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MIGHTY. QUIET.

INTRODUCING THE POWERFUL AND SURPRISINC

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 imgressive
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600
Turbo Diesel V8 that delivers 300 hp @ 3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally
smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that
helps control noise, vibration, and harshness. Even the available Allison® transmission is engineered for smooth
shifting and equally quiet operation. The newly redesigned GMC Sierra. You should hear what you're missing.
For details, visit gmc.com or call 1-800-GMC-8782.

{ 800 « GMC » 8782 (@) WWW.GMC.COM WE ARE PROFESSIONAL GRADE.
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26 Blueprints for training A
Check out three tried and true training
programs that will get your troops more
productive and customer-focused
BY RON HALL / EDITOR-IN-CHIEF

Why contractors fail »
10 signs that your company is
headed for trouble

BY GARY GOLDMAN

Turf renovation

There are many ways to renovate

lawns, but choosing the right
equipment is key
BY MARK SHUELLER
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WHAT'S COMING UP IN NOVEMBER

8 CIE past and present
LM goes in-depth with the GIE:
where it was, where it is today
and where it's headed

B People of the Year
Find out who we picked as our
People of the Year in the land-
scape, grounds and lawn care

industries

B Make nice with
nematodes

Nematodes are our friends, or so
says Dr. Parwindel Grewal — a
great way to manage t & o pests

B Lights on
The pros and cons of getting into
the holiday lighting business

2 LM Reports

Find just the right tools for your
maintenance shop, including blade
sharpeners, grease guns and more

8 Product spotlight
Feast your eyes on these trailers
and tool carriers

® Pest control
innovations

The latest and greatest innova-
tions from specialty chemical
suppliers

Temporary Labor Visas

New Referral Program:

Contact us to inquire about
our new discounts!

Foley Enterprises
Processors With Integrity

Call Toll Free: 888-623-7285

Still the Leader in Service, Quality and Reputation

www.FoleyEnterprises.net

Foley Enterprises * 11500 Manchaca Road * Austin, Texas 78748
888/623-7285 (Toll Free) * 512/282-3237 (Austin) * 512/282-0958 (Fax)
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OTHER PREEMERGENTS TALK A LOT ABOUT CRABGRASS.

WITH PENDULUM, IT NEVER COMES UP.
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propessionaL - Pendulum’ herbicide consistently BASF pendimethalin is also available on fertilizer. Visit
A Controls crabgrass better than other www.turffacts.com for a list of approved fertilizer formulators.
“ preemergent herbicides.* What more can With Pendulum, there’s just so much more to talk about
we say? How about Pendulum controls a than crabgrass.

i I .
broader spectrum of weeds, in both lawns and ornamental Toleom mote about whyeveryond's folliing cbout

beds, than any other preemergent—more than 40 grassy Pendulum, call 1-800-545-9525 or visit www.turffacts.com.
and broadleaf weeds, such as oxalis and spurge. It also Always read and follow label directions.

controls costs, to offer you greater value. But Pendulum
puts no limits on application flexibility. It's available as

Pendulum AquaCap “— an encapsulated, water-based p[””@ﬂi 2 2['”_7[7 |
TR

formulation — as well as granular and liquid formulations.

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

BASF


http://www.turffocts.com
http://www.turffocts.com

Can

you afford to
be shorthanded?

....NO WAY!

Season after season, vear 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.

AMIE

40S

Labor Solutlons. Inc.

www.amigos-inc.com

1-877-3AMIGOS

(326-4467)

Circle 107

6

Mike Stever
President, Stever Turf Farms
Franksville, Wisconsin

Mike Stever, President of Stever Turf Farms sells only premium sod. That's
why his only seed vendor is Turf-Seed, Inc. “In a high-end market like mine,"
he says, “the best thing you can do is start with good seed. | find Turf-Seed
varieties to be rock-solid. The seed is clean, and | get great germination.
The quality follows through, right to the customer.”

