@ People' of

. theYear SHOP EQUIPMENT

l SOLUTIONS FOR A GROWING INDUSTRY

M- AGEMENT

NOVEM! www.landscapemanagement.net

|&

2N
3 &mou
S

AN ABVAINSTAR % s
/ .


http://www.landscapemanagement.net

Jackhammers. Bulldozers. Impatient foremen. There’s enough commotion on the job site without your truck adding to it. So
our engineers designed the GMC Sierra to provide some peace and quiet. This impressive pickup offers a choice of
incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 Turbo Diesel V8 that delivers 300 hp @
3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally smooth, quiet operation, thanks to an innovative
deep-skirt block design and common rail fuel injection that helps control noise, vibration, and harshness. Even the
available Allison® transmission is engineered for smooth shifting and equally quiet operation. The GMC Sierra. You should
hear what you're missing. For details, visit gmc.com or call 1-800-GMC-8782.
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B Green Book 2004 8 Editorial index
Check out the Green Industry's An easy way to look for a past
leading reference guide. It's full of article from LM 2003 issues

helpful information such as:

8 University contacts

® Buying directory How to contact professors and
From equipment to fertilizer to other folks for technical assistance

seed — it's all in this issue

8 Associations

® Distributors An extensive list of associations

A detailed list of Green Industry from across the country. Every

distributors state by state important landscape, grounds and
lawn care organization is here

8 Suppliers

A thorough, detailed index of W Pluas: Our Quick Reference

Green Industry suppliers listed Tech Guide — a how-to guide

alphabetically covering turfgrass diseases,

insects, fertilizers and more
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Conventional reel

307 Hwy. 52E * Opp, Alabama 36467
1-800-537-3713 » 334-493-1300 * www.locketurf.com
Send for a kit of the full Locke line * Dealer inquiries invited
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Proud supporter of these green industry professional organizations:

Associated Landscape Contractors of America

- 150 Elden Street, Suite 270
“I““ Herndon, VA 20170
703/736-9666

www.alca.org

1000 Vermont Ave., NW, Suite 300

American Nursery & Landscape Association
AN E;JA Washington, DC 20005-4914

can Nursery & 202/789-2900

Landecape Assocaion
www.anla.org
Independent Turf and Oramental
Distrit Al

526 Brittany Drive
State College, PA 16803-1420
Voice: 814/238-1573 / Fax: 814/238-7051

e s W

THE OFFICIAL PUBLICATION OF

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

American Society of Irrigation Consultants

The Irrigation Association

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

703/573-3551

www.irrigation.org

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

Ohio Turfgrass Foundation
1100-H Brandywine Bivd.,
PO Box 3388

Zanesville, OH 43702-3388
888/683-3445

The Outdoor Power Equipment Institute

Member
The Irmaation Asocinon
()
NATIONAL ARBOSEST
ASSOCMNON
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
9 1156 15th St. NW, Suite 400
Washington, DC 20005
RISE 202/872-3860

Www.acpa.org/rise

Sports Turf Managers Association

( 1027 . 3rd St.
W Council Bluffs, 1A 51503
Manuger’s Asociation. 712/322-7862; 800/323-3875

www.sportsturfmanager.com

Turf and Omamental Communicators Assodiation

TTOCA P.0. Box 156
i New Prague, MN 56071

612/758-5811

Over our 35+ year history we've
developed a highly recognizable brand and
established support systems, which can give
your business the boost it needs. Our support
systems include business planning tools,
comprehensive marketing programs, patented
Turf Tamer® application equipment and
proprietary management software. These
elements are designed to make our franchisees’
businesses more efficient, easier to manage
and ultimately more successful.

If you're looking for an affordable opportunity
with significant growth potential, we invite you
to come on board.

To receive the FREE clip-on clock with compass above,
visit us at GIE Booth # 3322

For FREE franchise information,
call toll free 1.866.LAWNDOCTOR

or visit LAWNDOCTOR.COM.
DOCTOR
s 142 State Route 34
KEEPING LAWNS HEALTHY FOR LIFE? Holmdel, New Jorsey 07733-2082

Circle 103

www.landscapemanagement.net / NOVEMBER 2003 / LANDSCAPE MANAGEMENT 5


http://www.alca.org
http://www.anla.org
http://www.asic.org
http://www.irrigation.org
http://www.natlarb.com
http://www.plcaa.org
http://www.acpa.org/rise
http://www.sportsturfmanager.com

™

B

.
&
.

YEAH, YOU COULD SAY IT BLOWS,LFAVES.
s & x ) "’"4 ’bf',‘%, b

_—
. "‘,
y o' i -
A : ’r"' y o
© i -l »
* v o - -~
: . *- ‘3;2 ”.

Blower tube Multi-position High-torque
swivels up for tube and 62cc 3.9 hp
easy storage. hand control. engine.

With power like this, leaves will wish they stayed on
the tree. It all starts with Shindaiwa’s high-torque, 3.9

horsepower engine —an engine that helps make short

work of even the most challenging cleanup jobs.

Wet, matted leaves? Don’t insult us: the EB630 is so
L : Padded Oversized air Large-capacity
powerful, it can actually move a brick across pavement. shoulder straps filter extends fuel tank for
7 and back pad. engine life extended run time.
Of course, all this power doesn’t come at the expense
of user comfort. Like all Shindaiwa products, our blowers
offer the best power-to-weight ratio in the business.

To see the EB630 in action, visit your local Shindaiwa

dealer today. Find him at www.shindaiwa.com or call Shlndam

us toll free: 800-521-7733. Then stand back. And hold on. FIRST TO START. LAST T0 QUIT
Circle No. 104
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lon the record

BY RON HALL / EDITOR-IN-CHIEF

Here’s the real Lone Ranger

he Lone Ranger really wasn't so
lonely if you think about it. He could
always count on his faithful sidekick
Tonto. He also had Silver, his horse.
In a very real sense, they were his
support team. Tonto offered wise
counsel that the Lone Ranger greatly
appreciated when the bullets started whizzing around
his ears. Silver (I'm guessing here) provided the warm
fuzzies that kept the Masked Man's spirits on an even
keel. We all need backup from time to time.
In those golden days of yesteryear, not even this
Western hero waded into the dust of battle relying solely
upon a pair of six shooters, his own wits and the convic-

tion that right would triumph. (“You first, Tonto.”)

Dogged determination not enough

In today’s killer-competitive marketplace, it’s discour-
aging to see so many of us maintain a “Lone Ranger”
mentality. In fact, it's painful to witness a friend or ac-
quaintance building or trying to build a business based
almost exclusively on dogged determination.

Self-reliance is a great quality, but attempting to op-
erate, not to mention grow, a landscape or lawn service
operation as a one-man gang is ultimately self-defeating.
All of us need the support of knowledgeable colleagues
and advisors, be it in an official or unofficial capacity.
None of us can run fast enough or work hard enough on
our own to achieve the success most of us desire.

Don't take this as a knock on one-person opera-
tions; it's not. Thousands of tiny landscape and lawn
service operations compete with the big boys, and re-
ward their owner/operators with fair financial returns
and robust career satisfaction. | meet them at trade
shows and business conferences. And that’s precisely

the difference — they’re out there mixing it up.

These small operators are building “networks” of like-
minded people who are willing to swap experiences, those
things that have worked for them, and those that haven't.

New friends can help you

Industry conferences are the places to begin building
support networks. That's where you learmn what success-
ful operators are doing. That’s where you make friends
and recruit colleagues who'll trade ideas with you.

These affairs aren’t just for the “big” guys or the
guys and gals who have “made it,” if there are such
people. They're probably more valuable to those of us
just getting into the business or those of us who have
made a commitment to our professions but can’t seem
to get our operations where we feel they should be.

The conference season is here. Now until March,
they’ll be taking place for every segment of the Green
Industry. Participate in as many as you can. You'll dis-
cover people willing to help you for no reward other
than your friendship and your willingness to share your

experiences with them.

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



| business ideas

BY JUDITH M. GUIDO / GUEST COLUMNIST

Promote what makes your company umque
and say goodbye to the COmmodity game.

Unleash the power of your UVP

re you tired of being a participant in
the commodity game? You don't have
to play this game by identifying and
capitalizing on your unique value
proposition (UVP). If you don’t have
a UVP, it's time to create one.

A UVP is simple to understand; it's
the reason people should buy from you. That's why it
has to be understood by everyone in your company
and clearly communicated to customers and prospects.

What value really is

Customers don'’t often judge values and costs accu-
rately or objectively. More often than not, they act on
perceived value. Does Fed Ex really deliver faster and
more reliably? If this is true, is it worth the high price
that it demands? The U.S. Postal service will argue
that their service is faster and more reliable, delivers to
more places than Fed Ex, and is less expensive. How-
ever, judging by the 45% market share that Fed Ex de-
mands, most consumers perceive otherwise.

The power of perception

Let's look how one company created a UVP for what's
basically a commodity. Try to guess which popular
company we're referring to.

This product costs two or three times more than
others in that category and takes longer to deliver to
customers, usually when their time is most precious —
during their morning commute.

If you guessed Starbucks, you're right.

How often have you waited too long in a Star-
bucks’ line only to shell out $3.50 for a cup of coffee?
If you did a blind taste test, would you be able to dis-

tinguish the Starbucks cup of coffee from the $1 cor-
ner coffee shop cup? Maybe, maybe not. Yet the per-
ceived value of better taste or aroma (product differen-
tiation), ambience, hip setting, status and image
(service differentiation) justifies the excess cost and
time in consumers’ minds.

Understand the customer

The key to winning, keeping and attracting customers
is to understand their needs and buying processes bet-
ter than competitors do. A company gains a competi-
tive advantage to the extent that it can position itself as
providing superior value to selected target markets, ei-
ther by offering lower prices or by providing more
benefits or unique products and services to justify
higher prices.

Positioning begins with actually differentiating the
company’s marketing offer so that it will provide more
value than the competition. Think through the cus-
tomers’ experiences with your services and product.

» Product differentiation — Define how and why
your products are different.

» Service differentiation — What makes your ser-
vices different from your competitors?

» People differentiation — Gaining a strong com-
petitive advantage by developing the right team.

These are just a few ways to help you identify and
create your UVP. Communicate it throughout all
forms of communication both internally (employees)
and externally (customers and prospects).

— The author is a partner in KehoeGuido, a strategic

consulting firm specializing in the Green Industry.
Contact her at 818/800-0135 or
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Hook Up 1o Savings!

BOBCAT ATTACHMENT FINANCE SPECIAL

S~ APR

up 024 MONTHS

on Bobcat attachments

g\\& FINANCING
ST

LIMITED TIME OFFER!

For details, see
your dealer today!

Call toll-free 1-866-823-7898 ext. 0216
for a FREE Video Catalog and 2003 Buyer’s Guide.
Or visit our website www.bobcat.com/0216

Bobcat Company * P.O. Box 6000 * West Fargo, ND 58078
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|inside the owner’s head

BY JASON STAHL / MANAGING EDITOR

Lorne Hall

» Western Lawns

Lorne Hall owns Western Lawns, a
$4.7 million full-service landscape
company located in Oklahoma City,
OK. About half of the company's
business comes from commercial
maintenance clients. In peak season,
the company employs 95 people.
Hall is a member of the Associated
Landscape Contractors of America
and JP Horizons' Owners’ Network.

You have a good head for business,
don't you?

Yes, I have an accounting degree from
Southern Nazarene University. My guys
will tell you I'm a good bean counter, but I
get carried away sometimes, and it’s helped
me to realize that fact. I've probably relied
on myself too much and not sought outside
help because I feel that accounting is my
strength, but I've seen the error of my ways
over the last couple of years. We still do our
own accounting, but we've recognized the
need for help from a consultant.

You're from Oklahoma. Does that mean
you wear a cowboy hat and boots?
You're pretty much on the mark there.
There's a lot of western heritage here in
Oklahoma, and yes, I do have cowboy
boots in the closet and wear them from
time to time. I even go to the occasional
rodeo. It's not what everybody does,
though. The vehicle of choice here does
seem to be the pickup truck. But more
than any of that, Oklahoma is a bunch of

10 LANDSCAPE MANAGEMENT / NOVEMBER 2003 / www.landscapemanagement.net

great people. I don't think

you'll find a friend-
lier, more hopeful
bunch of people.
Maybe that comes
from Roy Rogers'

“never-met-a-

stranger.”

How did you start in
this business?
I started doing land-
scaping to pay for
college. The first
summer, | had
two pushmowers
and a pickup truck. I didn’t have enough
lawns to support me, so I worked a part-
time job and mowed lawns on Friday and
Saturday evenings. The next year, | had
enough properties to hire a couple college
buddies. In 1988, I started doing my first

Three rules for success

1 Grow in stair steps. In other words,

there have to be periods of leveling
off to let your employees and systems
catch up to you.

Know the difference between

doing design/build and doing
landscape contracting. There’s a big
difference between doing landscaping
contracting and doing design/build. In
design/build, the goal is to create a
gorgeous landscape and install it with
the best quality plants. The goal in
contracting is to be the lowest bidder
and deliver the greatest amount of
value for the dollar.

Focus only on the things you do
best. These are things that you
have a passion for and that drive your

economic engine.

commercial work. When you compete on
the commercial side, there are more entry
barriers. Plus, you're competing against
professional companies. Those things take
the fly-by-night guys away.

Where will your company’s growth
come from in the future?

commercial maintenance and design/build.
Over the last three years, a lot of our
growth has come from landscape contract-
ing. But we see ourselves doing less of that
and focusing on the other two disciplines.

What do you do when not in the office?
I spend a lot time with my family — my
10- and 14-year-old daughters. We also do
a lot of church activities at the Nazarene
church I belong to, and I'm on the Board
of Directors of the Bethany Chamber of

Commerce.

What are you doing for a college fund
for your two daughters?

We've got 40 acres of land we escape to on
Saturdays and work on growing trees at a
mini-nursery we've created to help start a
college fund for them. I got tired of seeing
their stock portfolios go down as college
costs went up. A few years ago, I thought
there would be a tree shortage, but more
competitors have put in tree farms and now

[ think there will be a glut.

What's your competitive strategy?
We just do our thing and do it right. In
Oklahoma, we don't have as many na-
tional players as other markets or CLPs or
ALCA members, so we focus on being a
leader on the professional side. That's
pretty much been our focus.
— Western Lawns participates in
JP Horizons' People Solutions programs.
To learm more visit www.jphorizons.com.
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PRODUCTS

That's the power of a systemic. Xylem to tip, Heritage® is the only
systemic strobilurin that protects each and every blade of grass, including
To protect |Onger, new growth. Broad-spectrum disease control protection from the inside,
e that lasts up to 28 days against all four major classes of fungi and
you have to work from the inside. o ’ -
the six major turf diseases. Heritage works from the inside so

your turf looks good outside. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Heritage.

¥ Heritage

www.syngentaprofessionalproducts.com

Important: Always read and follow label instructions before buying or using this product. ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, Henitage* and the Syngenta logo are trademarks of a Syngenta Group Company.
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n the know

NEWS YOU CAN USE

Texas landscapers think big at state fair

BY RON HALL /
EDITOR-IN-CHIEF

DALLAS — How would you
like six million people looking
at a landscape that your com-
pany designed and installed? If
you were a landscape profes-
sional in the Dallas area, you
can make it happen and put
some signage there, too. After
all, you'd want everyone to
know who did the work.

Roundtree Landscaping,
Inc. (RLI) is one of 21 land-
scape companies here that have
installed gardens (at their own
expense) for the State Fair of
Texas, which ran from Sept. 26
to Oct. 19. The fair, the largest
in the United States, attracted
about three million visitors.

While some of the gardens are being
disassembled after the fair’s run, RLI and
five other companies are leaving theirs in
place. Why not? Non-fair activities will
draw another three million visitors over the
course of a year.

The 277-acre entertainment and recre-
ation complex known as Fair Park is
owned by the City of Dallas, which also
boasts the Cotton Bowl, the Music Hall

and eight museums.

Hey, let’s involve the TNLA, too
Johnette Roundtree Taylor, president of
RLI, says that the idea for the landscapes at
Fair Park came from the president of the
State Fair, Errol McKoy. She suggested
that the best way to enlist the help of the
professional landscapers was to go through
the Texas Nursery and Landscape Associa-
tion. When he invited TNLA members to

the site for a meeting and tour ear-
lier this year, local landscapers got
excited about the opportunity.
They began working just after Labor
Day. By the time the Fair began, 21 land-
scape companies had contributed land-
scapes and ornamental beds to Fair Park.
Each garden had a different theme, and

they were judged according to category.
These weren't insignificant gardens, either.
Most required extensive designing and sev-
eral weeks to install, says Taylor.

