres of grass in an hour and packs maxi-
mum performance in one package with a pow-
erful Generac 30-hp OHV engine. Choose ei-
ther a 60- or 72-in. deck width. Fuel capacity is 
10 gal. It also has a beverage cooler large 
enough to hold six cans of soda. 
For more information contact Grasshopper at 
765/246-7737 or .wvw.dixiechopper.com I 
circle no. 255 

Green it up 
Woodstream Corp.'s Ringer All-Natural Restore 
Fertilizer is organically produced and feeds mi-
croorganisms in the lawn's soil, which in turn 
feeds the grass, reducing thatch. Its tempera-
ture-sensitive process feeds grass only when 
feed is needed. There's no burning, no runoff 

pollution and no toxicity to children and pets. 
Each natural feed granule contains a fully bal-
anced, sustained release 10-2-6 formula that 
delivers 10% nitrogen (N) to turf, 2% phos-
phorus (P) to roots and 6% potassium (K) to 
add heat, cold and drought resistance. 
For more information contact Woodstream at 
402/223-6300 or www.victorpestcom I 
circle no. 256 

Fill it up 
Treegator says that its 
drip irrigation bags are 
the fastest, easiest, 
most efficient means 
of watering any tree. 
The 20-gal. Treegator 
Original (green bag) is 
designed to irrigate 
one to four-inch 

No skids 
Penda Corp. says its Skid Resistor truck bed-
liner delivers two times the skid resistance of 
the next-best performing drop-in bedliner. 

caliper trees with 
branches at least 25 
in. from the ground or 
higher over a 6- to 10-
hour time period. Just zip the bag around the 
trunk of the tree, fill it up and walk away. Also 
available is the 14-gal. Treegator Junior. 
For more information contact Treegator at 
866/873-3428 or www.treegator.com I circle 
no. 257 

http://www.aquaproducts.com/
http://www.shindaiwa.com
http://www.victorpestcom
http://www.treegator.com


The company also claims the non-abrasive 
skid-resistant texture of its bedliner won't 
wear away.The product comes in both over-
and under-rail models. 
For more information contact Penda at 608/742-
5301 or www.pendacorp.com I circle no. 258 

Punch in 
Exaktime Inc. says its Jobclock is the perfect so-
lution to track the arrival and departure times 
of your workers without the need of an on-site 
supervisor. Attach the battery-powered, 

weatherproof Jobclock at the jobsite, and em-
ployees clock in and out with digital timecards. 
The supervisor can download the time records 
with a Palm Pilot at any time. Back at the office, 
the supervisor "HotSyncs" all attendance 
records from the Palm to a PC. 
For more information contact Exaktime at 
888/788-8463 or www.exaktime.com I circle 
no. 259 

Power up 
Exmark has powered up its Lazer Z EPS mower 
line with the addition of an available fuel-in-
jected 28-hp Kohler Command Pro engine. 
When paired with Exmark's 72-in. Ultra Cut 
deck, the mower can cut up to six acres an 
hour. The new Kohler engine uses electronic 
fuel injection (EFI) to maximize engine efficiency 
while providing increased output. 
For more information contact Exmark at 
402/223-6300 or wvw.exmark.com I circle 
no. 260 

All in one 
Stihl introduces the STIHL KombiSystem, a com-
plete family of multi-task landscaping tools using 

a split-shaft design and numerous at-
tachments. Designed for multiple 
user levels, the KM 55R, KM 85R 
and KM 110R combine the func-
tionality of an edger, trimmer, 
sweeper, mini cultivator and 
pruner into one complete 
grounds care system. The KM 85R is powered by 
a STIHL Professional Series engine, and the KM 
110R is equipped with the patented, emissions-
compliant STIHL 4-MIX engine. 
For more information contact Stihl at 800/467-
8445 or www.stihlusa.com I circle no. 261 

Watch 'em grow 
Becker Underwood's new product Rhizanova 
increases water absorption, nutrient availability 
and survival rates of trees, shrubs and orna-
mental flowers by putting the fungal inoculum 
at the roots where the opportunity for contact 
with feeder roots is highest. The Rhizanova 
family consists of five products known as myc-
orrhizal fungi inoculants. The chemical activities 
of these fungal extensions on minerals help 
make inorganic nutrients available to plants. 
For more information contact Becker Under-
wood at 800/232-5907 or www.beckerunder-
wood.com I circle no. 262 

What a tool 
The Mantis tiller/cultivator is powerful and 
rugged enough for daily use, and small enough 

to handle tight spaces in flower beds and gar-
dens. The commercial two-cycle engine is rated 
for hundreds of hours of trouble-free use. It 
only weighs 20 lbs., and the tines spin at 240 
rpm and are guaranteed against breakage for 
life. Optional attachments include border edger, 
furrower, crevice cleaner, lawn aerator and 
lawn dethatcher. 
For more information contact Little Wonder at 
877/596-6337 or www.littlewonder.com I 
circle no. 263 

Cover-up 
Reemay's Typar Premium Landscape Fabric is 

a durable, nonwoven fabric that helps prevent 
weed growth for years when covered with 
mulch. A continuous filament, tough 
polypropylene fabric, it's porous to allow air, 

water and nutrients through so the soil can be 
healthy and desired plant roots can have access 
to the ingredients necessary for their growth. 
The fabric resists tearing, punctures and rotting, 
and its performance is guaranteed when it's in-
stalled and covered properly. 
For more information contact Reemay at 
800/321-6271 or www.reemay.com I circle 
no. 264 

Just a trim 
Honda Power Equipment says its HHT25S 
four-stroke trimmer is the quietest of its kind 
with a weight reduction of 2.58 lbs. and a 
noise reduction of 2.1 decibels over the 
UMK422 model it replaces. The new 360°-
indinable unit features Honda's new GX25 
mini four-stroke engine. The company main-
tains that its lightened flywheel works with a 
new accelerator pump-equipped carburetor 
to achieve rapid acceleration on par with that 
of a two-stroke trimmer. 
For more information contact Honda at 
800/426-7701 or visit 
www.hondanews.com I circle no. 265 

http://www.pendacorp.com
http://www.exaktime.com
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products 

Aerate great 
The new Ryan Lawnaire IV Plus and V Plus self-
propelled, high-speed, core-type aerators offer 
updated styling, refined ergonomics, easier ser-
vicing and increased reliability. Improvements 
include a folding handle for lower transport 
height and lift grabs on the IV Plus. Both mod-
els feature a handle-mount throttle and com-
fortable rubber grips. With a 19-in. aeration 
width, the Ryan Lawnaire IV covers 28,975 sq. 
ft. per hour. For bigger jobs and added stability, 
the Lawnaire V Plus features a 26.5-in. path, al-
lowing it to aerate more than 40,400 sq. ft. per 
hour. Both models offer a choice of engines: a 
4-hp Honda or a 3.5-hp Briggs & Stratton. 
For more information contact Textron at 
866/522-6273 or www.textron.com I circle 
no. 266 