Her company’s contribution to the Fair
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Horticulture students at Skyline High
School in Dallas are partnering with
RLI to maintain a permanent land-
scape and garden at Fair Park.

was a 25-ft. by 100-ft. garden consisting of

three sections — a center area with a walk-
way and benches. Guests facing in one di-
rection see a formal English garden with
color and herbs. On the opposite end is a
native Texas landscape with a dry creek
bed and native landscape plants.

“We wanted to design something similar
to the theme of the Fair, which was ‘Taste
and See.’ I think that’s one of the big trends
with consumers these days. Seeing plants in
a landscape is more exciting to people than
seeing them in a nursery,” says Taylor, who
started RLI in 1984, and is a proud alumnus
of the Louisiana State University School of
Landscape Architecture.

The take-home message of this cooper-
ative project is simple: Give some time
and effort and get a lot of good publicity.




“With all of its capabilities,
the Sentinel has been a real blessing.”

Tracey Soliday, Planned Work Specialist * Disney’s Wide World of Sports® Complex
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o e e LY

Having the right tools makes all the difference. Just ask anyone who uses
the Sentinel™ Central Control Irrigation System. While technologically
advanced to handle the most complex projects, the Sentinel is
remarkably easy to use. And with the flexibility to expand to your
needs, the Sentinel is perfect for the largest commercial applications to Countonit.
the smallest. So if the Sentinel can do so much for these perfectionists,
just imagine what it can do for you. For more information, contact

your local Toro representative or visit us at toro.com.
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Competition a blooming success

BY RON HALL /
EDITOR-IN-CHIEF

BEREA, OH — Never
doubt the power of profes-
sional grounds manage-
ment and neighborhood
gardens to make a commu-
nity’s pride swell.

So says Janet Biddle-
combe, organizer of a com-
munity-wide effort to
beautify and showcase the public parks and
the private properties (both residential and
commercial) within this city of about
18,000 people near Cleveland. Their ef-
forts, in response to a relatively new na-
tionwide competition known as America
in Bloom, paid off as the City, home to
charming Baldwin-Wallace College and
once known for its sandstone quarries,
placed first in its category (cities with
15,000-20,000 population). But more im-
portantly, says Biddlecombe, the wife of
Mayor Joseph Biddlecombe, it attracted
volunteers from almost every service orga-
nization and club within the city.

“There’s something about gardens and
beautiful landscapes that gets everybody
involved, and that’s the whole idea behind
this program and competition,” she adds.

Berea's green
downtown

A small group of
judges from America in
Bloom visited the City
this past July and spent
1-1/2 days surveying its
parks, tree program,
landscapes and backyard
gardens. The City was
one of several the organi-
zation honored during an
awards symposium in
Chicago in September.

Biddlecombe says the effort cost about
$6,000 in donations and called for several
thousand hours of volunteer effort (at
least 600 on her part). The city's parks
and grounds department helped spear-
head the effort.

Biddlecombe says the effort was worth
it, especially considering the cooperation
and spirit of community that it fostered
among the city parks/grounds department,
local businesses (many of which updated
their landscapes) and volunteers. She says
several nurseries have already offered their
help, and she’s hopeful local landscape
companies will step forward as well when
the city prepares for the 2004 competition.

To learn more about America in Bloom
and to see this year's winners, visit the

Web site www.americainbloom.org.

John Deere to
equip NFL’s Bears
CHICAGO, IL — The Chicago Bears
recently named John Deere their
new preferred provider of grounds
care equipment for the newly ren-
ovated Soldier Field. The sponsor-
ship agreement is for the 2003-
2004 season. The multi-year
partnership opportunity includes
in-stadium signage; radio, print
and online advertising; as well as
merchandising and hospitality. Sol-
dier Field's grounds crew will be
clad in uniforms complete with the
John Deere logo.

CLIPPINGS

Schiller-Pfeiffer
nabs BedShaper
SOUTHAMPTON, PA — Schiller-
Pfeiffer, Inc., manufacturer of Lit-
tle Wonder and Mantis Landscap-
ing & Gardening Power Equip-
ment, announced the acquisition
of the BedShaper line of self-pro-
pelled and tractor mounted
edgers from Pro Industries, Inc.,
Ephrata, PA.

Syngenta requests
diazinon removal
GREENSBORO, NC — Syngenta
Crop Protection, Inc. requested
that the registrations for all of its
remaining products (agricultural
and outdoor non-agricultural) con-

continued on page 16

The power of

We know it's all about the turf. That's why we offer

industry-leading field support and a premier product
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partnership. portfolio. Plus exceptional R&D, to ensure you continue

to have the products and solutions you need. Together,

we'll continue to keep your lawns looking their best

www.syngentaprofessionalproducts.com

2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, The Syngenta logo is a trademark of a Syngenta Group Company
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People & companies

The Boston Soci-
ety of Land-
W scape Architects

o~
\ J ' Geller, partner of

Boston-based Geller Associ-

named Joseph T.

ates Inc., the recipient of its
2002 Excellence Award.

.‘ Environmental

g Turf appointed

v’

Stacie Zinn Inter-
national Market-
ing Director.

The Musser International
Turfgrass Foundation
awarded Eric Watkins, cur-
rently a Ph.D. candidate from

the Rutgers University in the
Department of Plant Biology
and Pathology, its Award of
Excellence for 2003.

Swingle Tree & Landscape
Care hired Tom Kosinski as
Plant Health Care Supervisor.

Profile Prod-
ucts LLC
promoted Joe
Betulius to
Vice President,
Sales.

RISE (Responsible Industry
for a Sound Environment)
honored Laurie Treu, Vice

President of
Specialty Prod-
, if ucts for
Crompton/
ot Uniroyal
Chemical, with CroplLife

America’s Workhorse award.

Tecumseh Products Com-
pany promoted Paul Krish-
nan to Vice President of its
Engine & Transmission

Group.

Shindaiwa Kogyo Ltd.
named Shindaiwa President
Tom Bunch as the newest
member of its Board of
Directors.

The PRO Group, Inc. named
Steve Synnott President
and Chief Operating Officer.

Schiller-Pfeiffer, Inc., man-

ufacturer of Little Wonder

and Mantis Landscaping &
Gardening
Power Equip-
ment, hired
Stuart Bryan
as President.

Maruyama hired Frank
Petersen as General Sales
Manager. He will be respon-
sible for all sales efforts in
North and South America.

HUDSON"®

Now — The Best
is Even Better!

NEW! JD9-PT

Variable Pattern Spray Gun

I

All the features of the original JD9-C spray

gun you love to use. But now, the pattern

adjustment is built into the trigger! Go
from a fine mist to a pencil stream without having to adjust the
barrel. Great for pest control — spray crawl space and do
perimeter treatments. Great for tree spraying — cover bottom
to top without stopping to adjust your pattern. Saves time!

H. D. HUDSON MANUFACTURING COMPANY
500 N. Michigan Avenue - Chicago, IL 60611-3769
Phone: 1-800-745-2392 Fax: 1-312-644-2830

Pro@hdhudson.com

www.hdhudson.com
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Info Center

VIDEOS AND LITERATURE FOR THE GREEN INDUSTRY

Hunter releases new 2004-2005 shown in full color with application
Irrigation Products Catalog photos and detailed information on
Hunter Industries has water-saving benefits.

released a new 2004-  © Hunfer The spiral-bound ref-
2005 Irrigation Prod- s st . erence book is avail-
ucts Catalog featuri A Fpll Line of, able free to industry
themanufacturer‘sng mga?lﬂll P\;Mg%?m professionals by call-
complete line of ro- ing 800/733-2823 or
tors, sprays, valves, by contacting Hunter
sensors, controllers and on the Internet at
central systems. All of www.hunterindus-
the equipment is tries.com.

Fertigation

Finally, a quality lockable fertigation system for
landscape and sports turf.
M M Y N,

Turf Feeding Systems is
the leader in fertigation
systems for golf with over
1500 systems installed
worldwide.

TFS has introduced

a line of quality systems
for landscapes. With six
models and ten capacities
to satisfy your application
and your property.

Feed lightly with each
irrigation cycle. Control
color and growth, while
reducing labor.

Call Today
(800) 728-4504

Turf Feeding Systems, Inc.

m WWW.TURFFEEDINGCOM
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CLIPPINGS

continued from page 14

taining the organophosphate
pesticide diazinon be voluntarily
canceled. The cancellation order is
effective immediately. Any distrib-
ution, sale, or use of the products
subject to this cancellation order is
only permitted in accordance with
the terms of the existing stocks
provisions of this cancellation
order. This action affects only reg-
istrations held by Syngenta.

Ewing merges
with Oasis

PHOENIX, AZ — Ewing Irrigation
Products has merged with Oasis
Irrigation. The merger has created
Ewing’s new Moreno Valley
Branch, the 123rd Ewing branch in
the nation and second in River-
side, CA.

Peterson improves
customer support
EUGENE, OR — In order to offer
customers more responsive parts
service in Southern California,
Arizona and Nevada, Peterson
Pacific has allied with Con-Way
Logistics, Inc. (Con-way).
Peterson parts will be stocked at
Con-way's state-of-the art distri-
bution center in Mira Loma, CA.

U.S. EPA registers
Emerald fungicide
RESEARCH PARK TRIANGLE, NC —
BASF's Emerald fungicide recently
gained registration from the U.S.
EPA. The product, based on a new
chemistry, showed excellent per-
formance against dollar spot in
university and golf course trials.
Boscalid (BS 510F) is the active in-
gredient in Emerald.
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Introducing 12 BIG BLOCKS
From 25 To 35 Horsepower.

All rewwed up and ready to roll. Six Vanguard® BIG BLOCK
Air-Cooled V-Twins. Six Vanguard BIG BLOCK Liquid-Cooled

V-Twins. Welcome to the party.

We're talking robust power here. In-your-face power that never
blinks. Never backs down. Manufactured through a joint venture
with Daihatsu, a member of the Toyota Group, these powerhouse
BIG BLOCKS run cooler, run cleaner—just flat out run with a
relentless energy that allows you to get a lot more done in

a lot less time.

High-performance, low maintenance, and boasting a list of
advanced features that runs as deep as their growl, Vanguard
V-Twin BIG BLOCKS are application-engineered to devour all the

day-to-day you can dish out and then some.

I's no secret you have a hunger for power. It's a fact we

lean that way, too. So together, lets get this BIG BLOCK

varty started. TRUST THE POWER™

ars
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Vanguard™ BIG BLOCK Engine Specifications

CARBURETOR
CYLINDER SLEEVE
GOVERNOR

AIR CLEANER
MUFFLER
BEARING TYPE

BORE
STROKE
DISPLACEMENT |
OIL CAPACITY
COOLANT CAPACITY |
| WEIGHT

DIMENSIONS |
TORQUE FT-LBS

BORE

STROKE
DISPLACEMENT
OIL CAPACITY
COOLANT CAPACITY
WEIGHT
DIMENSIONS
TORQUE FT-LBS

Note #1: 254" x 18.9" x 24.4*

Note #2: 254" x 18.9" x 25.2" ¢

Note #3: 254" x 19.3" x 25.2° or 64

2bbl int vent STARTER
Iron  CRANKSHAFT
Mechanical OIL PRESSURE SWITCH
Cyclonic ALTERNATOR
5" Round LUBRICATION

Solenoid shift
1 1/8" keyway
Optional
20 amp

Full pressure

Steel backed aluminum bearings EMISSIONS Carb/EPA approved

25 HPAC 27 HPAC 29 HPAC 31 HPAC 33 HPAC

85.5mm 85.5mm 85.5mm 85.5mm 85.5mm
78mm 78mm ‘ 78mm 78mm 86.5mm
895cc | 895cc | 895c |  895cc |  993ce
|
2.3 Liters 2.3 Liters 2.3 Liters 2.3 Liters 2.3 Liters
NA | NA | NA | NA | NA

125 Lbs without muffler; 134 Lbs with muffler
..15" x 20" x 28" or 388mm x 496mm x 718mm .

a8 48 48 ‘ 48 53

25 HP LC 28 HP LC 29HP LC 31HPLC 33HPLC

35HPAC
85.5mm
86.5mm

| 993ce

2.3 Liters

35HPLC
85.5mm
86.5mm

| 993 |

2.25 Liters

| 5.1 Liters |
153 Lbs

58

81mm 81mm 85.5mm 85.5mm 85.5mm
73mm ‘ 73mm | 78mm | 78mm ‘ 86.5mm
752cc ‘ 752¢cc 895¢cc ‘ 895¢cc ‘ 993cc

2.6 Liters 26Lliters | 225Lters | 225Liters | 2.25 Liters

3.5 Liters ‘ 3.5 Liters ‘ 3.5 Liters 3.5 Liters | 5.1 Liters

148 Lbs 150 Lbs 150 Lbs } 150 Lbs { 153 Lbs

See Note #1 See Note #1 ‘ See Note #2 See Note #3 | See Note #3 I See Note #3
40 41 48 50 56

"BRIGGS & STRATTON

COMMERCIAL POWER

Briggs & Stratton Commercial Power
12301 West Wirth Street - Wauwatosa, Wisconsin 53222-2111 USA
(414) 259-5333 - www.commercialpower.com

©2003 Briggs & Stratton Corporation

Printed in the U.S.A,



http://www.commercialpower.com

statistics

INDUSTRY TRENDS BY THE NUMBERS

UTILIZATION RATE

The utilization rate is a labor hour metric calculated by divid-
ing applied time (hours charged to jobs on time tickets) by
total time paid to production staff. For example, if a foreman
is paid 50 hours in a week, and 40 of those hours are charged
to job tickets, the utilization rate is 80% (see below). High
profit maintenance companies keep this rate at 90% or bet-
ter. High profit installation companies keep it at 75% or bet-
ter.* How big a difference does utilization make? Consider
the following: a $10 per hour production person working at
90% versus 80% utilization and clocking in at 1,800 hours in
a year will produce $3,000 more in profit at the higher rate
than the lower rate. Monitor this number and keep it
high...or lose out on profits.

*Note: Travel time is applied time since it should be estimated and
charged to a job

Calculation
Applied Hours 40 hours

- = 80%
Paid Hours 50 hours

SOURCE: KEHOEGUIDO

u.s. ‘ED DEMAND
(MILLION DOLLARS)

% Annual growth

Item 1997 2002 2007 02/97 07/02
Seeds demand 6425 7320 8750 2.6 3.6
Field crops 4485 5020 5940 2.3 3.4
Grass & forage 685 825 1045 3.8 4.8
Vegetable 680 750 860 2.0 2.8
Flower 505 640 800 49 4.6

Fruit, tree & novelties 70 85 105 4.0 43

SOURCE: THE FREEDONIA GROUP, INC

MANY HOURS
DID YOU WORK
LAST WEEK?

> 70 hours | 4%

65-70 | 7%

60-65 | 16%

55-60 | 14% 40-45 | 17%
50-55 | 15% <40 hours | 13%
45-50 | 12% No answer | 2%

SOURCE: LM SOI SURVEY

Survey says...

Despite the economy, most read-

ers tell LM’s editors that this year

was an up one in the landscaping

and lawn care business. We're
wondering if you've got a feel for what's
ahead as the cold weather looms.

38% It's going well! Most of last year’s snow
(] -
and ice removal customers renewed.

We're located in a warm-weather
29% !: ; state. We just feel sorry for y'all
up North.

We never did snow and ice.
Hope we never do.

20%

11% We didn’t get as many renewals as
v we hoped. We're working on it.

| hate getting up before dawn in
y LA Z/ sub-zero temperatures. We dropped
that side of the biz.

Percentages based on 66 responses

Log onto www.landscapemanagement.net
and answer our online survey. We publish
the results here monthly.
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or three days this month,
more than 6,000 people
will visit this year’s Green
Industry Expo (GIE) in St.
Louis. The number in-
cludes those attending the
three related association conferences, peo-
ple trying out the mowers, diggers and
other hardware at the outdoor Product
Field Day, and the exhibitors themselves.
The GIE is the cooperative effort of the

Professional Grounds Management Society

(PGMS), the Professional Lawn Care As-
sociation of America (PLCAA) and the
Associated Landscape Contractors of
America (ALCA). It's managed by
PLCAA and a two-person staff dedicated
solely to its marketing, booth sales and
growth. Its direction, however, is in the
hands of a nine-member board. Each of
the three participating associations gets
three seats on the Board.

GIE here

Continued ALCA/PLCAA/PGMS cooperation
bodes well for bigger, better shows to come

BY RON HALL / EDITOR-IN-CHIEF

Three of the board members represent the
supplier community.

The GIE is often referred to as THE
trade show for landscapers, lawn service
providers and grounds professionals. At
first glance, however, 6,000 people seems
pitifully small considering that conservative
estimates put the number of landscape and
lawn service operations in the United

States at more than 75,000. That

doesn't include thousands of in-
house grounds pros, either.
Numbers don't tell
the whole tale
of the

ANDSCARE MANAGEMENT /NOVEMBER 2003 / www.landscapemanagemen
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GIE, though — not in light of the thousands
of landscape and lawn service operators
who enter the industry, survive for a year or

two, then move on to something else

Quality always matters
As Ron Kujawa, a former ALCA president
and one of GIE's founders, says: “The qual-
ity of the people who go to the trade show
is almost as important as the quantity of
people. From a vendor's standpoint, I want
to be t;i”\in}.: to owners and managers.’
That's been one of the GIE's strengths
It has, even in its first years when inter-as-
sociation squabbles threatened its exis-
tence, attracted and been supported by
many of the Green Industry’s most suc-
cessful and energetic, if not largest, land-
scape and lawn care companies
Perhaps a better way to tell the GIE
story is to draw a parallel to the classic
holiday movie, “It's a Wonderful Life
and its hero, George Bailey
Realizing that revenues from the
GIE and its concurrent conferences
make up more than 25% of each of

the three participating associations

2




ILLUSTRATION: DAN BEEDY

to stay

operating budgets, what would these asso-
ciations and their respective segments
within the larger Green Industry be like
today without the GIE?

It's fair to ask:

» Without PLCAA's proactive legisla-
tive activities, what additional government
regulations might there be to restrict pro-
fessional lawn applicators?

» Without a robust ALCA and the
spirit of idea sharing and networking that
it's fostered, how would the public per-
ceive — and to what degree accept — pro-
fessional landscaping and landscape main-

tenance services’?

Where to next for

The Green Industry Expo (GIE) is getting
too big for its britches. That's not such a
bad problem to have, although it will
challenge show organizers.

Within as few as two or three years,
the GIE will likely be too big to return to
many of the cities that previously hosted
it. They won't have the exhibit floor

space necessary for a trade show that dis-

plays so much hardware and demands so
many aisle booths. The GIE will have to
move up to the next tier of convention
cities, locations such as Orlando, which
will be hosting the 2005 GIE, and some-
day perhaps Atlanta, Houston or Dallas.
“Right now, | don’t research any ex-
hibit hall that isn’t at least 350,000
square feet,” says Eleanor Ellison, GIE

» Would ALCA, PLCAA or PGMS be
able to offer to the industry their incredible
array of educational materials (both busi-
ness management and technical) and re-
lated services?

» What level of respect could in-house
grounds professionals earn from their em-
ployers without the PGMS certification
and Green Star awards programs?

Worth outstrips size

A strong argument can be made that the
worth of the GIE to landscapers, lawn care
and grounds professionals far outstrips its
size. But that wasn't so apparent in its in-

a bigger show?

Trade Show Director. “We're having to
look at locations where we're not the
big fish in the pond anymore.”

This presents a dilemma for the GIE
Board that has, during the show's first 13

years, selected cities from St. Louis east-

ward, with the exception of one show in
Ft. Worth, TX. The Board's picks have
been based on the following criteria:

» within driving distance for a large num-
ber of landscapers, lawn applicators and
grounds pros to boost the presence of re-
gional exhibitors and walk-in attendees,
» ample and reasonably priced accom-
modations,

» locations that allow vendors to set up
and break down exhibits without too
much union expense, and

www.landscapemanagement.net / NOVEMBER 2003 / LANDSCAPE MANAGEMENT

Total square footage

120,000
110,000
100,000 i
90,000
80,000
70,000 64,100
9960
50,000
1990 1993 1996 1999 2002

fancy. The GIE, a marriage of the former
ALCA/PGMS Green Team trade show
with the larger PLCAA show, had a short
honeymoon.

“I was the one that came up with the
idea,” says former PLCAA Executive VP
James Brooks. “I'm not bragging because it
just about got me lynched.”

Brooks says he saw that by merging the
two shows he could grow the number of
attendees and also attract more mower and
equipment vendors, categories the PLCAA
show needed help with.

» the location for the increasingly pop-
ular outdoor Product Field Day be
within a short bus trip of the exhibit
hall and in a location with mild Novem-
ber weather.

One of the ideas that has been
broached, but not seriously debated yet,
has been moving the date of the GIE to
August, the time of the year marking a
mid-summer slowdown for most poten-
tial show goers. That would, of course,
allow the GIE to visit northern cities. But
that's not presently on the Board'’s radar
as its members gear up to renegotiate
the next five-year agreement among
the three associations.

“We've done a good job of meeting
the strategic goals set by the GIE board,
including the square footage growth
per year,"” adds Ellison.
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YOUR BUSINESS

Far-sighted individuals such as ALCA’s  ment for the initial joint trade show in
Ron Kujawa, PGMS'’s Earl Wilson and

PLCAA'’s representative Dave Fuller soon

1990. It wasn't long before disagreements
threatened its future, one of the key issues

thereafter helped hammer out an agree- being PLCAA's role as the show manager.
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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.

A BT40
Pneumatic Delivery System

HC 1410
Track Mounted Recycler

HC 2400-B
Asphalt Roofing Recycler ¥

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

www.petersonpacific.com

800/269-6520 e  Fax 541/689-0804 e

Circle 111
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“We had to get a lot of kinks worked
out. It was a big job to keep everybody
happy,” recalls Wilson, who turned 79 on
Oct. 3 but still attends every GIE.

It wasn't until the mid-1990s, in fact,
that the three associations settled most of
their key disagreements, and the GIE's
long-term prospects looked more solid.

“There’s a lot better spirit of working
together. It's been quite a change from the
first time [ was on the Board,” says two-
time supplier rep Michael Dietrich of
LESCO.

“Yes, the board has had its ups and
downs,” agrees Gerald Grossi, also a sec-
ond-termer, “but the cooperation among
the three associations is very good now.”

This cooperation has given the GIE a
firmer base upon which to grow and
evolve. And, just like the industry, the GIE
has changed and evolved.

“Over the last decade, the industry has
become so integrated with companies of-
fering all varieties of different services that
we need to have this broad-based show,”
says Robert Andrews, a former president of
PLCAA and one of the early GIE support-
ers. “From the industry’s standpoint, and
from the standpoint of the exhibitors, hav-
ing this one big event is a good idea.” Lm

Read
More

v.landscapemanagement.net

Visit our Web site for even more
information and statistics on the
Green Industry Expo.
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A pertfect fit. Every time.

Introducing Easy Fit Compression Fittings.

Rain Bird's new Easy Fit Compression |
Fittings accept multiple sizes of tubing, : 7 '
allowing you to carry less inventory — and P s
still get the job done right. + ared od to accept
What's more, we've engineered a new easy
fit design reducing the amount of force
needed to insert the tubing, saving you time y
and effort in the field. After a few hours on
the job, you'll thank us. N
['—;
A

Use Easy Fit fittings instead of the 600 and Made of durable, UV resistant plastic,
700 series compression fittings. Available the fittings house a Buna seal to ensure
in elbow, coupling and tee, the fittings are long-term leak free connections
compatible with .63”-.71" (16mm-18mm)

OD tubing. Easy Fit Compression Fittings.
Install Confidence. Install Rain Bird.

na

valiac n
mpatible

RAIN I BIRD

For more information, call 1-800-RAINBIRD or visit www.rainbird.com
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ES SUPER DUTY
Up to 21,500 Ibs. of towing power (F-350 — F-550)
New availoble Power Stroke * diesel and 5-speed automatic TorgShift ~ transmission
Highest available torque and diesel horsepower in its class”
Available in Regular Cab, SuperCab or Crew Cab

E-SERIES

E-Series s the full size van soles leader 24 years running

Only full-range van to offer diesel power

Widest range of bodystyles and GVWRs up to 14,050 Ibs.

Wheelboses up to 176 www.commtruck ford.com
On 6.0L Power Stroke ™ diesel engines with outomotic tronsmission or 800-301-7430
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BY JASON STAHL /
MANAGING EDITOR

Etten, you'd half-believe
that a cut in his arm would
yield a torrent of potting soil.
Ornamentals, turfgrass and an-
nuals are the kinds of things
that give him goosebumps.
Who else would spend his
spare time planting heirloom
varieties of seeds to grow things
that cause people to gasp and
say, “What the heck is that?”
That's part of what he cur-
rently does as landscape man-
ager for Hoffman Develop-
ment, a company that owns a
variety of car washes and Jiffy
Lubes. Lately, customers getting
their oil changed have been call-
ing headquarters to ask about a
silvery gray mystery plant that
Van Etten surprised them with.
“It's a cardoon, an orna-
mental artichoke plant,” he
says. “It has a strong vertical el-
ement to it, and around this
time of year bears edible arti-
chokes. Past their prime as a

I f you know John Van

GROUNDS MANAGEMENT

vegetable, it blooms a purple
flower like a centurion.”

From as early as the age of 9
or 10, Van Etten distinctly re-
members developing a great
love of the outdoors. At first,
wildlife biology was his target.
During his high school years,
he did a stint at a vocational
technical school and majored in
landscape conservation. Ulti-
mately, it was a friend who
steered him from the wildlife
conservation track.

“He was a wildlife conserva-
tion officer, and told me my
chances of getting a job in that
field in New York were slim
because it was so competitive,”
Van Etten says.

After eaming an ornamental
horticulture degree from the
State University of New York-
Uoster, Van Etten immersed
himself in a variety of occupa-
tions, from tree climber to
greenhouse manager to land-
scaper, to “know how things
should be done.” Running his
own landscape business was
never a thought. “My decision

was based a lot on the seasonal-
ity of the occupation,” he recalls.

In 1986, he found a job he
would remain at for the next
17 years: grounds superinten-
dent of Mohonk Mountain
House, a resort in New Paltz,
NY. And so also began a 17-
year battle with deer that tried
to ravage his plants. In the
process, he became the fore-
most authority on the subject,
writing articles in national mag-
azines and contributing valu-
able research to local coopera-
tive extension services.

Along the way, he joined the
Professional Grounds Manage-
ment Society, but he was more
than just a token member. As
with all of his endeavors, he rose
from the pack to become vice
president of the society’s North-
east Branch. This year, he will
become a member of the Board
of Directors.

“The Society has afforded
me the opportunities and tools
to excel as a professional,” Van
Etten says. “Their certification
programs are top-notch in that
they impart inspiration for suc-
cess by challenging your skills
and abilities.”
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Career Timeline
1979-80 — Works at first job
in industry at Vineyard Lodge

Resort in Uoster Park, NY

1981-83 — Manages the
nursery at Adam'’s Fairacre
Farms, a retail garden center

1984 — Graduates from SUNY
Uoster with a degree in
Ornamental Horticulture

1984-85 — Works as a tree
climber for Mountain
Tree Care

1985-86 — Works as a land-
scape foreman and supervisor
for Cedar Ridge Landscaping

1986 — Hired as grounds
foreman for Mohonk
Mountain House

1994 — Joined PGMS

1995 — Promoted to grounds
superintendent for Mohonk

2001 — Elected vice president
of PGMS'’s Northeast Branch

2002 — Hired as the landscape
manager for Hoffman
Development

For another profile, turn to page 30 »
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Water. It's what keeps the world

alive. As the world’s largest manu-

1he &
Intelllgent facturer of irrigation products, we
Use Of Water' M believe it is our responsibility to

develop technologies that use
water efficiently. Over the past
seven decades, our pioneering
efforts have resulted in more than
130 patents. From central control
systems and automatic shut-off
devices to pressure regulating
components and low volume drip
irrigation, Rain Bird designs
products that use water wisely.
And our commitment extends
beyond products to education,
training and services for our

industry and our communities.

The need to conserve water has
never been greater. We want to
do even more, and with your help,
we can. Visit www.rainbird.com
for more information about

The Intelligent Use of Water.”

RaIN R BIRD

www.rainbird.com Circle No. 101


http://www.rainbird.com
http://www.rainbird.com

Roger Mqgls(lely (ﬂ

LAWN CARE

BY RON HALL /
EDITOR-IN-CHIEF

or decades, the Weed
F Man, founded by vi-

sionary Des Rice in the
early 1970s, stayed pretty
much north of the border. Al-
though its franchise opera-
tions spanned Canada from
coast to coast, making it the
single largest lawn care
provider there, it had virtually
no impact in the U.S. mar-
ket...that is, until Roger Mon-
geon came along.

It seems strange to be hon-
oring a chemical engineer with
our “Person of the Year”
award. But the startling growth
of the Weed Man brand in the
United States over the past
three years testifies to his busi-
ness acumen, much of it
gained during a 10-year stint in
management with Union Car-
bide. In fact, that's where
Mongeon was working when
he recalls recognizing the op-
portunities that lawn care can
offer an entrepreneurial spirit.

“We were having dinner
with a neighbor in Toronto and
he was telling me about his
Weed Man franchise,” says

Mongeon. “When he took me
to his computer and showed
me what he was doing, [ could
hardly believe it.”

Soon thereafter, Mongeon
switched careers and pur-
chased a franchise of his own
in Hull, Quebec Province,
which is just across the river
from Ottawa, the nation’s cap-
ital. He didn’t stop there.
Within seven years, he had ex-
panded the operation with
franchises in Montreal and On-
tario Province. More recently,
his company moved into
British Columbia. This season,
his company’s Canada loca-
tions will record sales of about
$60 million.

But Mongeon is not con-
taining his vision or his ambi-
tions to Canada. He feels
there’s plenty of opportunity
for the Weed Man in the U.S.
market in spite of larger and
better-established operations
such as TruGreen-ChemLawn
and The Lawn Doctor.

After a start that saw Weed
Man struggle to reach $1 mil-
lion in annual sales after two
years, he sees the Weed Man
building momentum. He
points to two primary reasons:

1. The recruitment of a
small group of savvy U.S. lawn
care operators to serve as sub
franchisers. “It’s been one of
the joys of my business life to
work with the professionals we
have,” says Mongeon.

2. The implementation of
standardized business, training
and support systems in every
franchise location. “Every time
we ran into a problem,
we developed a system,”
he recalls.

This season, Weed Man
U.S.A. will have sales of $17
million and Mongeon is bud-
geting revenues of $22 million
for 2004. Within 10 years, he's
confident that revenues will hit
the $200 million mark.

Are there any clouds on the
horizon? You bet, he says, tick-
ing off telemarketing do-not-
call restrictions and the use of
lawn care chemicals as the in-
dustry’s two greatest long-term
challenges.

“It’s a fight, no doubt about
it,” says Mongeon. “We've lost
the pesticide battle in Quebec,
but in the end, IPM (integrated
pest management) will win out
if there is any intelligence in
this world.”

Mongeon has also been on
the forefront of the battle
against unreasonable (in some
cases nonsensical) anti-lawn
care legislation in Canada, par-
ticularly in Quebec Province.
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Career Timeline
1977 — Graduates from the
University of Ottawa with a
B.S. in Chemical Engineering

1977 — Joins Union Carbide,
starting a 10-year career in
various management positions

1987 — Purchases first Weed
Man franchise in Hull, Quebec

1989 — Purchases Weed Man
Montreal, Quebec

1994 — Gathers a group of
shareholders and employees
from an inner circle of family,
friends and former colleagues
and expands into Ontario

1995 — Sees franchising oppor-
tunity in the United Sates. Turf
Holdings Inc. incorporates and
begins campaign to sell Weed
Man franchises

1997 — Opens first corporate
office in the U.S.: Weed Man
Denver, CO

1998 — Opens second U.S.
office in Minneapolis, MN

1999 — Expands Canadian
operations to British Columbia

2002— Joins a coalition of
lawn care professionals and
helps develop a strategy to
help the Canadian Lawn Care
industry battle negative
environmental pressures

For another profile, turn to page 32 »
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Turning over the Crystal Ball

BY RON HALL /
EDITOR-IN-CHIEF

_# ‘v{ one of us can predict
fy é?;‘*%.’ﬂ the future with any
i - certainty. Some of us
help build it, however. For al-
most 30 years, Tom Lied was
the chairman of the Crystal
Ball Committee, and he has
been and remains a great
builder whether he's designing
a project in which he remains
active or, on a grander scale,
building an industry. He's re-
cently passed on the latter task
to colleagues.

We think it entirely proper
to honor Tom Lied a second
time within the pages of our
magazine, recognizing, in par-
ticular, his efforts in advancing
the mission the Associated
Landscape Contractors of
America (ALCA). Indeed, it’s
difficult to conceive of the
landscape industry without
ALCA, which he helped found
in 1962, and the Crystal Ball
Committee that to this day re-
mains critically vital to the in-
dustry’s maturation.

Lied credits some Califor-
nia landscapers, who were al-
ready benefiting from their
own organization, for planting
the seed for a national associa-
tion of landscape contractors.
Taking that idea, he and a
handful of other landscapers
met at LaSalle Hotel in
Chicago.

Tom Lied
Special "lifetime’
achievement

“The questions we asked
ourselves were: Should we
have a national organization? If
so, what should it be called?
How do we get it started?” re-
calls Lied.