Tough bird 
Koyker Manufacturing's new entry into the 
light utility vehicle category is the Raptor 4000 
M-Series. Powered by a 16-hp twin-cylinder 
Briggs & Stratton engine, this four-wheel drive 
model features rack & pinion steering and 
MacPherson-type strut front suspension. Tubu-
lar frame construction and a full-steel belly pan 
allow this unit to travel over some tough ter-
rain. Its 12-gauge steel bed and sides can carry 
1,000 lbs. 
For more information contact Koyker at 
605/647-2811 or www.koykermfg.com I 
circle no. 267 

Aerate 'n' ride 
Measure your aeration in acres per hour, not 
square feet with the new GatorRator from 
Ground Breakers Inc. The owner of the com-

pany, Bryant LaFlair, says the GatorRator fits 
most major ZTR riders because of its fully 
welded, patent-pending front-mount and 
quick hitching systems. The coring width of the 
unit is 31.5 in. with a 3.75-in. coring depth. At 
10 mph, the unit can aerate up to 3.1 acres of 
turfgrass, says LaFlair. The unit weighs 113 lbs. 
For more information contact GatorRator at 
866/433-9300 or www.gator-rator.com I 
circle no. 269 

New and improved 
BASF Professional Turf's new formulation of its 
Pendulum herbicide, called Pendulum Aqua-
Cap, features a patented micro encapsulation 
technology that delivers the performance and 
value of pendimethalin while offering en-
hanced application techniques and advanced 
performance. It has a higher concentration of 
active ingredient, which reduces packaging 
needs. It also presents no odor, has less poten-
tial for staining and has improved storage sta-
bility under hot and cold conditions. 
For more information contact BASF at 800/545-
9525 or www.turffacts.com I circle no. 270 

Seed with speed • 
Sisis's Auto-Seeder is a maneuverable, self-pro-
pelled seeder that's well-suited for commercial 
properties, home lawns and sports fields. This 

Don't get stumped 
BlueBird stump grinders offer the power 
and maximum cutting performance 
needed for the quick and safe removal of 
stumps. The SG1114 has an 11 -hp Honda 
engine and the SG1314 has a 13-hp 
Honda engine. Both have cyclone air fil-
ters, Noram automatic centrifugal clutches 
and Hayes brake calipers to ensure out-
standing stump grinding results for many 
years. The adjustable handle with four 
height adjustment positions enables the 
user to maintain a comfortable and safe 
stance throughout the grinding process. 
For more information contact BlueBird at 
800/808-2473 or www.bluebirdintl.com I 
circle no. 268 

unit, which fits on the back of a trailer, features 
contra-rotating tines that cut grooves two 
inches apart (depth is adjustable). Grass seed is 
accurately metered and placed into the grooves 
simultaneously. Pick the seed rate you desire. 
Overall width 31 in. (operating width 18 in.), 
weight 298 lbs., operating speed 2 mph, seed 
hopper capacity .407 cu. ft. 
For more information contact Sisis at 864/843-
5972 or www.sisis.com I circle no. 271 
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events 
W H A T , W H E N & W H E R E 

April 
24 Managing Low-Budget 
Sports Fields I Davis, CA; 
800/752-0881; www.exten-
sion.ucdavis.edu/agriculture 

26-28 TOCA Annual 
Meeting I Charleston, SC; 
952/758-6340; www.toca.org 

27-30 North American 
Snow Conference I Quebec, 
Canada; 816/472-6100 

May 
2-6 Western Chapter Int'l. 
Society of Arboriculture 
Conference & Trade Show I 
Las Vegas, NV; 530/892-1118; 
www.wcisa.net 

3-6 ASIC Annual Conference I 
Asheville, NC; Sponsored by the 
American Society of Irrigation 
Consultants; 312/372-7090; 
www.asic.org 

4-9 Hawaii MIDPAC 
Horticultural Expo / Hilo, HI; 
Sponsored by the Hawaii Export 
Nursery Association; 808/935-
9361 

15-17 LICH Annual 
Convention and Trade Show I 
Honolulu, HI; Sponsored by the 
Landscape Industry Council of 
Hawaii; 808/956-2150 

21 NC Turf & Landscape 
Field Day I Raleigh, NC; 
888/695-1333; 
www.ncturfgrass.org 

June 
12-14 Snow & Ice 
Symposium I Buffalo, NY; 
814/835-3577; www.sima.org 

12-14 The Super Floral 
Show I Salt Lake City, UT; 
617/728-0300; www.super-
floralshow.com 

17 Cornell University Field 
Day I Ithaca, NY; Sponsored by 
the New York State Turfgrass 
Association; 800/873-8873; 
www.nysta.org 

July 
14-15 PLCAA's Legislative 
Day on the Hill & Arlington 
Renewal Project I Washington, 
DC; 800/458-3466; 
www.plcaa.org 

14-15 Summer Express 
Short Course I Collegedale, TN; 
423/855-6113 

16 Michigan Turfgrass Field 
Day /Lansing, Ml; 517/321-1660; 
www.michiganturfgrass.org 

16-20 AN LA Convention & 
Executive Learning Retreat I 
Boston, MA; 202/789-2900 

23-25 TPI Summer 
Convention & Field Days I 
Dayton, OH; 800/405-8873 

26-30 Soil and Water 
Conservation Society 
Annual Conference I Spokane, 
WA; 515/289-2331 
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Growing Trends 
is designed for you: 

Stay on top of national and world events with news 
and updates brought to you by leading industry 
experts and writers. 

Take advantage of special BASF product offers to 
enhance your landscape business. 

« Check out upcoming events where you can meet and 
network with other industry professionals. 

« Get the information you're looking for quickly 
and easily in our completely searchable 
editorial archives. 

Sign up for your own Growing Trends 
e-newsletter today! It's fast and easy. 

Just log onto vmw.GrowingTrendsLawncare.com. 
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ValleyCrest Companies 19, 36, 106 
Weed Man 12 
Wilson-Oyler Group 106 
WinnScapes, Inc. 20 

This index is provided as an addi-
tional service. The publisher does 
not assume any liability for errors or 
omissions. 