“Then we went about writ-
ing the bylaws, choosing a
name and choosing a location
for our first Dutch-treat con-
vention. It was in New Or-
leans, and we chose our first
president, Julian Graham.”

Six years later, Lied served
as ALCA'’s president. When he
left the office, he didn't leave
his enthusiasm for the organi-
zation behind. Instead, he and
several other like-minded land-
scapers came up with the idea
of the Crystal Ball Committee.
The Committee’s protocol and
goals have remained basically
the same for almost 30 years.

“We were an emerging in-
dustry that was hard pressed to
keep pace with the activity
that was requested of it,"” says

LANDSCAPE CONTRACTING

Lied of the early days of the
Committee. “We had to make
time to find a way to help plan
the future of our industry
rather than respond to what

was dealt to us.”

The Committee found its
voice at the Lieds’ rustic north
woods cabin where small
groups of landscapers met al-
most annually for more than 20
years. These friendly but in-
tense brainstorming sessions
produced documents and
guidelines that thousands of
landscapers now rely upon.

While Lied turned the
Committee over to others in
2002 and his service with
ALCA is behind him, he’s grat-
ified to see both entities con-
tinue and prosper. “It’s a great
thing to see other people pick
up on your ideas and carry
them forward and make them
much better than you ever
conceived. And that’s what's
happening now.” 1m
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Career Timeline

1942 — Tom works summers,
Saturdays at father's (Delmar)
new landscape business

1955 — Receives degree in
Ornamental Horticulture
from Michigan State; minors
in Landscape Architecture

1956 — Returns to the
family business

1961 — President of Wisconsin
Nurserymen’s Association

1962 — One of the original
founders of ALCA; buys half
of family operation, becomes
full partner with father

1965 — Helps to found the
Wisconsin Landscape Contrac-
tors Association (WLCA)

1966 — Incorporates company
as Lied’s Nursery Co., Inc.

1967 — President of WLCA
1969 — President of ALCA

1970 — Joins with other ALCA
members to form Crystal Ball
Committee

1970-2002 — Chairs Crystal Ball
Committee

1984 — Robert Lied, Tom's son,
joins the firm. Three genera-
tions (Del, Tom, Robb) run the
family business

1993 — Receives first ALCA
Landscape Service Award, now
called the Lifetime Leadership
Award

1996 — Robb becomes
president of Lied's; Tom,
CEO and landscape architect

2003 — Tom and Carol Lied
celebrate 50 years of marriage
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YOUR BUSINESS

Eliminate the

weEad

v

In the service =

industry, it’s
probably your
people

BY BILL HOOPES

believe the old adage, “A chain
is only as strong as its weakest
link.” And the more time |
spend in the lawn service in-
dustry, the more I'm convinced
that critical link is spelled
p-e-o-p-l-e.

People are critical to success.

Ask yourself the question that’s con-
stantly on our minds at Scotts LawnSer-
vice (SLS): “Are we doing enough to
ensure that our people are adequately
prepared and enabled to perform in a
satisfactory manner? Or, do we blame
staff failures on the old ‘hack’ — that
there just aren’t any good people out
there anymore.”

Each year, businesses prepare an an-
nual budget. Ours is based on and reflects
what we want and expect to happen the
following season. We look at history, the
economy, homeowner buying trends, reg-
ulations and a host of other factors. Then,
after hours of discussions and dickering on
the computer, we finalize the plan.
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Historically, the decisions about how to
grow the business, do a great job of servic-
ing and retaining our customers, and en-

hancing our professional image tend to as-
sume that somehow the people will be
there. The reason we make this assump-
tion is because it just cannot be any other
way. You must have people.

No plan will succeed without an effec-
tive team of people. But ensuring that
they're present, prepared, empowered and
well directed isn’t simple. Still, the plans
are communicated and, too often, the dice
are rolled.

I never cease to be amazed at how
many of us gamble each year that we'll be
able to find and keep enough of the right
kind of people to “make it happen.”

Stop rolling the dice

At Scotts, we realized that, without a staff

of top quality stars in our branches, we

couldn’t properly support our brand and its

time-tested image of trustworthy reliability.
We realized that whether or not the

Scotts patented fertilizer around which we
build our product programs is the best, suc-
cess in the service sector would elude us with-
out the delivery system. We decided that the
only prudent thing to do would be to make a
sizeable commitment to our associates. It’s all
about lawn service professionalism.

As a past president of the Professional
Lawn Care Association of America
(PLCAA), I've been fortunate to meet
and share experiences with business peo-
ple coast to coast, and I know we're all in
this together.

It is generally believed that many if not
most homeowners think that all lawn ser-
vices are pretty much alike, and that we
[LCOs] are going to deliver somewhat less
than expected levels of service.

Part of the problem is that most of us
sell hard. In our enthusiasm, we promise
or leave the impression that, once home-
owners are on our service, their problems
are history no matter the weather, water
restrictions, etc. So, in a sense, we've cre-
ated the monster.

To succeed in delivering on our
promises, it becomes apparent that our
people are pivotal. As the customer de-
cides whether to cancel his or her service,
the fertilizer manufacturer or weed con-
trols we use in our services become less a
decisive part of the process.

continued on page 36
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DIMENSION
WON'T
STAIN.

%, Dow AgroSciences
There are some things in life you can count on. w - *
Like Dimension® herbicide. You can count on it to control all DlmeHSIon
season long. You can count on it to provide early postemergent : »
control of crabgrass. And you can count on it not to stain. Specialty Herbicide
With Dimension, there's never a doubt. ALL YOU NEED. ALL SEASON LONG.

For the latest university trials from your region, visit our Web site at www.DimensionHerbicide.com

*Trademark of Dow AgroSciences LLC. Always read and follow label directions




YOUR BUSINESS

continued from page 34

So, we've come full circle. Once again,
it seems like it’s all about people. In order
to succeed, we've all got to pay special at-
tention to our investment in what the con-
sultants now refer to as “human capital” —
so that people will receive the same con-
sideration as a new truck or pump system
in the business planning process. And hey,
if calling people “human capital” helps ele-
vate the importance of our people, then
“human capital” it is.

If you want a professional image, put
professionals in your trucks. At Scotts, we
made a decision to invest heavily in our as-
sociates. We're currently doing that, and to
remain competitive you may have to do
the same. Providing a higher level of pro-
fessionalism in America’s residential neigh-
borhoods will only serve to help us all.

Below are some of the people-focused
activities that make up our SLS strategy.
You won't find any magic, and nothing is
proprietary. Use what you like but take
away an understanding of one company’s
commitment to what [ believe is the most
important link in the success chain: people.

» Create a company culture. Our culture
is based on a long and ongoing commit-
ment to providing the best possible service
and results. We understand that doing this
takes a sizeable up-front investment. We're
making that investment. Incentive pro-
grams for our field-based associates now
emphasize service and customer retention
versus just revenue creation. We want all
associates to understand clearly how im-
portant quality and professionalism are at
our company.

» Commit to the strongest possible staff.
As everyone knows, people will make the
difference. In our hiring process, we're
committed to searching for those folks
who stand the best chance of success. We
screen for those who want our job versus
just any job. We work hard to get referrals
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Training both in and out of the class-

room helps create careers, not jobs.

from our current associates because we've
learned they make the best new hires. And
we understand that, if we run a shoddy op-
eration, we'll never retain the kind of asso-
ciates it will take to continue growing. Of
course, top industry compensation, bene-
fits and a positive workplace environment
with reasonable goals and hours are all part
of the plan.

» Train and develop employees. To help
attract and keep the best associates, we've
developed a Career Path Development
Plan. We want each field associate to view
his/her job as a career rather than just a
job. We don'’t refer to treatment folks as
technicians — they're Territory Service
Representatives.

Each new TSR begins his/her career as
a TSR Trainee. Then, through a combina-
tion of in-class training, on-the-job experi-
ences, examinations, “check rides” and
time on the job, the trainee moves to TSR
level 1, 2, 3 and on to Senior TSR.

The whole process can be accom-
plished in just over two years. At our com-
pany, the days of the “lawn tech” are gone.

LANDSCAPE MANAGEMENT / NOVEMBER 2003 / www.landscapemanagement.net
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ways to
strength

your chain

» Create a company culture

» Commit to the strongest
possible staff

en

» Train and develop employees

» Offer great service line products,
programs and results

» Conduct management
development

» Push ongoing positive
reinforcement

» Give maximum support for the
field organization

» Offer great service line products, pro-
grams and results. Nobody wants to work
hard at delivering on customer expecta-
tions, then be disappointed because the
products or programs weren't up to snuff.
We don't allow our TSRs to fail. Each per-
son on the branch team knows why our
programs are the best they can be.

» Conduct management development.
Your best people will demand the opportu-
nity to grow. And, if you want your com-
pany to grow, you'll need to think about
succession planning. Who will fill the next
expansion opening? Our MOTS Program
(Management Operations Training School)
is now in its third year. Each new first level
supervisor is trained in basic supervision,
company philosophies and standards. This




program focuses mostly on the skills
needed to lead effectively. Promising first
level sales, service and office managers who
qualify go through second and third stages
of management and leadership training.
Once the three-part development program
is completed, the Branch Manager candi-
date is ready to be promoted to a position
with greater responsibility.

» Push ongoing positive reinforcement.
If you want to extend positive motivation,
most of us understand that money alone
isn't the answer. While compensation and
benefits are expected to be on par with in-
dustry standards, our managers know that
we appreciate and value their contribution.
Whether driven to grow inside the organi-
zation or to simply be appreciated and as-
sured of a great career, we emphasize con-
stant positive feedback to our branch staffs.
From TSRs up, we recognize our people at
each mandatory Monday morning meeting.
We supply branch managers with special
“Kudo Cards,” awarded for doing a great
job. The Scotts Company has recently
kicked off the new “Star Program.” Associ-
ates who have a good idea, do a good deed
in the community or make a significant
contribution in some other way can win up
to $10,000. And to keep the growing
going, we offer our staff the PLCAA
[CTP] Certified Turf Professional and
[COLP] Certified Ornamental Landscape
Professional certification programs.

» Give maximum support to the field
organization. This year, we provided a spe-
cially trained and qualified FSM or Field
Support Manager in each operating region.
The FSM is there to support sales, cus-
tomer service and operational areas.
Whether helping to open a new location or
giving a hand to a struggling new field
manager, we have made this additional in-
vestment to ensure that our managers have
the skills and tools necessary throughout

the year. To further support operations,

FSMs work closely with branch Training performance standards are being met. Lm

Coordinators, veterans who mentor new
hires and ensure our front line people are

correctly and completely trained and that

— The author is Director of Training for

Scotts LaunService. He can be reached

at 937/644-7207.

The revolutionary and patented seeding
system on the Express Blower™ is unlike
anything you have ever experienced.

Seed a lawn, a slope, a berm, a rooftop
terrace, or even a riverbank — all in one easy,
calibrated process. Call us today and ask
how an Express Blower™ truck can increase
the profitability of your business.

Terraseeding”™
Erosion Control
Athletic Fields

=

800-285-7227

www.expressblower.com
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wmese | award-winning landscape management

Grand Ole Opry

2002 PGMS Grand Award Winner for
Amusement/Theme Park

Property at a glance

Location: Nashville, TN

Grounds Supervisor: Mac Smith
Category: Amusement/Theme Park
Total budget: $126,000

Year site built: 1974

Acres of turf: 0.5

Acres of woody ornamentals: 2.9
Acres of display beds: 6,200 sq. ft.
Total paved area: 3 acres

Total man-hours/week: 135

Maintenance challenges

P Container gardening — 34 baskets
and 73 containers

Project checklist

Completed in last two years:
P Installation of Christmas décor

P Additional grounds maintained by
staff — General Jackson Showboat &
Ryman Auditorium

On the job

P 4 full-time staff, 0 seasonal employ-
ees, 0 licensed pesticide applicators

LANDSCAPE MANAGEMENT / NOVEMBER 2003 / www.landscapemanagement.net

Just as the Grand Ole Opry is an insti-
tution in Nashville, TN, so is Mac
Smith. Smith has worked there since
1970, when he started as a seasonal
worker. In fact, his early experience at
the Grand Ole Opry made him change
his mind about wanting to be
a forest ranger.

“I switched my major from
agriculture to ornamental hor-
ticulture,” Smith recalls. “I just
loved the stuff | was doing at
the Grand Ole Opry.”

Smith also says his love of
the outdoors came from his
grandmother and mother,
both of whom were avid gardeners.
When relaxing at home, he does his
own personal gardening, but he also
likes to fish and golf. But he makes it
clear that his job at the Grand Ole
Opry doesn’t give him much time for
these things.

“It's a 24-hour job with all the stuff
that's going on,” he says. “The biggest
challenge is the amount of work we have
to do with the size staff we have.”

The four-man staff not only is respon-

MANAGEMENT!

There's not much to mow at the
Grand Ole Opry, but every task
puts strain on the crew’s time.

sible for the Grand Ole Opry grounds
but the exterior cleaning of all sidewalks
and buildings.

“I'm comfortable with our staff size
right now, but our workload pushes us,”
Smith says. “We receive extra projects
that don't pertain to horticulture, and
those dictate what we can do and when.”

This year, the staff added the exterior
grounds for the General Jackson Show-
boat located on the Cumberland River
to their responsibilities.

Editors’ note: Landscape Management is the exclusive sponsor
of the Green Star Professional Grounds Management Awards
for outstanding management of residential, commercial
and institutional landscapes. The 2003 winners will be
named at the annual meeting of the Professional

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


http://www.pgms.org

wowing visitors.
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TECHNOLOGY THAT WORKS

Recover an ailing business

, with the

right software

BY SUE GUARD

hat are the
symptoms
of having too
much software
to deal with?
There is confu-
sion, bewilder-
ment, inconsistency, head-
aches, sighing, tension, too
much time spent searching for
the “right” disc, ad infinitim.

Short of employing a com-
puter consultant or business
software expert, get out pencil
and paper and jot down what
you absolutely require to run
your business more efficiently.
Then, pitch any discs that don’t
comply to your standards and
only confuse your work effort.

Most software today has
been designed and written just
for the Green Industry by for-
mer Green Industry folks.

Some has been written by
pros who understand the com-
plexities and problems facing
landscapers today.

Though some software pro-
grams are limited in scope, oth-
ers provide fully integrated
business solutions, but you have

to do a bit of research yourself.
Log on to the vendors' Web
sites to see exactly what's avail-
able, how it fits your business
requirements and if it's compat-
ible with your PC or Mac
system.

Several companies even
provide a “sample” of their pro-
grams and allow you to down-
load a portion of their software
for you to “taste test.”

Remember, though, a soft-
ware system should increase
your productivity and give
you significant information for
making reasonable business
decisions. Information should
be accurate, up-to-date and
professional.You'll find the
great majority of software
vendors provide their services,
technical support and assis-
tance in an honest and credi-
ble manner.

Keep the table that follows
in a handy place for quick ref-
erence when the need arises.

Remember, the right soft-
ware will cut your labor signifi-
cantly; the wrong software may
cut your profits significantly.
Know what you need by the

need to know. Lm

_Software solutions

for landscape management

ARBOR CARE

Management Systems
812/876-7664

www. turftree.com

= ArborGold

ACRT Inc.

800/622-2562
www.acrtinc.com

= Tree Manager

® Community Tree Manager
(for municipalities)

BUSINESS MANAGEMENT

Adkad

800/586-4683
www.adkad.com

® GroundsKeeper

® GroundsKeeperPro 2000
= Blizzard Buster (Snow
Removal)

Alocet

877/529-6659
www.lawnmonkey.com

® | awn Monkey 2001 Pro

= | M2001 ProPlus

= | M2001 Full Service Deluxe
® QuickBooks Express

Appian Logistics
800/893-1250
www.appianlogistics.com
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® DirectRoute
u SchedulePro

Compuscapes
800/350-3534
WWW.COMPUSCAPES.com

u Compuscapes

u StandAlone Interiorscape

DK Enterprises
570/722-1950
www.dkenet.com/
winlawn.html

® WinLawn Pro

Definity Software
602/614-5983
www.definitysoftware.com
= Definity Total Management
Software

Dynamic Mobile Data
732/302-1700
www.dmdsys.com

® Heads Up! Appointment
Mgmt System

FMC Corp
215/299-6014

www. fmc-apgspec.com
® FMC’s SmartBiz

continued on page 42
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ITS IN TIGHT
BUDGETS T00.

Tight work spaces come with lots of jobs. And so do tight budgets. But you
can tackle both challenges with a line of Cat® machines sized for your work.

In fact, your Cat Dealer offers a full line of new, used and rental machines like
Skid Steer Loaders, Mini Hydraulic Excavators and Compact Wheel Loaders.
They pack a lot of power into a little space...but don't eat up a lot of your budget.

Your Cat Dealer also carries a large inventory of Work Tools matched to the
jobs you do. And, they'll work with you on financing options to meet your needs.

Stop by your local Cat Dealer today and see how Cat machines can fit nicely
into tight spaces, tight budgets and your business.

You can find more information on Cat Products and Services at

www.catproductinfo.com.

Excavators
174-2M

7+ Work Tool Types®

* Cat Waork Tools also fit on
other-make machines

YT IY I YT

CATERPILLAR

© 2003 Caterpillar

Circle No. 113
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TECHNOLOGY THAT WORKS

_Software solutions cuusmues

Include Software Sensible Software www.3dnature.com
800/475-0311 800/635-8485 = Visual Nature Studio GardenSoft
www.include.com www.clip.com = World Construction Set 805/499-9689
® Asset Integrated Business ® QuickCLIP 2001 Drafix ® GardenWorks/Plant
M Mast
i Slice Technologies 800/231-8574 e L0 il L
Intac International 800/543-7249 www.drafix.com B
800/724-7899 www.sliceplus.com ® ProLandscape LS| Software
www.wintac.net = SLICEplus for Landscape 905/947-0516
: . Nemetschek
® \Wintac Pro Multi-user Net- Contracting ® | andScape lllustrator
work Edition = SLICEplus for Landscape el
; . : www.nemetscek.net/land-
= Wintac Pro Single-user Maintenance ;
= \Wintac Green ® Slice Business Suite ik sl
® \VectorWorks Landmark 10 281/494-3636
A = :
New irsm-gslggg Business ;;:eAh’/lbaor:aszerr;;;;gS)ystems Korth At Groats MobilEyes
800/772-2040 Dynamic Mobile Data
snee gl gt www.nagreen.com (see Business Mgmt listing)
= Bysi - 2 .
By sokaer Eronecehey = Erosion Control Materials = MobileDispatch
Obex Data Services Timbre Design Software = Automatic Vehicle Location
800/464-6239 97%3?-5200 (AVL)
www.obexdata.com www.timbersoftware.com = 5
= Gra$$ Billing Service = Solstice 2.0 for Pocket PCs DUy S
j 800/776-0103 Trims Software
Orange Enterprises UDS, Green Industry www.designimaginggroup. 800/608-7467
800/656-7264 Software com ® Grounds Mgmt Software
www.orangsoftware.com 800/626-7247 ® DesignWare
IRRIGATION
= Tiger Jill www.activeapplications.com = CAD SW W
ok g R
Performance Software Tech L :ﬁt:: T::\E‘:zfns Mot W EDithggNSi\I:/\t SW 800/994-0380
800/624-8244 5o ftwarrZ pega 9 9 www.automata-inc.com
www.gost.com Eagle Point Software = Aqua-Tel TDR
= Route Rite Legend Vander Kooi 800/678-6565 ® Field Commander
® PenWriter 800/464-6239 www.landcadd.com ® Flow Abacus
Www. I -
Qqest Software a\A o;/sarB)cjzrk;?r:com N ta;;grcf::;d Hunter Industries
800/733-8839 T R 800/733-2823
Software = Advanced Irrigation ; )
www.qqest.com = Bid Riaht Estimatin www. hunterindustries.com
® ManagerPlus Sohwa?e 9 Software Republic ® Several irrigation mgmt
= Time & Attendance 281/463-8804 software programs available
3 ; :
Qgest Payroll Services Vang;(a)r:‘!sgcémputer :AEA:;/és:lr;twammpublrc. com Orbit Iigation
SRR ctree www.camelotsoftware.com = RainCAD Suite ScesTI-eld
800/999-1159 : i i www.orbitonline.com
; ® Camelot Classic ® Photoscapes . .
www.rappind.com I = Sprinkler Design Software
1 ® Camelot Professional ; R
® | andscape Business Mgmt Single Vista Outdoor Lighting
ST = Camelot Gold Network 800”3’.6524;;: ol =
Real Green Systems s FARANEIGIRIS: Rf\ﬁ?)?e'\ vlandscapemanagement. net
800/422-7478 ik \ Visit our Web site to
www.realgreen.com 3D Natiwe LLL ® Earthscapes see more software
g ’ providers.
®awn & Pest Assistant Ill KT
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— A TOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT —

BAM MOWERS . GEAR & HYDRO
Available with a 27 or 34 HP g = DRIVE WALKS

TURBO diesel engine, in 61" L ~Available with a I3 to 18 HP
“or 72" cutting widths. W Kawasaki or Kohler engine,

in 32" to 52" cutting widths

SMALL, INTERMEDIATE 1 AERATORS

& LARGE ZTH MOWERS Available with a 3.5 or 4 HP B&S
Available with Kawasaki or \dania or Honda engine, in 19", 25.5"
Kohler engines from 18 to 27 w or 36" aerating widths, and a
HP, in 42", 48", 52", 61" and 72" © variable aerating depth up to 3".

cutting widths.

SOD CUTTER ' DETHATCHERS
Available with a 5.5 HP 1 . Multi-function bagger,
Honda engine, in an 18" \ M seeder and dethatchers,
cutting width, and a variable ¢ W% available with a 5.5 HP

cutting depth up to 2.5". B&S or Honda engine.

* Subject to credit approval. Financing available through Advantage Finance Inc. on minimum purchase of $2000.00 of Husqvarna
equipment. If amount financed is paid in full by March |, 2004, no interest will be charged. If amount financed is NOT paid in full by
March 1,2004, interest at 9.75% A.PR. will be charged from the date of purchase, with first payment due April |1,2004.

SPEED. POWER. HANDLING



THE FOREST, LAWN & GARDEN
EQUIPMENT OF

am an
v
-y

\ HEDGE & POLE TRIMMERS ) HAND-HELD AND
Seven models available in blade BACKPACK BLOWERS
lengths of 21.5", 24", 28.5", 30" / Available in four models with air
and 39" with reaches up to I3’ . velocities from 128 to 190 mph,
€x' and articulating, adjustable ™~ with cylinder displacement
# cutting blades. o d cu. in. ranging from 1.5 (25.4)
to 3.6 (59.2).
CHAIN SAWS
\ - 17 models with HP ranging
7, 3) from 2.1 to 8.4, bar lengths
\S from 12" to 72", and truly
superior Husqvarna features
and engineering. Husqvarna leads the way as the
Total Source Solution for outdoor
TRIMMERS AND EDGERS power equipment. To see for
A\ Seven pro models with powerful yourself, locate the Husqvarna
\ 1.2 to 1.5 HP engines. Select servicing retailer nearest you by
models feature E-Tech® calling 1-800-HUSKY 62 or visit
high-torque engines. www.husqvarna.com
ERFORMANCE.®Husqvar.mnmam
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Sharp ideas

BY CURT HARLER

sharp mower
blade is just as

for the shop

important to
maintaining good  ends of the blade at the original mower blades at affordable
turf quality as angle, being sure to remove price
variety, selec- equal amounts of material from = Two wheels allow cleaning

tion and regu-  each end. This maintains blade blades before sharpening
lar nitrogen applications. balance. Don'’t grind around = 10-in. wire brush
A dull blade damages grass the corner at the blade’s tip. = 9-in, premium ceramic wheel
leaves, leaving them prone to If the cutting edge cannot Circle #256
disease. It leaves behind a be sharpened in a straight
ragged, ratty looking lawn. The  line to within one-eighth GREENLINE
solution is to sharpen mower inch of the end, replace 800/356-0171

blades regularly and properly. the blade. e — REIDSVILLE, GA
According to engineers at Don't force a blade www.greenlinedist.com

Magna-Matic Corp., Waldo, into the grinder. This will heat ~ STENS A = Rotary blade grinders meet

WI, the first step is to clean the  the blade, causing it to lose 800/457-7444 OEM specifications

blade. Check edges for nicks or ~ temper. JASPER, IN = For both right- and left-hand

burrs on the underside of the Check blade balance. Bal- www.stens.com blades

edge. If they're present, grind ance a blade by just grindinga = Wall mounted blade balancer u Simple handle-tumn changes

them off with a grinder. Take little more metal off the heavy s fast, accurate, professional bevel angle

off only the burr — don’t grind

end of the blade. Never try to

= Magnetic collar holds any

= All electronics are grounded

the underside of the blade. straighten a severely bent blade perfectly on center and enclosed

Typically, it's easiest touse ~ blade. Once you've finished = Ball bearing spindle will show = Both standard and wide-frame
the left hand to provide a firm,  balancing the blade and check-  even the slightest out-of- available
downward push to keep a flat,  ing it for straightness, clean any  balance blade Circle #257
constant contact and move the  jagged edges with a hand file. Circle #255
blade along the grinding wheel. When looking for a good LESCO
The right hand provides the blade sharpener, be sure the WALL ENTERPRISES 800/321-5325
back-and-forth motion against ~ unit will sharpen both standard ~ 800/354-5888 CLEVELAND, OH
the wheel. Lefties can do just and mulching blades. The bet- ~ NEW WHITELAND, IN www.lesco.com
the opposite. ter grinders also will sharpen ei-  www.rbggrinders.com = Blade Mate Wrench for

Next, engineers in the Stens  ther left-rotation or right-rota- = RBG-2191-DP half-hp Wide mower blade removal
Technical Service Department  tion blades. The broader the Frame Grinder = Provides increased leverage to
recommend sharpening both adjustment angle, the better. = Accommodates extra-long continued on page 48
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slarone is really Soing places.

-

il

Introducing TalstarOne. Highly Effective. Where You Need It.

When you're treating turf and ornamentals, TalstarOne™ solvents. It's non-irritating and non-staining. And once it

multi-insecticide is the only flowable you'll ever need. dries, it is virtually impossible to tell where it has been
sprayed. So no unsightly residues and no phytotoxicity.

That's because it has all the features and benefits you've Plus, it's compatible with herbicides, fungicides, insecticides

come to rely on from the Talstar® brand of products. It and liquid fertilizers.

has the proven performance and protection of its active

ingredient, bifenthrin. It's also a miticide and provides fast TalstarOne multi-insecticide. It's the only flowable product

knockdown and long-lasting control of over 75 different you'll ever need. For more information, contact our

turf, ornamental and common household pests. Pests that Customer Satisfaction Center at 1-800-321-1FMC, or

include mites, chinch bugs, mole crickets, leaf-feeding visit: www.talstar-one.com.

caterpillars, termites and all species of ants, including fire

ants, white-footed ants and odorous house ants.
TalstarOne multi-insecticide will replace Talstar* F insecticide. All existing inventory of
s AU R % S Talstar F insecticide is still actively registered. To make sure TalstarOne multi-insecticide is
And since TOIS'C"'OT\G mu|h-|nsecf|C|de Is water bOSGd ond registered in your state, check with state authorities or call 1-800-321-1FMC

contains no alpha-cyano group, it's tough on pests, but
easy on plants. It has no odorous or plant-damaging

R
@
| u N

© 2003 FMC Corporation
; M‘ FMC, the FMC logo, Talstar, TalstarOne and the TalstarOne logo are a star ne
trademarks of FMC Corporation. Always read and follow label directions. o
MULTI-INSECTICIDE
Circle No. 116
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continued from page 46 equipment, golf carts MAGNA-MATIC CORP.
loosen frozen pulley spindle = Can features protective cap 920/564-2366
bolts Circle #260 WALDO, WI

= Reduces risk of hazardous cuts www.magna-matic.com

if spindle bolt slips = Eliminates funnels and NATIONAL-SPENCER, INC. = MAG-103 Balancer Test

= Reduces problem of barked measuring cups 316/265-5601 Stand/Mounting Bracket works

knuckles Circle #259 WICHITA, KS with Magna-Matic balancer

Circle #258 www.zeeline.com = Set up in 5 different positions
RADIATOR SPECIALTY CO. = Model 6517 lubrication = Two ends of swivel in slots

EZ DISPENSING SYSTEMS A  877/464-4865 equipment package have specific stop points

877/224-7763 CHARLOTTE, NC = Works with oils, hydraulic = Wall mount in 3 different

BRIGHTON, MI www.gunk.com fluid, ATF, gear lube positions

www.ezdispensers.com = Puncture Seal M-1107 tire u 50-ft. hose reel standard Circle #262

= Mix 2-cycle fuel accurately inflator designed for non- = Comes with 1517 Preset Hose

with EZ Fueler highway uses End Meter with battery backup WIKCO INDUSTRIES

= Easy-to-use dial setting = Allows re-inflating flat tires to prevent memory loss 866/464-8893

= Dual-chambered system mixes in seconds Circle #261 www.wikco.com

oil and gas accurately u Formulated for mowers, turf = Mag-1000G and Mag-1000GC

Bring out the Potential in Your Most

SI())]I:?ICJ)TII) (%IFIS Valuable Resource - Your People!

by JP Horizons, Inc.

An unforgettable, two-day event that builds  December 15 & 16, 2003
sales skills, provides networking with the Scotisdale, AZ

best people in the industry and is driven ‘

by a year-long internet goal - tracking January 5 & 6, 2004

competition. St. Petersburg, FL

A dynamic two-day retreat  February 136 14 March 16 2 i
& for foremen, supervisors Oakland, CA Provl dem‘ Rl

and managers that builds,
energizes and motivates

goal oriented leaders all February 23 & 24 March5 & 6
year long. Atlanta, GA  Indianapolis, IN

Sponsored by JP HOI'izonS 877-JPH-JAMS Supported by

BHusqvarna INCORPORATED  Www,jphorizons.com Landscape
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are spindle type blade balancers

u Steel encased and polarized permanent
magnet

= Free rotating on dual instrument bearings
= Adjustable gauge rod to check if blade is
bent

Circle #263

NORTHERN TOOL & EQUIPMENT
800/556-7885

BURNSVILLE, MN
www.northerntool.com

= Catalog offers full line of shelving and
containers

= Modular systems, stackables, sliders
= Storage for parts, tools, components
= Available in plastic or steel

Circle #264

PERFORMANCE TRAILERS
937/427-7075

DAYTON, OH
www.landscaper-racks.com

= Trimmer rack set features spring steel
activated, self closing keeper flap

= Hooks with push away motion

= Designed for string trimmers but works with
anything you can snap in and snap out

Circle #265

KENT MANUFACTURING
800/330-KENT

VENICE, FL

www.kentmfg.com

= Add tool boxes, hauling space to golf carts
= Works with Club Car, E-Z-Go, Yamaha G-16
= Aluminum bodies take the shop to the field
Circle #266

ULTRA TOOL, INC.

608/429-4489

PARDEEVILLE, WI

= Jiffy Lift combines mower lift and

work station

= Handles up to 200 Ibs.

u Lifting forks allow mower to be worked on

in any position

m Special clamps even allow mower to be
turned over

Circle #267

Introducing

DRYCSSNN

WATERPROOF CONNECTORS
from King Innovation

; America s
Original p

WATERPROG ,’x.i._jv \
_DIRECT BURY

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.

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

You'll love the ease, simplicity and reliability of DryConn™ Waterproof Connectors...
America’s original patented filled connectors!

B K=

INNOVATION'™

Where Quality and Innovation Connect™

3801 Llovyd King Drive * St. Charles, Missouri 63304 + 636.519.5400 * www.kinginnovation.com

IR ©2003 KING Innovation

Circle 117
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| ask the expert

BY BALAKRISHNA RAO

Sick sycamore?
A sycamore tree in our customer’s yard
doesn’t seem to be losing its fruiting
bodies. We don’t remember this happen-
ing in past years. Is there something
wrong with these trees?

— CA

Based on your observations, it doesn’t ap-
pear that the sycamore trees are in any
danger. The trees can retain a few fruit
balls that will drop later. Perhaps in previ-
ous years you didn't see the fruit balls be-
cause the tree might not have had as many
fruits developed. Or they were aborted,
possibly killed by frost.

These undesirable fruit balls can drop
onto lawns, decks, etc. and cause a mess. To
manage the problem, treat with a plant
growth regulator called Florel. Although the
treatment timing is critical, not much is
known about the proper application timing
for sycamore. Reports indicate that treating
from full bloom to petal drop is preferred to
prevent pollination and subsequent fruit
elimination. However, more research is
needed to fine-tune the recommendations.

Reports also indicate that Florel plant
growth regulator can affect the paint on au-
tomobiles. Therefore, make sure the vehicles
are moved away from potential drift areas.

Wilting away

One of our employees said they heard

someone mention a product called

“Ammate,” which is used to prevent the

spread of oak wilt. What is it? How and

when we should use it? What does it do?
—IL

Looking through some literature, I found

that some professionals use fuel oil or fuel
oil plus ammonium sulfamate (Ammate)
to prevent the spread of oak wilt disease
fungus (ceratocystis fagacearum) from a dis-
eased tree to a healthy tree. Affected trees
should be treated by making a deep girdle
or axe cuts in roots and applying the mate-
rial to the runoff point. This should be per-
formed as soon as evidence of oak wilt is
detected and before the tree wilts 50%.
This treatment will kill the infected and
diseased tree and should prevent disease
spread to healthy oak trees nearby.