Pat Roberts 
Western Manager 
7500 Old Oak Blvd. 
Cleveland, OH 44130 

P: 440/891-2609 
F: 440/891-2675 
proberts@advanstar.com 

Michael Harris 
Account Executive 
7500 Old Oak Blvd. 
Cleveland, OH 44130 

P: 440/891-3118 
F: 440/891-2735 
mharris@advanstar.com 

Laura Cieker 
Classified, Account Executive 
7500 Old Oak Blvd. 
Cleveland, OH 44130 

P: 800/225-4569 x2670 
F: 440/826-2865 
lcieker@advanstar.com 
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• Put down that mower 
and take a chance — partic-
ipate in our on-line poll 
• Features from the April 
issue of LM 

• Sign up for our weekly 
newsletter, LM Week in 
Review 
• Green Industry news 
• Follow LM staffers as they 
visit various companies "On 
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• Check out the latest 
listing of upcoming Green 
Industry events 
• Have a question about 
grounds management or 
other topics? Click on "Ref-
erence Shelf" for an answer 

• Place a classified ad 
• Have an opinion on 
something? Speak out and 
maybe you'll be featured in 
"Let's Hear It" 

Landscape Management 
Sales Staff 

wwwJandscapemanagemen^t 
WHAT'S NEW ON-LINE f 
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limivi1 IHM informili imi mi producís and services advertised in this issue. 

M A N A G E M E N T 

Aprii 2003 i 
This card is void after June 15, 2003 

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

NAME (please print). 

TITLE 

FIRM 

ADDRESS* 

CITY _STATE . _ZIP 
#ls this your home address? 

PHONE ( ) 
O Yes O No SUBSCRIBER NUMBER FROM LABEL _ 

FAX ( ) 
E-MAIL ADDRESS 

Signature: 
Advanstar Communications provides certain customer contact data (such as customers names, addresses, phone numbers and e-mail addresses) to third parties who wish to promote 
relevant products, services and other opportunities whch may be of interest to you H you do not want Advanstar Communications to make your contact information available to third parties 
tor marketing purposes, simply call 888-527-7006 between the hour» of 7:30 a.m. and 5:00 p.m. and follow the instructions to remove your name from Advanstafs lists, or indicate so below 

_Date: 

1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O 255 Landscape Contractors (Installation & Maintenance) 
03 O 260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
04 O 285 Irrigation Contractors & Consultants 

O Other Contractors/Service Companies (please specify) 
LANDSCAPING/GROUNDS CARE FACILITIES 
05 O 290 Sports Complexes 
06 0 2 9 5 Parks 
07 O 305 Schools. Colleges & Universities 

O Other Grounds Care Facilities (specify) 
SUPPLIERS AND CONSULTANTS 
08 O 355 Extension Agents/Consultants for Horticulture 
09 O 360 Sod Growers. Turf Seed Growers & Nurseries 
10 O 365 Dealers, Distributors. Formuiators & Brokers 
11 O 370 Manufacturers 

O Other (please specify) 

3. Which of the following services does your company provide? (fill in ALL that apply) 
17 O A Mowing 23 O G Turf Disease Control 28 O L Pond/Lake Care 
18 O B Turf Insect Control 24 O H Ornamental Care 29 : M Landscape Installation 
19 O C Tree Care 25 O I Landscape Design 30 O N Snow Removal 
20 O D Turf Aeration 26 O J Turf Weed Control 31 O 0 Other (please specify) 
21 O E Irrigation Services 27 O K Paving. Deck & Patio 
22 O F Turf Fertilization Installation 
4a. Do you specify, purchase or influence the selection of landscape products? 

58 O Yes 59 O No . 
4b. If yes, indicate which products you buy or specify: (fill in ALL that apply) 

2. Which of the following best describes your title? (fil l in ONE only) 
12 0 1 0 Executive/Administrator - President. Owner, Partner. Director. General Manager, Chairman of the 

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

Foreman. Supervisor 
14 O 30 Government Official - Government Commissioner, Agent, Other Government Official 
15 O 40 Specialist - Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist, 

Certified Specialist 
16 O 50 Other Titled and Non-Titled Personnel (please specify) 

32 O A Aerators 
3 3 O B Blowers 
34 O C Chain Saws 
35 O D Chipper-Shredders 
36 O E De-icers 
37 O F Fertilizers 
38 O 6 Fungicides 

5. Do you have Internet access? 52 O Yes 
5a. If so, how often do you use It? 

39 O H Herbicides 
40 O I Insecticides 
41 O J Line Trimmers 
42 O K Mowers 
43 O L Snow Removal Equipment 
44 O M Sprayers 
45 O N Spreaders 

53 O No 

46 O 0 Sweepers 
47 O P Tractors 
48 O Q Truck Trailers/Attachments 
49 O R Trucks 
50 O S Turfseed 
51 O T Utility Vehicles 

Save TIME and fax it: 
41 6 - 6 2 0 - 9 7 9 0 AN AcaanstarIAt publication 

°2003 Advanstar Communications Ine Alt rights reservad 

54 O A Daily 55 O B Weekly 5 6 O C Monthly 57 O D Occasionally L M I N E 
101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 

BUSINESS REPLY MAIL 
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NO POSTAGE 
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UNITED STATES 

POSTAGE WILL BE PAID BY ADDRESSEE 
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Landscape 
M A N A G E M E N T ! 

ADVANSTAR COMMUNICATIONS INC 
PO BOX 5152 
BUFFALO NY 14205-9836 

M A N A G E M E N T 

April 2003 A 
This card is void after June 15, 2003 

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

NAME (please print) _ 

TITLE 

FIRM 

ADDRESS* 

CITY _STATE .ZIP 
•Is this your home address? 

PHONE ( ) 
O Yes O No SUBSCRIBER NUMBER FROM LABEL _ 

FAX ( ) 

E-MAIL ADDRESS 

Signature: 
Advanstar Communications provides certain customer contact data (such as customers' names, addresses, phone numbers and e-mail addresses) to third parties who wish to promote 
relevant products, services and other opportunities »which may be ot interest to you H you do not want Advanstar Communications to make your contact information available to third parties 
•or marketing purposes, simply call 888-527-7008 between the hours of 7:30 a.m and 5:00 p.m and follow the instructions to remove your name from Advanstar's lists, or irx*cate so below 

_Date: 

1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O 255 Landscape Contractors (Installation & Maintenance) 
03 O 260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 
04 O 285 Irrigation Contractors & Consultants 

O Other Contractors/Service Companies (please specify) 
LANDSCAPING/GROUNDS CARE FACILITIES 
05 O 290 Sports Complexes 
06 O 295 Parks 
07 O 305 Schools. Colleges & Universities 

O Other Grounds Care Facilities (specify) 
SUPPLIERS AND CONSULTANTS 
08 O 355 Extension Agents/Consultants for Horticulture 
09 O 360 Sod Growers. Turf Seed Growers & Nurseries 
10 O 365 Dealers, Distributors, Formulators & Brokers 
11 O 370 Manufacturers 

O Other (please specify) 
2. Which ol the following best describes your title? (fill in ONE only) 
12 0 1 0 Executive/Administrator - President, Owner. Partner. Director, General Manager, Chairman of the 

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

Foreman. Supervisor 
14 O 30 Government Official - Government Commissioner, Agent. Other Government Official 
15 O 40 Specialist - Forester, Consultant, Agronomist. Pilot, Instructor. Researcher. Horticulturist. 