A large scale problem
Some of our customers’ magnolia trees
have many bumps on the stems that are
whitish in color. When squeezed, sap
comes out. Do you have any idea what
they might be?

— IL

Based on your field observation, the prob-
lem appears to be magnolia scale. Magnolia
scale (neolecanium comuparvum) is one of
the largest and most destructive pests on
magnolia trees. When mature, adult fe-
males can reach about 1/2-in. in diameter.
They are tan-brown, often covered with a
whitish, waxy material. They lose this
waxy coating at the time when the eggs
hatch and crawlers are produced. They're
commonly found on several species of
magnolia, such as saucer, star, lily and
cucumbertree.

Magnolia scale is a sucking pest, and can
build up on branches in large numbers year
after year. Growth of the tree can be re-
duced, and with heavy infestations, af-
fected branches often die, possibly leading
to death of the tree. This soft scale pro-

Manager of Research and Technical Development for the Davey Tree Expert Co., Kent, Ohio
SEND YOUR QUESTIONS TO: “Ask the Expert” Landscape Management; 7500 Old Oak Blvd.; Cleveland, OH 44130,
or email: sporter@advanstar.com. Please allow two to three months for an answer to appear.
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duces a large amount of honeydew, which
falls on the leaves and branches. A dark,
black colored fungus called sooty mold
grows on the honeydew. Sooty mold af-
fects photosynthesis and indirectly weak-
ens the tree.

Magnolia scales overwinter as dark col-
ored nymphs on twigs. As they molt in the
spring, you can distinguish between male
and female. Males are smaller (1/8 in.),
turn white and emerge as small pink to yel-
low gnat-like insects. Female scales con-
tinue to grow and, by June, change to a
brownish-purple color. At that time, they
begin producing large amounts of sticky
honeydew. By July, they develop a white
waxy coating and, by late July to early Au-
gust, the females produce young nymphs
called crawlers. These crawlers move
around and settle down on the twigs, feed
and overwinter.

To manage these destructive pests,
consider treating with insecticides or hor-
ticultural oils (often called summer oil).
Insecticide treatments should be targeted
against the 2nd instar crawlers as they
settle down around late August to early
September. Horticultural oil treatments
also can be effective if applied against the
2nd instar crawlers. This helps reduce
scale population. Proper coverage of
stems and leaves is very important. Dor-
mant oils can be applied in October to
November and again in March to manage
the overwintering nymphs. Thorough
coverage, periodic in-
spection and treating
as needed will help
manage magnolia
scale in the long
run.

T


mailto:sporter@advanstar.com

U
el ] HE S 1TCRMY

“When our owners tell us the Walker Mower is working
and helping them succeed, it keeps us energized and focused

on building the best possible piece of equipment.”
Bob Walker, President; Walker Manufacturing

“Your mowers “Undoubtedly, the best grass
keep me looking machine | have ever owned, | have
A good agat!;"St A had many other brands and no prew L
e competition. ; p e operate a two person
Ray West, comparison in 60 years. lawn care company. My wife
Professional Grounds NAISid A, Jensers and | would not be able to do
KA IRonaroe (o Fayetteville, Georgia this without our Walkers.”
Vermilion, Ohio Gary Vassallo &‘ Loretta Tunstall,
“Has changed our lives - more Lawn Cruisers Lawn Care,
“At age 76, my wife and | both time to extend areas of our A0 7 Kalispell, Montana
enjoy mowing with our Walkers - business. Just love it!!” I.lov:‘l::::l :::y
best thing since sliced bread.” Brett & Carolyn Soutar, customers love it.” “No other mower
Jack Ray, SN Puek 1) Sides, Robert Fietsam, ~ does it like a Walker”
Wetumpka, Alabama Waihi Beach, New Zealand Exquisite Lawns, Bobby Williams,
“The best investment | have ever made!!” dackgonyie, Flonda Saftlio, Miss/ssippl
Bryan Coles, Coles Lawn Care, LU
Bitshurgh, Pennsyivania Pl‘t:“ °°":I“"° tol make  « pever knew what a pleasure
e most gratify :9 grass cutting was ‘til |
2 mowers to own and run ot my first Walker.”
“Walker is by far the best in the industry!!!” 5 X Merle Stremming,
mower in this size available, Elmer B. Groom, Forsyth, Missouri
and | am exceedingly pleased Groomed Gardens, “l am 67 and could not be in business
with my Walker.” Jacksonville, Florida without my Walker - WQTIm_leKlt!"
ravis Keen,
Walt Olsen, : “l love looking back at my accounts, as | drive away Travis Keen Lawn Service,
N.L.W.S Services, and thanking myself for owning these mowers...” Columbus, Georgia
Gypsum, Colorado Paul & Jennifer Sparks,
Sparks Lawn Care,
“Walker Mowers Titusville, Florida ~ YOU """j"", “E'°s:°r:: o i"oﬁm"'“'”
saved my business!!!” e TR o et o
Marc Davis, “I can truly say Walker is hands down the best
k- ”’;’23’7’-‘3&:::5;&““3 mower on the market today...I've seen a lot a:""""' g ‘t’.“"’":
& y of different mowers, but | own the best: Walker.” J‘an 5 Wark or”
Stephen D. McBride, Mike Pillsbury,

“l am very pleased with the
performance and durability
of my Walker mowers. | advise
other landscapers likewise.”

Mac’s Lawn Service, “Nicest lawnmower Chariton, lowa

Portland, Indiana we ever owned”
Guy and Claudette Laurencelle,

Arnie Gundersen, “] just love my Walker!” M:i;(;’:af’g’;’r’;ﬁm “Best mower
i l;ux&)rl Il.angvsca:e Michel Bernardin, i 1 I!ave ever qsed.”
aple Valley, Washington St. Ph”,'ppe’ oLlebeC' Canada Vickers L. Cunnlngham

Dallas, Texas

WALKER MANUFACTURING CO.

5925 E. HARMONY ROAD e DEPT. LM
FORT COLLINS, CO 80528 Circle No. 118

(800) 279-8537 ® www.walkermowers.com
Independent, Family Owned Company Designing and Producing Commercial Riding Mowers since 1980.



SEE WHAT YOU'RE MISSING.

Take a look at the professional grade GMC TopKick. Engineered with a dramatically sloped hood and expansive
windshield, it gives your drivers an impressive view of what lies ahead, like people and equipment. In fact, the GMC TopKick
€4500/C5500 provides a forward field of vision as near as 13 feet from the front bumper. That's twice as close as the Ford
F-450/F-550* Smartly designed with large fold-in mirrors providing 126 square inches of surface area (including
a 6" x 7" convex section), the GMC TopKick offers a remarkable view all around. Add to that one of the tightest turning
diameters within class 4, and your drivers can safely maneuver around things like loading docks and garbage dumpsters.
Not to mention the competition. For a closer look, visit gmc.com or call 1-800-GMC-8782.

*Based on comparison of 2004 GMC TopKick C4500/C5500 to 2004 Ford F-450/F-550. Excludes other GM™ vehicles

{ 800 « GMC « 8782 (ox) WWW.GMC.COM i WE ARE PROFESSIONAL GRADE.

GMC |
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Other Contractors/Service Companies (please specify) 8 Biowers H © Herbicides Y Ormamental/Nursery Products /] Truck Tratlers/Attachments
C O Chain Saws | Insecticides 4 Pavers/Masonry/Bricks/Rocks R O Trucks
LANDSCAPING/GROUNDS CARE FACILITIES U O Engines WO Irrigation Systems (Hardscape Materials) § O Turfseed
290 O Sports Complexes 205 O Parks 305 OO Schools, Colleges & Universities V O Erosion Control X () Landscape Lighting  AA D Skid Steers 1 Utility Vahicles
Other Grounds Care Facilities (specify) B F Fertilizers J Line Trimmers N Spreaders BB O Water Features
SUPPLIERS AND CONSULTANTS 6. My firm’s annual revenue Is: (Fill in ONE only)
355 O Extension Agents/Consultants for Horticuture 360 O Sod Growers, Turf Seed Growers & Nurseries A © $2,000,000 or more C O$000000-51499909 E Less than $500,000
365 O Dealers, Distributors, Formulators & Brokers 370 O Manufacturers B ©$1500000-$1909908 D O $500.000 - $999 999
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2. Which of the following best describes your title? (Fill in ONE only)
10 O Executive/Administrator - President. Owner Partner. Director, General Manager Chairman of the Baard Save TIME and fax it: 416-620-9790 l AN ADVANSTAR ¢ PUBLICATION

Purchasing Agent, Director of Physical Plant ©2000 Advanstar Commumcations tnc AR nghts resersed

20 O Manager/Superintendent - Arbarist, Architect, Landscape/Grounds Manager, Superintendent. Foreman e R s L e e B
Supervisor ) e 101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305
RS Rovomiennt Oiolel - Sotermmese APAR. Opsic Bt SIS 102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306

40 O Specialist - Forester, Consutant, Agronomist, Piiot, Instructor, Researcher, Horticulturist, Certified Specialist

B3 O ther Thied sind Non-Titled Personnie (iesss speciy) 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
3. Which of the following services doss your company provide? (Fill in ALL that apply) 105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 2907 309
e ORI 00T 106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310
R kst Gt D O Tt Assaton L O PondiLake Cire 107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311
J O Turt Weed Control E O Imgation Services N O Snow Removal 108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312
6 O Turf Disease Control K O Omamental Care 0 O Other (please specity) 109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313
P 110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314
A G5 Eaniacist Dokl MO antcmos helsien | PO intoien Wuieioh 111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 A
L KO Pavingeck/Patio Instalation 0 O Other {pieasa specty) 112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316
!
|
|
| NO POSTAGE
| NECESSARY
| IF MAILED
| IN THE
| UNITED STATES
:
|

BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMIT NO 9335 BUFFALO NY

POSTAGE WILL BE PAID BY ADDRESSEE

MANAGEMENT

ADVANSTAR COMMUNICATIONS INC
PO BOX 5152
| BUFFALO NY 14205-9836



Receive FREE information on products and services advertised in this issue.

NO POSTAGE

NECESSARY

IF MAILED
IN THE

UNITED STATES

BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMIT NO 9335 BUFFALO NY

POSTAGE WILL BE PAID BY ADDRESSEE

MANAGEMENT

ADVANSTAR COMMUNICATIONS INC
PO BOX 5152
BUFFALO NY 14205-9836

NAME (please print) = — ~r
FIRM e e
MANAGEMENT prar s = ;

7 S 1 Sio S ST enyr
November 2003 *Is this your home address? O Yes () No SUBSCRIBER NUMBER FROM LABEL

This card is void after January 15, 2004 PHONE(_____). - —FAX{( -
E-MAIL ADDRESS _ iy - -
| would like to receive (continue receiving) Bomgtone: ot iR e o o - T oo Loty

LANDSCAPE mMGEME“T 'nﬂ cach mol‘l"l: Advanstar Communications provides Cortain customer contact data (Such as cusiomers’ names, addresses, phone rumbers and e-mall addresses) b

evant products, services and other opportunities which may be of interest 1o you. If you do not want Advanstar Communications 10 make your ¢

ontact

ZIP

invfor

LMSCPR

« NPty vt

R ]
305
306
307
308
309
310
n
312
313
314

OYes Ono marketing purposes. simply call 888-527-7008 betweon the hours of 7-30 am and 5:00 pm CT and a CUSIOMEr servics reprosentative will Assis! yOu in MO
fsta. Outside the U S, please phone 218-723-8477. Or, indicate 80 below
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1. My primary business at this location is: (Fill in ONE only) 403RS 4. Type of customer served? (Fill in ALL that apply)
CONTRACTORS/SEAVICE COMPANIES A O Commercial 8 O Residential € O Both
255 O Landscape Contractors (Instaliation & Maintenance)
260 © Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 5. Which of the 9 p do you p or specity? (Fill in ALL that apply)
288 O lrrigation Contractors & Consultants A Aerators G Fungicides K Mowery, P Tractors
Other Contractors/Service Companies (please specily) 8 O Blowers H O Herbicides Y Ornamental/Mursery Producty 0 Trasters Attachments
€ © Chain Saws | Insecticides 4 Pavers/MasonryBricks/Rocks R
LANDSCAPING/GROUNDS CARE FACILITIES U O Engines WO lmrigation Systems (Hardscape Materiais) 5 O Turiseed
290 O Sports Complexes 295 O Parks 305 O Schools, Colleges & Universities V O Erosion Control X O Landscape Lighting  AAC) Skid Steers T O Utility Vehicles
Other Grounds Care Facilities (specity) f Fertilizers J Line Trimmers N Spreaders BB O Water Features
SUPPLIERS AND CONSULTANTS 6. My firm's annual revenue is: (Fill in ONE only)
355 O Extension Agents/Consultants for Horticulture 360 O Sod Growers, Tur! Seed Growers & Nurseries A $2,000,000 or more c §1,000,000 - $1,499.999 E Less than §50
365 © Dealers. Distributors, Formutators & Brokers 370 O Manufacturers B () $1,500000-§1,999999 0 O $500,000 - $999 999
Other (please specify)
2. Which of the following best describes your titie? (Fill in ONE only) AN ADANS L\R * PUBLICATION
10 O Executive/Administrator - President, Owner, Partner, Director, General Manager. Chairman of the Board | £ :
g g e Save TIME and fax it: 416- 620 9790 i
20 O Manager/Superintendent - Arborist. Architect, Landscape/Grounds Manager, Superintendent, Foreman o TG AN P P, 5 Tl TR JO ORI, #45 w N
. Z‘:"""‘“" i i o 101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293
0 vernment icial - Government Commissioner, Agent, Other Government Otficial "7
40 O Specialist - Forester, Consultant, Agronomist, Pilot, instructor, Reseaarcher, Horticulturist, Certified Specialist 102 114 126 138 150 162 1z4 18§ 198 210 222 234 24§ 258 210 282 294
50 Other Titled and Non-Titled Personnel (piease specify) 103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296
3. Which of the following services does your company provide? (Fill in ALL that apply) 105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297
Shishesinteiviols ety & 106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298
A O Mowing F urf Fertilization C O Tree Care = & 4= _
B O Turl insect Control D' O Tuet Ascation L O Pond/Lake Care 107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299
4 © Tort Weed Control E O Irigation Services N O Snow Removal 108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300
G O Turf Disease Control O Ornamentai Care O O Other (please specity) 109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301
o - 110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302
A 1 O Landscape Design M O Landscape Installation P O Imigation Instakation 111 123 135 147 159 12‘ 183 195 207 219 231 243 255 267 279 291 303
K © Paving/Deck/Patio installation  Q © Dther (please specity) 112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304
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TECH CENTER

Dandy dump
Dakota Peat & Equipment’s new
550 Turf Contractor industrial
grade dump box was specifically
designed to carry heavy loads
without damaging turf. The pull-
behind dump box is equipped
with 16-in. Dakota SuperTrac tires
that carry a 4-yd. or 10,000-Ib.
payload. It measures 72 in. wide
by 120 in. long and features an in-
dustrial grade A-frame construc-
tion that's supported by 4-wheel
walking beam axles.
For more information contact
Dakota at 800/477-8415 or
! / circle

Shifting gears

Kubota enters the utility vehicle
market with its new RTV900,
which will be available in four con-
figurations — turf, general pur-
pose, recreational and worksite.
The new utility vehicle will be in
dealers’ showrooms in February
2004. Standard features include
Kubota’s Hydrostatic Transmission
(HST) and hydraulic power steering.
The HST boasts a braking feature
that never allows the vehicle to

enter a free-wheel status when
traveling downhill. Also standard is
a retractable seatbelt and OSHA-
certified ROPS. The new model's
three-range shifting provides low
(0-10 mph), mid (0-18 mph) and
high (0-25 mph) operational
speeds. It also features 4WD with a
2WD selection and is powered by a
Kubota three-cylinder, liquid cooled
diesel engine rated at 22 PTO hp.
For more information contact Kub-
ota at 888/458-2682 or .

Chip it away

Salsco calls its chipper a giant in a
small package. The model 608 is
powered by an 8-hp Honda or
Briggs & Stratton engine, and the
balanced impeller is 13 in. in diam-
eter by 1in. thick. It's mounted on
a frame with axle and pneumatic
tires and can be towed by a tractor
or a standard tow bar.

For more information contact
Salsco at 419/797-1203 / circle

no. 252

Keep on truckin’
American Cargo LLC introduces
the Heritage cargo van, available
in 10-ft. through 16-ft. lengths
and 72- to 96-in. interior body
heights. Standard features include
a larger bulkhead door, Galvaneal
steel rear frame, rear roll-up door
with stainless steel rivets and new
rear bumper system.

For more information contact
American Cargo at 800/283-3993 /
circle no. 253

Bigger, better deck
Encore Power Equipment’s Z-Series of
riding mowers now has a 60-in. deck, as well as 42-, 48- and 52-in.
decks. Each mower also has a lower center of gravity for greater
stability. Durable automotive-style drum parking brakes have also
been added. Larger dual gas tanks extend the running time, and
molded-in cup holders offer convenience. Other features include a
19,000 FPM blade tip speed, 8.5 mph speed, and 10-gauge skirted
deck with a 10-gauge shell and 7-gauge bolt-on top plate.
For more information contact Encore at 800/267-4255 or

/ circle no. 254

Can you afford to

be shorthanded?

...NO WAY!

Season after season, year after year, you need

quality, reliable workers.

Since 1988, AMIGOS has placed over 25,000
workers across the U.S.

We are experienced H-2B specialists you can

trust and afford.

CONTACT AMIGOS TODAY.
BECAUSE YOU NEED HELP TO GET GOOD HELP.

AMIGOS

Labor Solutions, Inc.

www.amigos-inc.com

1-877-3AMIGOS

(326-4467)

Circle 119
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events

WHAT, WHEN & WHERE

November

1720 Turf and Ornamental
Seminar / West Lafayette, IN;

due.edu/turf

18-20 International
Irrigation Show / San Diego,
CA; 703/536-7080; www.irriga-
tion.org

22 Field Day / Salem, OR;
Sponsored by the Oregon
Landscape Contractors
Association; 503/253-9091;
www.oregonlandscape.org

December

2«4 RMRTA Annual
Turfgrass Conference &
Trade Show / Denver, CO;
303/770-2220; www.rmrta.org

910 Turfgrass Institute
and Trade Show / Duluth, GA;
800/687-6949

9-11 New Jersey Turfgrass
Expo / Atlantic City, NJ;
732/821-7134

9.12 Ohio Turfgrass
Conference and Show /

Columbus, OH;
www.ohioturfgrass.org

10 IPLLA Winter Workshop /
Carmel, IN; 317/575-9010

January 2004

4.6 The Western 2004
Annual Convention & Trade
Show / Kansas City, MO;
816/233-1481

5<-Feb. 20 Winter School
for Turf Managers / Amherst,
MA; 413/545-2484

7-9 Mid-Atlantic Nursery
Trade Show / Brooklandville,
MD; 800/431-0066; www.
mants.com

13-15 CONGRESS 2004 /
Toronto, Canada; 905/875-1805;
www.locongress.com

1920 Nebraska Nursery
and Landsape Assn. Winter
Conference & Trade Show /
Omaha, NB; 402/450-7192

19-.22 Mid-Atlantic
Horticulture Short Course /
Virginia Beach, VA; 757/787-9451
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Guaranteed to be the BEST BLADES for all your cutting needs
Family Owned and Operated

P
VISA
—
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AV TN
QUALITY DIAMOND TOOLS!

“NAME SAYS IT ALL"
www.qualitydiamondtools.com
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TalstarOne is so
effective, even chinch
bugs are a cinch.

' wadh
&

TaistarOne. Highly Exiective. Where You Need I.

Once you apply TalstarOne™ multi-insecticide, you'll see
what effective control was meant to be.

TalstarOne multi-insecticide is a true miticide, providing fast
knockdown and long-asting control of over 75 different
pests, including chinch bugs, mole crickets, leaf-eating
caterpillars, mites, mosquitoes and fire ants. It's water-based
and contains no odorous or plantdamaging solvents. Plus,
once it dries, it is virtually impossible to tell where it has
been sprayed. That means no unsightly residues and

no phytotoxicity.

+MC

© 2003 FMC Corporation
FMC, the FMC logo, Talstar, TalstarOne and the TalstarOne logo are
trademarks of FMC Corporation. Always read and follow label directions.

Circle No. 120

So, apply the product that not only helps keep lawns
green, but also turns competitors green with envy.

TalstarOne multi-insecticide. One tough flowable product
for tough turf pests. For more information, contact our
Customer Satisfaction Center at 1-800-321-1FMC,

or visit: www.talstar-one.com.

TalstarOne multi-insecticide will replace Talstar® F insecticide/miticide. All existing inventory
of Talstar F insecticide/miticide is still actively registered. To make sure TalstarOne multi-
insecticide is registered in your state, check with state authorities or call 1-800-321-1FMC.

MULTI-INSECTICIDE

9 TalstarOne. s
e
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WHAT’S NEW ON-LINE

= View the State of the
Industry report online!

m Features from the
November issue of LM

= LM Week in Review

® The latest Green
Industry news

= Get editorial information
and advertising rates

m See which staffer has
been “On the Road”

= Participate in our
monthly poll

Editorial Index

Company Page # Performance Trailers 49
BASF 16 Peterson Pacific 16
Cedar Ridge Landscaping 28 The PRO Group 15
Crompton/Uniroyal Chemical 15 Profile Products LLC 15
Davey Tree Expert Co. 50 Radiator Specialty Co. 48
EZ Dispensing Systems 48 Roundtree Landscaping 12
Environmental Turf 15 Schiller-Pfeiffer 14, 15
Ewing Irrigation Products 16 Scotts LawnService 34, 36, 37
Geller Associates 15 Shindaiwa 15
Greenline 46 Stens 46
Hunter Industries 16 Swingle Tree & Landscape 15
JP Horizons 10 Syngenta 14
John Deere 14 Tecumseh Products Co. 15
KehoeGuido 8 Ultra Tool 49
Kent Manufacturing 49 Wall Enterprises 46
LESCO 46 Weed Man 30
Lied's Nursery Co. 32 Western Lawns 10
Magna-Matic Corp. 46, 48 Wikco Industries 48
Maruyama 15 Wilson-Oyler Group 66
Mount Iree Lare 28 This index is provided as an addi-
National-Spencer 48 tional service. The publisher does
Northern Tool & Equipment 49 not assume any liability for errors or
Oasis Irrigation 16 omissions.

FREE SAMPL

Circle 124

Ad Index

111 Peterson Pacific 24
126  Quality Diamond Tools 56
121 Quick Attach Attachments 61

101 Rain Bird Sales Inc 29
130 Rain Bird Sales Inc 25
104  Shindaiwa Inc 6
112 Stihl Inc 59
106 Syngenta 1
108 Syngenta 14
107 Toro Co 13
110  Turf Feeding Systems Inc 16
124  Valvette Systems Co 58
118 Walker Mfq Co 51
131 Wright Mfg 60

Circle # Company Page #
119  Amigos Inc 55
BASF Corp Cv4
Bayer Corp 43
105 Bobcat Co 9
Briggs and Stratton 17-20
113 Caterpillar Inc 41
123 Crary Co 60
127  Dig Corp 61
Dow Chemical 31,33,35
128 Exaktime Ccv3
Express Blower Inc 37,61
116 FMC Corp 47
120 FMC Corp 57
Ford Motor Co 26-27
G M C Truck CV2-1,52
109 H D Hudson Mfq Co 15
115 Husqvarna 44-45
J P Horizons 48
117 King Innovation 49
103 Lawn Doctor
102 Locke

This index is provided as an addi-
tional service. The publisher does
not assume any liability for errors
or omissions.

Landscape Management

Sales Staff

Tony D'Avino
Group Publisher
7500 Old Oak Blvd.
Cleveland, OH 44130

P: 440/891-2640
F: 440/891-2675
tdavino@advanstar.com

Pat Roberts

National Account Manager
7500 Old Oak Blvd.
Cleveland, OH 44130

P: 440/891-2609
F: 440/891-2675
proberts@advanstar.com

Nicole Himsel

Classified, Account Executive

7500 Old Oak Blvd.
Cleveland, OH 44130

P: 800/225-4569 x2670
F: 440/826-2865
nhimsel@advanstar.com
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Kevin Stoltman
Associate Publisher
7500 Old Oak Blvd.
Cleveland, OH 44130

P: 440/891-2772
F: 440/891-2675
kstoltman@advanstar.com

Michael Harris
Account Manager
7500 Old Oak Blvd.
Cleveland, OH 44130

P: 440/891-3118
F: 440/891-2735
mharris@advanstar.com
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Chuck Vannelli, V.P, South Florida Bushog

“About the only thing that gets in our way Is gators.
¥

Chuck’s crews tackle the toughest the south Florida / power-to-weight ratio, Chuck’s crews can run
landscape has to offer — all day, every day. Sawgrass, longer and faster with the FS 250 than with anything
Bahia grass, even the occasional water moccasin. R glse. As Chuck says, “When you're waist-deep in
His trimmer of choice? The STIHL FS 250. With swamp, cutting sawgrass and snakes, your trimmer
its compact design, increased torque and high better be the best there is.”

1800 GO STIHL www.stihlusa.com

: STIHL

Circle No. 112
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THE HOME (PAGE)
OF GOLF.

www.golfcoursel.com

PRESENTED BY THE

AMERICAN SOCIETY

OF GOLF COURSE ARCHITECTS

Staffing Solutions with our
Mexican Workers

» Specializing in

* We have RELIABLE, EXPERIENCED
PERSONNEL

» Marcus Drake Consultants handles
the entire procedure

* We deliver selected personnel to
your company

Sound’familiar?

Marcué -I')"réke. <
Consultants

Park Ridge, New Jersey
C2l||BBB533:0122
Fax 201-930-0629

E-mail marcusdrakeh2b@yahoo.com

Introducing Bear
Cat’s New 6”
Engine-Driven,
Towable Chipper
Our new breed of chipper is loaded
with new standard features to make
your job easier. It can handle
branches up to 6" in diameter, and

chip through the toughest brush
with ease.

Bear Cat 6" model

standard features:

¢ Honda 24 HP OHV
twin-cylinder gas engine

* Kubota 28 HP, 3-cylinder diesel
liquid cooled engine

Bear Cat’s standard live
bydraulic system offers an
adjustable feed roller with
instant reverse. The “try again”
Jeed system automatically
retries feeding limbs 3 times.

At Wright we are
committed to
INNOVATION and
we do not stop at
product design,
engineering, and
production!

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

® 26"x1" thick, dynamically H
Mmoo . catfene ool o www.wrightmfg.com
* Feed roller: 15" diameter, 13" wide m—,‘ 09
® 270-degree, 6.7" square discharge BEAR 0 CAT
chute. i ™
Bear Cat Company r g I.t
800.247.7335 -
West Fargo, ND 58078 commercial products
www.bearcatproducts.com
A division of TerraMarc Industries
Circle No. 123 Circle No. 131
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Ouick Claw Industrial
Grapple Rake
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call for your FREE Catalog!

1-866-759-7295

Shippin®
Fastagg cred""’

anel
, Roto Tiher 45cape plan

Lanase ople
. an\ds Fork W GrapP
« UU

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 E -x
control standards (ISO 9002) | _ -t
* Controller function and o0 A
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:
|-800-322-9146
www.digcorp.com

)
DiG
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800-285-7227

www.expressblower.com
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CLASSIFIED SHOWCASE

La lldSCﬂPE AoveRTShG meRMATR

Call Nicole Himsel at 800-225-4569 x2670 or be received by the classified closing date.
440-891-2670, Fax: 440-826-2865, * We accept VISA, MASTERCARD, and
E-mail: nhimsel@advanstar.com AMERICAN EXPRESS over the phone.

MANAGEMENT ¥

Every month the Classified Showcase offers an

up-to-date section of the products and services

or * Mail LM Box # replies to: Landscape
you're looking for. Don’t miss an issue!

Call Holly Kaye at 800-225-4569 x3199 or Management Classifieds, LM Box #__,
Advertising/Marketing Business For Sale

440-891-3199, Fax: 440-826-2865, 131 W. First St., Duluth, MN 55802-2065.

E-mail: hkaye@advanstar.com (please include LM Box # in address).
COMMERCIAL

LANDSCAPE

MAINTENANCE CO.

= 95% Landscape maintenance, 5% installation
NJ/PA/NY Area

* 3.0 million annual sales with $550k net income

* For ad schedules under $250, payment must

ATTENTION BUSINESS OWNERS:

Why Doesn’t Your Advertising Work?

Finally, You Can Stop Wasting Good Money
on useless advertising! Free report reveals
how to get more customers in @ month
than you now get all year... guaranteed!

Call 1-877-671-5826, Toll Free, 24 Hrs.
For FREE Recorded Message Now!

Bird Control

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

« Large percentage of long-term contracts with
2

Real Estate Management firms, Corporate

accounts & Public Agencies

']‘ll'l‘\{ l\f‘ \lmggllng mn lh\'

*» Well Established, 16 years, nationally recognized landscape industry? We'll give

* Turnkey operation, very strong financials you a promotion. Call us

Se*B+-GoNE!

today and learn how to start

* Motivated seller - has other business interests

$1,800,000 your very own franchise.

Please reply to email
TurfMaint@aol.com

» Repels Geese
and Ducks!

» Simple and easy-
spray right on
the grass!

» Geese hate the
taste!

L APE
CONSTRUCTION COMPANY
Well Established

20-year Landscape Company
Boston, Massachusetts Area.

Gl
'f%isitw«rw.uslawns

SIS

Annual volume $3.5 million PLUS!
Company breakdown:
* 70% Construction . L
* 20% Maintenance ~'»

* 10% Snow Operations
PQJ}

Well-managed and organized operation
Soupunl)

with a meticulous fleet. Will sell with or
The Best in Synthetic Golf Facilities

» EPA Approved!
l@ Birp*B*GONE, ...

Ph: (949) 472-3122 For More Information

FAX: (949) 472-3116  Call 1-800-392-6915
www.birdbgone.com —
Email: nobirds@birdbgone.com -

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 Doyle: 1-781-380-4100
Fax: 1-781-380-1420

Mmpomﬁd
CUSTOMERS with your ad in

HANAGEMENTI

RETAIL GARDEN CENTER &
COMMERCIAL NURSERY!

« Landscaping department
* Two Nexus Vail green houses,
11,219 square ft., state-of-the-art

We will TRAIN YOU to be SUCCESSFUL

computer controlled ‘ in the Backyard Putting Green Business
* Includes all plant inventory, equipment v 3
and F&F Call the Putting Green Pros

Don’t miss * Two manufactured homes Toll Free 877-881-8477

the next issue! + Commercial water rights, 3.2 acres www.theputtinggreencompany.com
¢ $1,600,000
Contact Holly Kaye James Paxton — 800-658-2773
800 CENTURY 21 Aspen Real Estate . DT ) |
225-4569, ext. 3199 ; Ruidoso, Ne'\,veMexico A LLI_'L L.L:L-LL by " d - e
or 440-891-3199 - increases sales and profits!
Visit us online @ www.landscapemanagement.net
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CLASSIFIED SHOWCASE

Business Opportunities (Cont’d) m

 Diversify your business

e Add irrigation to your core business
* Marketing and training programs

e Secured franchised territory

ServiceFirst
Irrigation

For information contact us:

1-877—3?3-4533

roomassonses  VIDEO
- * Utilize Existing Equipment
: mﬂﬁw::chnu Direct - Save 70%
800-334-9005
www.allprogreens.com

Back-Yard Putting Greens

Synthetic greens are one of the fastest
growing segments of the $50 Billion

a year golf industry
Reasons to call us:
FREE

* Huge Profit Center - Up To 65%
* Easy Year Round Install Process

BIDDING STRATEGIES
LAWN PROFESSIONALS

www.servicefirstirrigation.com
WANT TO BUY OR
SELL A BUSINESS?

f ~
I] Professional Business

Mg & Acquisiion Specisn. Consultants can obtain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
is no cost for this as Consultant’s fee is paid by the
buyer. This is a FREE APPRAISAL of your business.
If you are looking to grow or diversify through
acquisition, | have companies available in Lawn Care,

Grounds Maintenance, Pest Control and Landsca
Installation all over the U.S. and (‘er.

182 Homestead Avenue, Rehoboth, MA 02769

708-744-6715 * Fax 508-252-4447
E-mail pbemello1 @aol.com

Here are THREE words

that will help

keep your ad in your
prospective customers plans

FREQUENCY
FREQUENCY

Contact Holly Kaye to find out how
you can save by frequency advertising!
Phone: 800-225-4569, ext. 3199

E-mail: hkaye@advanstar.com

Take Notice

« Bidding & Contracts

$47.95
$39.95
$29.95
$39.95
$39.95
$34.95
$24.95
$44.95

* Buy 4 or More & Save!

achniques

« Selling & Referrals

Take advantage of our

experience and improve your

opportunities for success. Our lawn service was

recently rated in the TOP 10 Nationally.
PROFITS UNLIMITED

Call 800-845-0499
www.profitsareus.com

CONKLIN PRODUCTS
OPPORTUNITY!

Use/market, new technology liquid
slow-release fertilizer and micro-nutrients.
Buy Direct from Manufacturer
FREE Catalog: 1-800-832-9635
Email: kmfranke@hutchtel.net
www.frankemarketing.com

Attention:Landscape Professionals

Own an exclusive dealership. Established
pet containment & wireless detection products.
603-352-3333 Made in USA by Miltronics Mfg.