Certified Specialist 
16 O 50 Other Titled and Non-Titled Personnel (please specify) 

Save TIME and fax it: 
4 1 6 - 6 2 0 - 9 7 9 0 

©2003 Advanstar Communications WC All rights reserved 

3. Which of the following services does your company provide? (fill in ALL that apply) 
17 O A Mowing 23 O G Turf Disease Control 28 O L Pond/Lake Care 
18 O B Turf Insect Control 24 o H Ornamental Care 29 O M Landscape Installation 
19 O C Tree Care 25 O I Landscape Design 30 O N Snow Removal 
20 O D Turf Aeration 26 O J Turf Weed Control 31 O 0 Other (please specify) 
21 O E Irrioation Services 27 O K Paving. Deck & Patio 

" Turf Fertilization Installation 22 O F ' 
4a. Do you specify, purchase or influence the selection of landscape products? 

58 O Yes 59 O No 
4b. If yes, indicate which products you buy or specify: (fill in ALL that apply) 
32 O A Aerators 
33OB Blowers 
34 O C Chain Saws 
35OD Chipper-Shredders 
36 O E De-icers 
37 O F Fertilizers 
38 O G Fungicides 

5. Do you have Internet access? 52 O Yes 
5a. If so, how often do you use it? 
54 Q A Daily 55 Q B Weekly 56 Q C Monthly 

39 O H Herbicides 
40 O I Insecticides 
41 O J Line Trimmers 
42 O K Mowers 
43 O I- Snow Removal Equipment 
44 O M Sprayers 
45 O N Spreaders 

53 O No 

46 O 0 Sweepers 
47 O P Tractors 
48 O Q Truck Trailers/Attachments 
49 O R Trucks 
50 O S Turfseed 
51 O T Utility Vehicles 

57 Q D Occasionally LMINET 
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This Is The Year! 
SELL ITI 
Win more bids with photorealistic presentations 
for your customers Up-sell with impressive night 
lighting views and hardscapes. 

PLAN IT! 
Eliminate hours at 
the drawing board 
with the easiest and 
most comprehensive 
CAD tools in the 
industry! 

BID IT! 
Automatically generate estimates 
and reports directly from your plans 

The Standard Design Software 
For Landscape Professionals PRO 

Landscape 
What Are You Waiting For? 
(800) 231-8574 
www.prolandscape.com 

V', r 1 
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SO 
H 
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Seedincj with Soil. 
Sensational Results. 

800-285-7227 
www. expressblower. com ? »press S/nuuer 

Circle No. 140 

Now you have access to the p j ^ g g j j 
industry's best research -

I TurfGrass Trends' 
award-winning content is organized 
by category in a completely 
searchable article database 

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

BROUGHT TO YOU BY: 

Baver BAtER! Andersons ^ ^ ^ ^ B V ^ B / G O L F P R O D U C T S 

JACOBSEN fiTTTim 
Precision cut. legendary performance. 

Golfdom 
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TURFGRASS TRENDS ' Golfdom 
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www.TurfGrassTrends.com 

http://www.prolandscape.com
http://www.TurfGrassTrends.com
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Frustrated? 
This Video Will Solve Your 

Training Problems! 

Introducing the 
first of its kind 
Training Video 
for Spanish or English Speaking Employees 
on how to correctly and safely operate 
commercial lawn care equipment. 

Our 30 minute video will prepare new 
recruits for their first day on the job. 

To Order Visit: www.TrainWithVideos.com 
or Call 1-800-559-0119 

All Online Order Receive Free Gift of 
MO Most Used Landscaping Terms in Spanish" 

Commercial Grade Vacuum System from Protero Inc. 
ifev . ~ ' a u 

"**NEW PRO VAC 230/232*** 
The Pro Vac 230/232 will fit both walk-

behind and zero-turn mowers. Will 
provide affordable option to commercial 

vacuum systems. Features: two 30-gallon 
plastic containers or optional cloth bags. 

Toll Free 1-866-476-8376 

Pro Vac Model 15 and 12 features: 
-Belt-driven, heavy duty steel blower housing 

and fan. Aluminum catcher. Model 12 has 
optional 2-30 gallon removable containers for 
easy dumping. Both units dump from the seat. 

Dump and Go! Easy and quick attach/detach for 
blower and catcher (no tools!). 

Fits most commercial zero-turn mowers with 
custom mounting brackets. 

www.proteroinc.com 

Circle No. 155 

Circle No. 142 

SAVE 
NOW! 

V ( V ( V 

'Biggest Selection 'Highest Quality lowest Prices 
SAVE 
NOW! 

SUPER TURBO SUPER SEG SUPER T-SEG W I D E SLOT 

. t. % m 
i V, ^ 

•éák 
i • ) 1 

• • 

4" $9.00 4" $9.00 4" $19.00 
4.5" $10.00 4.5 $10.00 4.5" $25.00 
5" $12.00 5" $12.00 5 $29.00 
T $15.00 r $15.00 r $35.00 
8" $40.00 8" $40.00 8" $45.00 
10 $45.00 10 $45.00 10 $55.00 
12" $69.00 i r $69.00 12" $89.00 
14" $79.00 14 $79.00 14 $99.00 

VISA 

SILENT 
GRANITE 

12" $18900 
14" $199.00 

SEG 
SWIRL CUP 

Guaranteed to be the BEST BLADES for all your cutting needs 
Family Owned and Operated 

QUAIITYDIAMOND TOOLS! 

h m i J ^ & m m OPEN 7 DAYS A WEEK -NAME SAYS IT ALL" 
www.qualitydiamondtools.com • 

http://www.TrainWithVideos.com
http://www.proteroinc.com
http://www.qualitydiamondtools.com


Call for a dealer near you: 

8 6 6 - 8 4 8 - 1 8 1 5 » 

1-888 -321 -9333 • w w w . w e e d - m a n . c o m 

Increase Productivity 
Heavy-duty Attachments 
For Commercial Mowers 

Hooker Aerator Electric Broadcast Spreader 

Call for dealer 800.966.8442 www.jrcoinc.com 

Circle No. 144 

S I S I S 
M A X I S L I T 
• Deep slicer with 63in working 

width at 7in or 9in depth. 
• Optional floating rear roller. 
• Minimal surface disturbance. 
• Fast work rate. 

sisis 
S I S I S I N C 

PO Box 537, Sandy Springs, SG 2 9 6 7 7 
Tel: 8 6 4 8 4 3 5 9 7 2 Fax: 8 6 4 8 4 3 5 9 7 4 

e -ma i l : i d c @ s i s i s . c o m 
www.sisis.com 

Circle No. 144 

North America's 
Largest Lawn Care 

Franchise Company! 
• Ranked #1 in Lawn Care 

Franchise Satisfaction Rankings, 
SUCCESS magazine* 

• Systems that will increase 
profits and efficiency 

• Network of dealers provide 
a wealth of information 

• Protected territory enables you 
to market efficiently 

• In depth training permits 
rapid integration 

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

Circle No. 145 

Gravely Walks 
Work Harder 
So You Don't 

Have To. 

Redes igned f rom t h e ground up, t h e n e w 
Grave ly Pro Walks f e a t u r e t h e fo l lowing: 

• New Pro G with adjustable single-tube handlebar and ergonomie 
ground-drive controls. 

• 5.4" deep Air-Flo Deck—an innovative cutting chamber with a 
super wide discharge tunnel. 

• Zero-maintenance Gravely XL spindles. 
• Tool-free deck height adjustment. 
• 7-mph top speed. 

From the 32" Gravely Pro G gear drive walk-behind to our top-of-the line 52" 
Pro H hydro walk, there's a Gravely walk-behind for every mowing need. To 
find your nearest Gravely dealer, call 1-800-472-8359 or visit www.gravely.com. 

WE KEEP YOU CUTTING™ 
_ _ w AN ARIENS COMPANY 

800 .GRAVELY w w w . g r a v e l y . c o m 

Circle No. 147 
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http://www.weed-man.com
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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 Laura Cieker at 800-225-4569 x2670 or 
440-891-2670, Fax: 440-826-2865, 
E-mail: lcieker@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 fl-M 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). 

Bilingual Training 
Bilingual Lawn & Landscape 

Training Products 
Translation Training Audio Tapes 

(Spanish to English) 
Professional Training Guides 

(English & Spanish) 
For more information and to order 

Visit us today at 
w w w . I n f o E x c h a n g e o n l i n e . c o m 

Bird Control 

Business For Sale (Cont'd) I Business Opportunities 

GQQSE'B'GONE! 

V0* 

• Repels Geese 
and Ducks! 

• Simple and easy-
spray right on 
the grass! 

• Geese hate the 
taste! 

• EPA Approved! 
BIRD-B-GONE 

Ph (949)472-3122 
FAX: (949)472-3116 
www birdbgone com 
Email: nobirds@birdbgone.com 

For More Information 
Call 1-800-392-6915 

Business For Sale 
LANDSCAPE COMPANY 

Design/Construction 
Get a head start! Established 46 year 

design/construction landscape company in affluent 
Chicago west suburbs. Gross sales exceed 

$700,000 (9 month operation). Well-managed 
organized company built on excellent reputation. 
"Hands-on" approach, good ongoing client base. 

Property with office sale or lease. Inquiries: 
John Stob 

Tel:630-941-3679 
E-mail :john(ajstobconsulting.com 

NORTHEAST COMPANY 
that provides landscape and 

lawn maintenance services to commercial 
and institutional properties. 
Contact: Gregory J . Martin 

714-327-8879 • gmartin@rsmequico.com 

SOUTH FL NURSERY BUSINESS 
Full Service Landscape Company 

Deluxe Residence plus Office Bldg 
with 15 Acre Nursery 

Prime South FL Real Estate 
$1300,000 

More info call Roger Wozniak, Broker fbba 
561-626-1200 

rogerw@awardbb.com • www.awardbh.com 

LANDSCAPE 
CONSTRUCTION COMPANY 

W ell Established 
20-year Landscape C o m p a n y 
Boston, Massachuset ts Area. 

Annual volume $3.5 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 2003 backlog to date is over $1.5 million 

Contact GLOBAL BUSINESS EXCHANGE 
Mr. John Dovle: 1-781-380-4100 

Fax: 1-781-380-1420 

Landscape Construction Company 
in Affluent North-Central New Jersey 

Established 1960, serving high-end 
residential customers who expect high-quality 
workmanship for renovation of their existing 

landscaping or installation of new landscaping. 
We do: 
• Excavating and grading 
• Installation of walls, patios, paths, 

drainage, beds, trees, shrubs, sod, 
seed, perennials 

Long-term, highly profitable history 
Backed up by tax returns 

Customer List and Equipment 
Inquiries and replies to: LIM Box 534 

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

For rates and schedules, contact 
Laura Cieker: lcieker@advanstar.com 

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 S47.95 
• Marketing & Advertising S39.95 
• 2 0 Letters For Success S29.95 
• Contracts & Goals $39.95 
• De-Icing & Snow Removal $39.95 
• Estimating Guide: 

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

(Not a Telemarketing Manual) $24.95 

Profits Unlimited 
"Your Key to Success" 

800-845-0499 
www.profitsareus.com 

I" e "I C d 

— Classif ied Adver t i s ing Works ! — 

mailto:lcieker@advanstar.com
mailto:blindbox@advanstar.com
http://www.InfoExchangeonline.com
mailto:nobirds@birdbgone.com
mailto:gmartin@rsmequico.com
mailto:rogerw@awardbb.com
http://www.awardbh.com
mailto:lcieker@advanstar.com
http://www.profitsareus.com


Business Opp's (Cont'd) For Sale 

Back-Yard Putting Greens 
Synthetic putting greens are the fastest growing 
segment of the $20 Billion a year golf industry 

Reasons to call us: 
' Huge Profit Crater 
' Eas> Install Process FREE VIDEO 
* Carn NO Inunton 
* F.icdknt Add-On Service 
k Residential & Commercial 
' I tili/e Kxistin« Kquipment 
' Buy Manufacturer Direct 
k Man\ Kxtras 

800-334-9005 
w w w . a l l D r 0 2 r e e n s . c 0 m 

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

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

Buy Direct from Manufacturer 
FREE Catalog: 1-800-832-9635 
Email: kmfrankefohutchtel.net 

www.frankemarketing.com 

A t t e n t i o n : L a n d s c a p e P r o f e s s i o n a l s 
Own an exclusive dealership. Established 

pet containment & wireless detection products. 
603-352-3333 Made in USA by Miltronics Mfg. 

F R E E A P P R A I S A L • N o B R O K E R F E E S 

S E L L I N G Y O U R B U S I N E S S ? 
Professional Business Consultants 
can obtain offers from Qualified Buyers 

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

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

H E A L T H Y P O N D S 
Do you design, build, or maintain 

water features, ponds or lakes? 
Healthy Ponds is a water/management program 

that improves water clarity 
without using chemicals. 

Coming Soon, a commercial larvicide that will 
help your clients prevent mosquitoes. 
Our product is proven and patented. 