WANTED TO PURCHASE:
Commercial Landscape Companies in
Southern New Jersey, Southeast Pennsylvania
and Northern Delaware.

Send Company Profile to:

R.A.H.

PO Box 3429
Trenton, NJ 08619-9998

check us out online @
www.landscapema

9.

TURBO TECHNOLOGIES, INC.

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

w-swmmmw; 10,000 Stzes, Bolt-Together All Steel
Bulmngllnomu CollTodlyFovAPﬂceouohAndBrochum

heritage I)unl(lln;,a com

PHYSAN 20
ALGAE AND ODOR CONTROL
FOUNTAINS, STATUARY,
BIRDBATHS AND WALKWAYS.
Cost effective and biodegradable.
Ordering and Dealer information: Maril Products
320 West 6" Street, Tustin, CA 92780

800-546-7711 www.physan.com

S22 LANDSCAPE DESIGN KIT 3
\d

| 48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8" scale
Stamp sizes from 1/4" 10 1 Y/4*

= o ) MO's shipped next day. Checks delay
Lgr shipment 3 weeks CA add 7.75%Tax.
" AMERICAN STAMP CO.

12290 Rw Rd. LM3, Wilton, CA 95603

i mee 9vees7102 i Toll Free (877) 687-7102

MOWER

MOW MORE SUPPLIES
1-800-866-9667
www.mowmore.com
Owder FREE Catalog IMO3

Discount Sprayer Parts
REPLACEMENT PARTS & PUMPS FOR:

* FMC (John Bean) ¢ Hypro «
* F.E. Myers » Udor »

* Comet and General Pumps *
Also Spraying Systems Tee-Jet
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hoses & hose reels.

Call TOLL FREE: 888-SPRAYER
for a free catalog.
Email: spraypts@bellsouth.net
Website: SprayerPartsDepot.com

Put the Dynamics of Classifieds to Work for You!
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CLASSIFIED SHOWCASE

| CPS Tracking Ip Wanted (Cont'd)
GPS Vehicle Tracking Systems California - Bay Area Career Opportunities
: Business Development Opening! New Jersey

GPS Vehicle Tracking Systems Dubrows, a TOP-50 industry leader since 1958,
® Verify Jobs Completed Seeking a business development professional to build seeks experienced, competent individuals to

© incrsass Employes Producivity landscape construction/maintenance relationships become part of our growing team of professionals.
® Reduce Operating Costs =20 " y b . sa2 .

s et Manage a coordinated marketing, sales and business Current Positions Available:

@ Reduce Fuel Cost development strategy in the Bay Area market [rrigation Managers

® And More! a f:

*Maintenance Area Managerse
X ; : *Turf/Ornamental Division Manager*
Packages available to fit any size fleet... Comprehensive salary and benefits package «Lawn Care Applicators

§ ’ > 2 medical, dental, 401K with 80% °
Affordable Solutions for Today's Modern Manager including medica » aintenance . arvieors
y o matching, 125-cafeteria plan and education .M‘"m"n‘m",‘lj Pr”(q;“"l:m Supervisors

*lree Chimberse

Background in the A/E/C industry is preferred

Cost Efflective Sample Installaton No Monthly F ees
Call: 800-665-7203 5"’;";‘:“"‘@: S +Landscape Construction Supervisors®
. - - twilliams@acconstructors.cor 1 i
all: @ or fax to 303-795-3249 E-mail Resumes to: mbranch@dubrows.com
www.onetrackinc.com n Equal Opportunity Employer or Fax: 973-992-0598, Attn: Personnel Dept.

2375 E Camelback, Sulte 500. Phoonix. AZ 85016

LANDSCAPE SALES

nel i wan'ed FLORAPERSONNEL, INC. Wheat's Lawn & Custom Landscape, a $7 million

In our third decade of performing residential landscape firm in Northern Virginia since
confidential key employee searches for 1978, has positions available for management and
the landscape/horticulture industry and sales. Interested candidates should want to surpass

“‘ allied trades worldwide. own personal expectations and have a desire to work
b4 o Retained basis or with a motivated and successful team.

“ : Candidat tact welcome Wheat's offers:

’,‘ confidential and always FREI » Health insurance
1740 Lake Markham Road * Advancement opportunities
Labor Consultants Sanford, FL 32771 * 401(k) and profit sharing
g n(.vl_éI)‘ - 407-320-8177 ¢ Fax: 407-320-8083  Excellent salaries
E-mail: hortsearch@aol.com * Great work environment
www.floraperson nel.com For confidential consideration, please

-
FO reil g n La b or mail, fax or email your resume:
Wheat’s Lawn & Custom Landscape, Inc.
8620 Park St., Vienna, VA 22180

THE BRICKMAN GROUP, LTD. Fax: 703-641-4792 « Email: wheats@ wheats.com

Specialists (H2B)

Careers in landscape management www.wheats.com
LCI has the expertise to create a workforce available in:
that will fulfill whatever your labor California — Colorado
need is: H2B, H2A, Seasonal, Peakload, Connecticut — Delaware
Permanent, etc. LCI has met the workforce Florida — Georgia
needs of many landscaping companies in Illinois — Indiana

Maryland — Massachusetts
Minnesota — Missouri
New Jersey — New York

the U.S. with workers from countries
throughout the world. LCI has vast

experience in bringing over workers from North Carolina — Ohio
many countries as well as Mexico. LCI has Pennsvlvania — South Carolina
the labor experience you can rely on! Tennessee — Texas

Virginia — Wisconsin
Fax: 301-987-1565
E-mail: jobs@brickmangroup.com
www.brickmangroup.com

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

GREENSCAPE INC.
Provides landscape design/build, tree,
irrigation, hardscape, site work, snow removal
LRy throughout the PA, NJ, DE regions.

sr ) \:—;’x
GreenSearch Available Positions:

Providing professional executive search, human * Commercial maintenance sales person with
resource consulting and specialized employment strong affluent ties to commercial clientele
Sokitions o companies and allied in the tri-state area. / / ./‘/
horticultural trades throughout the United States * Landscape designers, arborist, h“l"dscap‘“ v v e
irrigation techs, equip operators, lawn & 5 A " i #
www.greensearch.com lansscapc forcmc(rl\, (r')Dl[j drivers : = : :-J fJ =
E-mail: info@o search.com - - . o ]
Toll free: 1.888.375.7787 Full time, excellent salary, benefits available 2 g d F) e rf Y=-Sal
Local Phone: 770.392.1771 Fax: 770.392.1772 Call 856-667-5296 e & :'J 1G]
1117 Perimeter Center W. Su'l€§00 E., Allanta, GA 30338 or Fax Resume to 856-321-0105 - al- :

ol I

HURRY! if your ad isn't here, call IMMEDIATELY!
For ad rates and schedules, call Holly Kaye: 800-225-4569, ext. 3199
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CLASSIFIED SHOWCASE

Help Wanted (Cont’d)

LOOKING
TO HIRE
SOMEONE?

Place Your
Recruitment Ad in
Landscape Management!

For advertising "'— -
rates and - -
schedules,

call Holly Kaye

at 800-225-4569,
ext. 3199 or
440-891-3199
E-mail:

hka advanstar.com

INFORM ¢ Inmonucs ¢ INFLUENCE ¢ INSTRUCT

[zzHﬂ\Nﬁé

Reprints of Landscape Mangement articles,
advertisements, and news items are available
through Advanstar Marketing Services.
Customized to meet your specific needs, reprints
are highly effective when you use them to

* Develop direct-mail campaigns

* Provide product/service literature

* Create trade show distribution materials

Extend your coverage lto your website.
Custom reprint packages include an

E-Print of the same article to post on your

website.

Landsca

MANAGEMENT

dape

ADVANSTAR MARKETING SERVICES
MaRCIE NAGY

1-800-225-4569 x2744 « 440-891-2744
Fax: 440-891-2740

Email: mnagy@advanstar.com

Western States Reclamation, Inc.
continues to expand again. We are located in
Frederick, Colorado (a northern suburb of Denver)
and seek to fill the following positions:

*Landscape Division Manager—
individual with 10+ years of exceptional
leadership skills to manage department

including landscape and irrigation construction
and landscape maintenance. Must have
experience in managing projects up to
$3M single contract size.

eLandscape Project Managers

*Estimators—
to bid landscape, irrigation, revegetation,
and erosion control projects ranging from
$1K to $4M.

eLandscape & Irrigation
Superintendents—
with large commercial project experience.
See our website @ www.wsreclamation.com
Email wsrieac@aol.com
Fax 303-833-4447 attn: Liz

Come Grow Better With Us!

Take this opportunity to join one of the most
dynamic landscape companies in the
beautiful southwest. Our exciting and vibrant
company has career opportunities in the
following positions:

Design
Sales
Crew Leaders — Install & Maintenance
We offer outstanding compensations and
benefits package, relocation allowance, and
an excellent family-working environment.
If you are interested in a career opportunity
please send fax or email resume to:

Heads Up Landscape
PO Box 10597, Albuquerque‘ NM 87184
Email j
Phone: 505-898-9615 « Fax 505-898-2105

To find out more information about
Heads Up Landscape, please visit
our website at

Put the Dynamics of Classifieds to Work for You!

T « Unlimited Customers & Locations e Print Proposals, Invoices, Work

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

www.wintac.net

Or call 24 hours for a free demo CD:

1-800-724-7899 ext2

o Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
o Labor and Productivity Tracking
 Material & Chemicals Tracking

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

The #1 best-sellin
all-in-one software for
specialty trades

Orders, Statements, Purchase
Orders, Reports, Labels. Even _
design your own forms in Word
« Full Accounting: G/L, AIR, A/P,
Payroll, Checking, Inventory,
Financial Reports and Graphs
 Built-in links to QuickBooks *,

Peachtree®, MS Office®, Street
Mapping, Emailing, and more!

2003

landscape illustrator

landscape design and estimation software
www.Lsisoft.com

TURFGOLD SOFTWARE
Do you want to have
MORE CONTROL OVER YOUR BUSINESS,
INCREASE SALES
AND MAKE MORE MONEY?

We’ll show you how with software designed
specifically for lawn and landscape companies.
Call Tree Management Systems, Inc.
at 1-800-933-1955
or visit our website at www.turftree.com
for a free demo presentation.

BUSINESS
SIIF'I'WAIIE
Invo:cz 7
Schedﬂ
Routing. -
Estimatin

www.adkad.com/LM. htm

-580-4683

1-800

UsTeIColo"Ito

(EnhancelYourgAd!

= Increase your sales by nearly
twice that of black & white ads!
'L For rates and schedules call
Holly Kaye: 800-225-4569 x3199

AQ
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best practices

GUIDELINES TO HELP AN INDUSTRY GROW

Make them pay for themselves

BY BRUCE WILSON

y fyou attend an industry

~ conference, it should pay

" for itself. T had that concept
drilled into my head by an in-
fluential mentor, Joe Marsh.
He said that before you leave,
you should pin down the total
cost of attendance, airfare,
meals, hotel, conference regis-
tration and any other related
costs. It should then be your
objective to plan to come back
with some new idea that can
save at least that much — but
you should be thinking many
multiples of that cost total.

Here are some best prac-

tices for getting the most out of
your conference season:
» Spend your money wisely. Go
to conferences that have
agenda topics aligned with your
improvement needs.
» Go to conferences that en-
courage networking. I skip con-
ferences in Las Vegas because
everyone splits after the ses-
sions and heads for the casinos
and shows. I like the ones in

the sleepy towns where there’s

nothing to do.
» Begin with end in mind. Be-

number: R-124213133RT001. P

G ©2003 C

may be reproduced or

s granted by Adv

come a heat-seek-
ing missile when it
comes to getting
information.

» No matter how
good someone says
an idea is, it isn't
that good. Ask a lot
of questions about what could
20 wrong.

» The best ideas are hardest

to find. They usually come
from the less talkative people.

[ have found that if you can
draw out the people who listen
and take notes, you'll find the
hidden treasures.

» You have to give to get. If
you aren’t willing to share
some of your tricks of the
trade, you won't be trusted and
won't be able to maximize
your success.

» Get reports from employees.
If you send employees, ask
them to come back and give re-
ports on their learnings to those
that stayed behind and held
down the shop.

» Act when you get back. Take
your ideas and do something
with them.

» Eliminate fuzzy thinking. In
my mind, there’s some fuzzy

v for shipping and handling. Periodicals
iling offices. POSTMASTER: Please send

th, MN 55806-6118. Canad

Bruce Wilson

thinking that goes on
among some attendees.
An example is that many
small companies think
they must learn from
similarly small companies
because they have the
same issues, and that the
solutions offered by bigger
companies don't apply.
Choose to learn from success-
ful companies, regardless of
their size. In fact, most suc-
cessful companies know they
learned from others and are
grateful, so they want to help
others as a way of giving back
to the industry.

» Talk with competitors. Some
companies also think that they
won't be able to learn from
their competitors from their
own market because they
won't share. The fact is that
many successful contractors
see the opportunity to create
good competitors in their
market as being good for the
market. You want to build
friendly competition in your
own market. They'll leave you
alone and go after the jobs of
the contractors they don't

know or like.
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Sound off

Does your company regu-
larly participate in trade
shows? How effectively
do you utilize such a great
opportunity for learning
and networking? Does it
turn out to be a chance
for your hard-working
employees to party, or do
they actually get some-
thing out of it? And do
you have a tried and true
way of implementing
what you've learned into
your daily operations
when you get home?

To comment on Bruce
Wilson’s advice on man-
handling the trade show
circuit, contact him at

il ilson-
oyler.com. Wilson spent
30 years with Environ-
mental Care, Inc. before
partnering with Green
Industry entrepreneur
Tom Oyler to form the
Wilson-Oyler Group,
which offers consulting
services. Visit www.

i r.com
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Created 12/19/2003 5:48 PM Employee Report
Tony Peterson

Jobclock Name: Crestview Apartments Date Range: 12/15/2003 through 12/19/2003

Start End Activity

12/15/2003 7:13 AM 12/15/2003 12:02 PM Irrigation 4:49 hours

12/15/2003 12:50 PM 12/15/2003 3:17 PM Irrigation 2:27 hours 7:16 hours

12/16/2003 7:20AM  12/16/2003 12:06 PM Irrigation 4:46 hours

12/16/2003 12:57 PM 12/16/2003 3:31 PM Plant 2:34 hours 7:20 hours

Jobclock subtotal 14:36 hours

Jobclock Name: Larchmont Property

Start End Activity

12/17/2003 7:08 AM 12/17/2003 12:01 PM  Plant 4:53 hours

12/17/2003 12:41 PM 12/17/2003 3:07 PM Plant 2:26 hours 7:19 hours

12/18/2003 7:16 AM  12/18/2003 12:15PM  Erosion control 4:59 hours

12/18/2003 1:05PM 12/18/2003 3:16 PM Erosion control 2:11 hours 7:10 hours

12/19/2003 7:21 AM  12/19/2003 11:50 AM  Concrete 4:29 hours

12/19/2003 12:40 PM 12/19/2003 3:39 PM Concrete 2:39 hours 7:28 hours

Jobclock subtotal 21:57 hours
: Employee subtotal 36:33 hours
Signature Tony Peterson
»

The Jobclock Attendance System tracks your workers’ arrival and departure times easily and
accurately. Whether you have 3 employees or 300, the Jobclock will grow with your
business. Over 35,000 landscapers and construction workers clock in & out every day
with the Jobclock. Call and see how the Jobclock can improve your bottom line.

WEATHERPROOF ¢ BATTERY-POWERED

www.jobclock.com
888-788-TIME (8463)

Circle No. 128

EASY TO SETUP ¢ RUGGED +

The Jobclock.
The Landscaper's Timeclock."



http://www.jobdock.com

GREAT NEW BENEFITS. NICE, NEAT LITTLE PACKAGE.
JUST WHAT YOU’VE BEEN ASKING FOR.
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INTRODUCING NEW

AquaCap™

Pendulum® preemergent herbicide has always
offered you unbeatable weed control and unmatched
value. But in keeping with our commitment to the
industry, we've made it even better. BASF Professional
Turf is proud to infroduce new Pendulum AquaCap”.

Pendulum AquaCap encapsulates a new
water-based formulation of the industry’s leading
preemergent active ingredient using a process patented

PENDoiiD

by BASF. The result is a nice, neat little package of new
benefits, including:

* Water-based formulation

* Virtually no odor

* Reduced staining potential

* Increased ease and flexibility of
handling, mixing and cleanup

* Improved storage stability

To learn more about how you can unwrap the potential of new Pendulum AquaCap, visit www.turffacts.com.
Pendulum AquaCap is currently labeled for commercial lawncare and golf course use.

WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

BASF


http://www.turffacts.com