We're looking for dealers throughout the U.S.A. 
3 1 4 - 7 2 5 - 2 3 4 0 

infoia cmibiological.com 
www.cmibiological.com 

B A R K B L O W E R S F O R S A L E 
1 9 9 9 F I N N 8 1 6 ( 1 6 YARD UNIT) BARK BLOWER, APPROXIMATELY 1167 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER 108764. UNIT MOUNTED ON A 1999 STERLING 8501 CHASSIS, CHASSIS SERIAL NUMBER 2F7HRJBA982986, 
21,000 REAR AND 12,000 FRONT, 80 GALLON DRIVERS SIDE FUEL TANK, 261" WHEEL BASE CHASSIS, 23,289 MILES, CAT 3126 230 
WINDOWS, DOOR LOCKS AND HEATED MIRRORS. 
STOCK NO. IS • PRICE FOR BLOWER & TRUCK: $62.SOO • PRICE FOR BLOWER UNIT ONLY: $42.500 

2 0 0 1 F I N N 9 1 6 ( 16 YARD UNIT) BARK BLOWER, APPROXIMATELY 457 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER SSA-299. UNIT IS MOUNTED ON A 1994 FORD CFBOOO CAB OVER CHASSIS WITH 187,461 MILES. 21,000 REAR 
AND 12,000 FRONT, CUMMINS 8.3L 210 HP, 5 SPEED TRANSMISSION, DRIVERS SIDE FUEL TANK, 295-75R 22.5 TIRES. 
STOCK NO. 25 • PRICE FOR BLOWER & TRUCK: $75.000 • PRICE FOR BLOWER UNIT ONLY: $62.000 

2 0 0 1 F I N N 9 1 6 ( 16 YARD UNIT) BARK BLOWER, APPROXIMATELY 644 HOURS ON THE BARK BLOWER UNIT, 
FINN SERIAL NUMBER SSA-298. UNIT IS MOUNTED ON A I 995 CFSOOO CAB OVER CHASSIS WITH 90.826 MILES. 21.000 REAR 
AND 12,000 FRONT, CUMMINS 8.3L 210 HP, 5 SPEED TRANSMISSION, DRIVERS SIDE FUEL TANK, 295/75R 22.5 TIRES. 
STOCK NO. 26 • PRICE FOR BLOWER & TRUCK: $77,000 • PRICE FOR BLOWER UNIT ONLY: $62.000 

T R I S T A T E M U L C H A N D S O I L • 2 0 1 . 6 6 6 . 5 5 0 0 

I TURBO TURF I 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE, BS AVER FALLS, PA 15010 

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

Discount Sprayer Parts 
REPLACEMENT PARTS & PUMPS FOR: 

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

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

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

spray guns, hoses & hose reels. 

Cal l TOLL FREE: 888-SPRAYER 
for a free cata log. 

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

W . 1 Ï . C H A P P S i 
Mesh Debris Mower Begs 

Leg/Arm Chapps - Chemical Protection 
feZ^ The Grass Handler (Sl iding Mulch Plate) 

OVER 5 0 0 PROOUCTS - MADE IN U . S J L 

» O O - U 1 « - 2 4 2 7 
w w w . w u n i i t i ' i ' s . « O M 

M O W E R 
R E P L A C E M E N T P A R T S 
FREE 2(H) Page Catalog-Save $$$ 

Mower Blades 
Air& Oil Filters 
Trimmer Line 

MOW MORE SUPPLIES 
1-800-866-9667 

www.mowmore .com 
Order FREE Catalog LM()3 

Belts 
Plugs 

Over 20,000 
Blades in Stock 

Know your 
soil pH in 
seconds! 

Kelway 
HB-2 
P r o f e s s i o n a l 
s o i l a c i d i t y 
& m o i s t u r e 
t e s t e r 

• Big. easy 
to-read dial. \ 

• Low cost 
• Portable 
• Built for long-

lasting use! 
Tells you when to lime. 
Now. read your soil pH in seconds with KELWAY 
HB-2 acidity tester Learn on the-job whether to add 
lime and how much No batteries No reagents No 
chemicals Just insert KELWAY soil tester in moist 
soil Professionally designed for growers. KELWAY 
tester g ives direct acidity and moisture readings 
Contac t your loca l d is t r ibutor or wr i te for FREE 
informative literature today 

Kel Instruments Co., Inc., Dept. N 
P.O. Box 54, Wyckoff, NJ 07481 

3 0 ' X 4 0 ' X 1 0 ' 

$4,489 
I We Ship Anywhere In The USA! 10.000 Sizes. Bolt-Together All Steel 
| Buildings & Homes. Call Today For A Price Quote And Brochure. 

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

l i e r i t a a e t> u i 1 d i n s . c o m 

P H Y S A N 2 0 . 
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 

To place an ad in Landscape Management, call Laura Cieker: 800-225-4569 ext. 2670 

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

Stamp sizes from 1/4" to 1 a/4". 
$93 • $6 75 s/h VISA. MasterCard, or 
MO*s shipped next day. Checks delay 
shipment 3 weeks CA add 7.75%Tax. 
AMERICAN STAMP CO 

octarwe 12200 Rung Rd. LM3, Wilton, CA 95693 
91^687 7102^ Toll Free (877) 687-7102 

http://www.allDr02reens.c0m
http://www.frankemarketing.com
http://www.cmibiological.com
http://www.turboturf.com
mailto:spraypts@bellsouth.net
http://www.mowmore.com
http://www.physan.com


For Sale (Cont'd) 

Backyard Putting Greens 
NO DEALERSHIP FEES! 

• Huge profits 
• No inventory to carry 

• Low competition 
• Commercial and residential markets 

• Easy installation process 
• Be part of the $21 billion golf industry 

• Capitalize on existing client base 

Pro Golf Greens 
Call today... 704-844-9278 
www.ProGolfGreens.com 

DEALER LIQUIDATION-SAVE $$$$ 
New C&S Turf Tracker Jr's-Onlv $4,695 

New Turf Tracker-Only $9,995 
Spread & Spray 4,000 FT2/Minute, Hydrostatic 

Zero-Turn, Stainless Steel Frame & Tank 
FREE VIDEO 
1.800.530.0238 

2001 C&S TURF TRACKER 
Zero Turn Ride-on Sprayer/Spreader 

Spreads & sprays over 4,000 sq.ft. per minute. 
Designed for residential and commercial. 

87 hours on unit. 
Price New $13,495 - Selling for $9,950 

Call: 513-697-9090 
sschlossto cinci.rr.com 

1995 Ford F350 
351 engine, overdrive, a/c, automatic. 

85,505 miles, rust proofed. Tuflex 10' fiberglass 
bed, 600 gallon split tank with 8 hp Honda, 

Bean pump. 400 ft and 300 ft 1/2" hose/reel. 
Excellent shape and ready to work. 

$17.000 

1994 C&S Turf Tracker 
SS8030 zero turn ride-on sprayer/spreader. 

20 hp Kohler engine. 1431 hours. 
30-gallon SS tank, 12' boom, 150 lb. Hopper. 

Excellent shape and ready to work. 
$4.000 

2000 Perma-Green Ride-on 
461.5 hours, 100 lb. Hopper. Upgraded to 3/4" axle. 

Extremely well maintained and ready to work. 
$2,200 

2001 Perma-Green Ride-on 
529.8 hours, 150 lb. Hopper, upgraded to 
3/4" axle, new engine and pump in 2002. 

Extremely well maintained and ready to work. 
$2.500 

Call: 260-337-5300 
E-mail: greengrow@fni.com 

Help Wanted 

HURRY! 
If your ad isn't 

here, call 
Laura Cieker 

IMMEDIATELY! 

800-225-4569, x2670 or 440-891-2670 
or e-mail lcieker@advanstar.com 

Help Keep Central Park Beautiful 
The not-for-profit organization that manages Central Park in a unique public/private partnership, is 
seeking Horticultural professionals to maintain 26 ballfields, 6 soccer fields, and beautiful landscapes. 
Candidates for all positions must have a valid driver's license, and the ability to operate power equipment 
and perform manual labor outdoors. EOE. Competitive salaries and a generous benefits package. 
Section Supervisor: Will lead a staff of 10 in the horticultural and operational maintenance of the 
North Meadow ballfields and surrounding landscapes. BS in Turf Management or related field, 3 to 5 years 
or related supervisory experience, sound organizational skills and a NYS pesticide license required. 
Crew Foreperson: Will lead a team of gardeners in performing landscape and other general maintenance 
tasks. Candidates must have related field experience and a NYS pesticide license. Heavy equipment 
operation and CDL license preferred. 
Zone Gardener: Performs all landscape and other general maintenance tasks in assigned area. 
Supervises and trains seasonals and volunteers. Should be highly motivated and able to work closely 
with other staff and interact extensively with the public. Horticultural experience or education required. 
Forward résumé to HR Dept Central Park Conservancy, 14 E. 60th S t , NYC 10022 or 
email: hrdept@centralparknyc.org. Fax: (212) 310-6633. 

Join 

t h e W O R K F O R C E 
o f N A T U R E ! 

ValleyCrest Companies 
has managerial and field 

opportunities in 
branch operations, 

account management, 
project management, 

sales, field supervision, 
golf maintenance, nursery 
and more, across all levels. 

Founded in 1949, 
ValleyCrest Companies is a 
leading nationwide provider 
of landscape development 
and maintenance services. 
Come work with the best. 

Bilingual a plus. 

Please send your resume 
to the attention of 

Ms. Castillo at 
opportunities@valleycrest.com 

or fax to 818-225-2334 

ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

JOBS IN HORTICULTURE, INC. 
www.hortjobs.com 

Phone: 1-800-428-2474 
Fax: 1-800-884-5198 

GreenSearch 
Provides professional executive search, human 
resource consultins and specialized employment 
solutions to Green Industry companies and allied 
horticultural trades throushout the United States 

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

Toll fr—: 1 888.375 7787 
Local Phone: 770.392.1771 Fax: 770.392.1772 
1117 Penmeter Center W„ Suite 500 E., Atlanta. GA 30338 

C e m C a r e 

CEMCARE INC. has 

OPERATIONS MANAGERS 
positions available Nationwide! 

Looking for responsible, self-starter, hands-on, 
dedicated Operations Managers to manage 

landscape contracts to ensure quality assurance 
and to work with general superintendent to 

ensure production goals are being met 
• Three Years Supervisor Experience 

in the Green Industry 
• College Degree Preferred in Agriculture, 

Horticulture or Related Discipline 
• Licensed Irrigator Status 

• Chemical Applications License 
• Certified Arfoorist or Horticulturist Preferred 
We offer an excellent benefit package including: 
medical, dental, vision, 401(k), company vehicle 

PLUS a bonus program based on production goals. 
Paid training salary of $39.000. 

After completion of training program, 
salary range of low to mid forties. 

check us out online @ 
www.landscapemanagement.net 

http://www.ProGolfGreens.com
mailto:greengrow@fni.com
mailto:lcieker@advanstar.com
mailto:hrdept@centralparknyc.org
mailto:opportunities@valleycrest.com
http://www.valleycrest.com
http://www.hortjobs.com
http://www.greerisearch.com
mailto:info@greensearch.com
http://www.landscapemanagement.net


Help Wanted (Cont'd) 

(3) BRANCH M ANAGERS -I MMEDIATE! 
Rapidly expanding vegetation Management Company 
now entering its 13th 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 
• Computer literate 
College Degreed or 7 years prior work experience 
within green industry or other service sector a 
must. Must possess DEC (Ca t3A) pest ic ide 
applicator license or be readily able to pass written 
exam shortly af ter hire. Plant identification 
knowledge a plus, as is the desire to succeed. 
SALARY NEGOTIABLE. 

(3) FIELD TECHNICIANS-IMMEDIATE! 
Licensed full-time applicator position. Requires 
category (DEC3A) pesticide applicator license or 
technician status and clean drivers license, 3 years 
prior chemical lawn care, tree spray or landscape 
service experience necessary. Plant identification 
skills. 
EX< ELLEN I SAI \ R I E S ; s p e c i f y j o b 
applied for. RESUMES: Fax: 631-421-3008, 
Email: PI RELE I F88(a aol.com 

Immediate Management Opportunities 
Quality Care, the Nature Care Company 

is a 24-year-old lawn and landscape maintenance 
company in the Iowa City/Cedar Rapids, IA 

area with 120 employees. We are seeking 
candidates for management positions in our 

Horticultural Services Division. 
Responsibilities include supervision of 

10 to 40 people, sales, customer service, and 
administrative work. Quality Care provides lawn, 

tree and shrub care, and snow removal for 
commercial and large-scale residential properties. 
We enjoy a very low rate of turnover due to our 

supportive, fun and successful work environment. 
Qualified applicants must have superior 

leadership and interpersonal communication 
skills. Customer service background is a must; 
green industry experience preferred. Generous 
compensation with opportunities for growth in 

this rapidly expanding location. For confidential 
consideration send or fax resume to: 

Geoff YV¡lining 
PO Box 5613, CoralviUe, IA 52241 

Fax: 319-358-5845 
E-mail: info@quality-care.com 

Landscape Maintenance Opportunity - Dallas Area 
Landscape Maintenance Sales Manager for the Dallas Market 
Proven Market Contacts, Self Motivated, Successful Sales Development with Five Years Experience. 
Competitive Salary and Industry High Commission Structure, 401 (k), Car Allowance, 
Medical/Dental. Call 817-481-6668 or email resumes@acconstructors.com X J v i l _ 

F L O R A P E R S O N N E L , INC. 
In our second decade of performing 

confidential key employee searches for 
the landscape/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(a aol.com 

www.florapersonnel.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 Booklet. 
David Donaldson, USAMEX- 501-724-8844, 
David@USAMEX.org, www.USAMEX.ORG and 
www.MexicanWorkers.com 4/03 

LOOKING TO 
HIRE SOMEONE? 

Place Your 
Recruitment Ad Here! 

For rates and 
schedules, 

call Laura Cieker 
at 800-225-4569, 

ext. 2670 
E-mail: 

advanstar.com m 
t 

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

operated Full Service Landscape Companies in 
prestigious Westchester County. 

Michael Bellantoni Inc. is a 40-year-old company 
experiencing strong growth, creating a need for: 

• Division Managers 
• Project Managers 
• Forepersons 

Responsible for day-to-day Operations, Estimating, 
Supervision of field personnel. Qualified applicants 

must have proven leadership abilities and two years' 
horticultural experience. Incentive pay-

HolidayA acation pay - Health/Simple IRA 
Fax or send resume: 

Michael Bellantoni Inc. 
121 Lafavette Ave., White Plains, NY 10603 

Fax: 914-948-6473 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
California - Colorado 

Connecticut - Delaware 
Florida - Georgia 
Illinois - Indiana 

Maryland - Massachusetts 
Minnesota - Missouri 

New Jersey - New York 
North Carolina - Ohio 

Pennsylvania - South Carolina 
Tennessee - Texas 

Virginia - Wisconsin 
Fax:301-987-1565 

E-mail: jobs(a brickmangroup.com 
www.brickmangroup.com 

LLLiL-Li/aiLU an ad 
increases sales and profits! 

Software 

TURFGOLD SOFTWARE 
Do you want to have 

MORE CONTROL OVER YOUR BUSINESS, 
I \ ( REASE SALES 

AND MAKE MORE MONEY? 
We'll show you how with software designed 

specifically for lawn and landscape companies. 
Call Tree .Management Svstems, Inc. 

at 1-800-933-1955 
or visit our website at w w w.turftree.com 

for a free demo presentation. 

LLLíL'Lí/íIILlü: an ad ensures 
it will be seen and remembered! 

The #7 best-selling 
all-in-one software for 

specialty trades 

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 ext.2 

• Unlimited Customers & Locations 
* Automatic Scheduling, Routing 
• Automatic Invoicing, Job Costing 
• Service History & Profit Tracking 
• Labor and Productivity Tracking 
• Material & Chemicals Tracking 
• Letter Writer w/auto Mail-Merge: 

Send Sales and Sen/ice Notices 

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

. Full Accounting: G/L, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

> Built-in links to Qu/ckBooks®, 
Peachtree \ MS Office ', Street 
Mapping, Emailing, and more! 

mailto:info@quality-care.com
mailto:resumes@acconstructors.com
http://www.florapersonnel.com
mailto:David@USAMEX.org
http://www.USAMEX.ORG
http://www.MexicanWorkers.com
http://www.brickmangroup.com
http://www.wintac.net


best practices 
• GUIDELINES TO HELP AN INDUSTRY GROW 

No need to reinvent the wheel 
B Y B R U C E W I L S O N 

Opening a branch office 
is a big decision for a 
company. Here are 

some suggestions: 
• Don't open a branch office 
unless your current business is 
running smoothly and operat-
ing at a top tier profit level. 
• Develop a step-by-step plan 
to transfer your good systems 
to the new branch. 
• Have a couple of trusted, 
competent people in place to 
run the branch. 
• Preferably, you'll have a sig-
nificant piece of business as a 
base to build from. (Many 
companies build a satellite first, 
then convert to a branch when 
it reaches a significant size). 

The next issue is how to 
build the branch in a way that 

How to measure 
Most people in the landscape 
business consider a branch 
operation successful if it: 

f develops into a profitable 
business, 

Bruce Wilson 

gives it the best chance 
to succeed. You can 
sum up the answer in a 
single word — control. 
Vital to establishing a 
successful branch op-
eration is the system 
that you use to control 
it. For example, you must estab-
lish limits on spending and set 
approval levels for estimates and 
pay increases, to name just a 
few of the controls you should 
have. These controls help you 
eliminate a lot of "surprises." 

In other words, you build 
your branch with defined sys-
tems and policies that mirror 
the base company's procedures. 
There should be a standard way 
of doing things like pro-
posals, contracts, 
estimating, 

u0 complements the original 
company, and 

gives customers the same 
experience that they came 
to expect from the parent 
company. 

billing and employ-
ment documents. You 
can probably think of 
others unique to your 
operation. 

You should have a 
good cost tracking sys-
tem so you can track 

the branch's progress. It should 
build budgets and set sales and 
margin targets, which you can 
track it against. Since you won't 
be on site, you'll need real-time 
information letting you know 
how the branch is doing. 

Consolidate overhead 
Whenever possible, use the 
main company as a hub for 
doing as much centrally as pos-
sible. The goal should be to 
look for the most efficient way 
of doing things in a way that 
overhead isn't duplicated. 

Also, make sure that the new 
branch doesn't develop a culture 

of its own, to the degree that it 
ends up being a different com-

pany. The customer experience 
is key here. 

And don't forget to estab-
lish best practices within your 
company. You don't want the 
new branch reinventing the 

wheel. Decide ahead of time 
what things will be done the 
company way and which things 
can be done differently to 
accommodate variances at the 
new branch. 

There's a fine line here 
between allowing an entrepre-
neurial environment and obtain-
ing consistency of performance. 

Sound off 
What's your experience 
with starting a branch 
office? Share your story 
with the readers of Land-
scape Management maga-
zine by contacting Manag-
ing Editor Jason Stahl at 
jstahl@advanstar.com. 

To comment on this 
month's "Best Practices" 
column by Bruce Wilson, 
contact him at bwilson® 
wilson-oyler.com. Wilson 
spent 30 years with Environ-
mental Care, Inc., before 
partnering with Thomas L. 
Oyler to form the Wilson-
Oyler Group, which offers 
consulting services. Visit 
www.wilson-oyler.com. 
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The reasons to choose 
an M1™ Series Mower 
just keep adding up. 

PRODUCTIVITY True ZeroTurn™ maneuverability and mowing speeds up to 10.5 mph let you zip 
through mowing, delivering a quality, manicured cut every time. A 10-gallon, 
single-fill fuel tank lets you mow longer without refueling. 

DURABILITY With heavy-duty components and robotic-welded decks and frames, Grasshoppers 
are built tough for years of productivity. Our service-friendly design gives you more 
profitable "up time," while a nationwide dealer network stands ready with parts 
and service. 

COMFORT ComfortRide™ erases fatigue with a ride so smooth operators will mow longer, 
allowing you to handle more jobs in a day than ever before! 

VERSATILITY Convert to optional mulching or collection with the same DuraMax™ deck. 
Add an optional drift-control sprayer to increase your profit potential! 

Want proof? Just call your Grasshopper dealer and ask for a 
demonstration. Because the more you learn about Grasshopper Ml™ 
Mowers, the more reasons you'll find for owning one! 
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YOUR NEXT MOWER 

To locate a dealer near you, visit our Web site at: 
www.grasshoppermower.com/LM 
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