“I can plant varieties like Brilliant, Moonlight and Northstar, and sell it in
one year, replant, and sell it again next year," he says. Sometimes | don't even
have to mow. It thrives through the winter, and | might mow it once in
Spring before it sells. My customers can't believe how good their sod looks.”

“Because of Turf-Seed's quality, | was able to afford this new sod cutting

machine. Some people don't realize it, but | learned — there is a difference.
In my mind, there's nothing else to plant

1 MNIE.

Your Swccess Depends un Seed 7 Satisfaction Guaranteed,
800-247-6910 * turf-seed.com * info@turf-seed.com * fax: 503-651-2351
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Proud supporter of these green industry professional organizations:

ALCA
AN‘;{A

American Nursery &
Landscape Associstion

Associated Landscape Contractors of America
150 Elden Street, Suite 270

Herndon, VA 20170

703/736-9666

www.alca.org

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

www.anla.org

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

THE OFFICIAL PUBLICATION OF

American Society of | Consultants

111 East Wacker Dr. 18th Floor ® Chicago, IL 60601

Voice: 312/372-7090 / Fax: 312/372-6160

www.asic.org
The Irrigation Association

Member 8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513
e 703/573-3551

www.irrigation.org

National Arborist A =
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
341 South Patrick St.

Old Town Alexandria, Va. 22314
703/549-7600

opei.mow.org

Professional Grounds Management Society
720 Light Street

Baltimore, MD 21230

410/752-3318

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

770/977-5222

www.plcaa.org

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

Sports Turf Managers Association
1027 S. 3rd St.

Council Bluffs, 1A 51503
7121322-7862; 800/323-3875
www.sportsturfmanager.com

Turf and Omamental Communicators Assodiation
P.0. Box 156

New Prague, MN 56071

612/758-5811

FiTOCA
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RESEARCH

The smartest way to outwit a weed? One application of easy-to-use
Barricade® each spring. Its season-long control of crabgrass is unparalleled.

Before you can beat Crabgrass Plus it also controls spurge, knotweed, purslane, and 28 more weeds.

Making your job a little easier means we get to know problem weeds like
you have to think like cra bg rass. crabgrass inside and out. Perfecting a full ensemble of products to protect
your turf, that's what we're here for. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Barricade.

Barricade

Herbicide

www.syngentaprofessionalproducts.com

important: Aways read and follow abel instructions before buying or using this product. ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, Bamicade® and the Syngenta logo are trademarks of a Syngenta Group Company.
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Bigger and
Better 'I'han Ever!

McCormick
Place!

January 14-18, 2004 NEW Greenhouse

i Growers' Conference
L Plab s Midwinter Conference
Chicago Student Career Center

847/526-2010 + www.midam.org + mail@midam.org
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on the record

BY RON HALL / EDITOR-IN-CHIEF

Facility tours a “‘win-win’

ow'd you like 50 company owners

and managers showing up at your

company, quizzing your key peo-

ple and spending about two hours

dissecting your operation?

The owners of two Boston-area

landscape companies opened their
firms to 50 other colleagues late last month. Nick
DiBenedetto and Manny DeSouza of ND Landscape,
and Dan Foley of D. Foley Landscape Inc., put
bullseyes on their companies’ chests, then let their

guests have at them.

Fellow landscapers swarmed ND Landscape for ideas.

Giving the visitors the opportunity to speak frankly
about what they saw during the tours demonstrated
that these owners have an uncommon willingness to
learn how they can improve their respective operations.

It also added value to the concept of the facility tour
that is often one-sided. Typically, they benefit visitors
much more than hosts because the owner and manage-
ment of the host company start planning for the arrival of
guests two or three weeks prior to a tour. The extra work
involves all of a company’s key employees and means the
loss of valuable production for the host company.

Landscapers think facility tours are great, and why
not? When they arrive for a tour, they’re divided into,
say, five or six groups at the host company, and then

directed to as many different “stations” where a key

employee explains an aspect of its operation. After the
overview of the department (shop management, ac-
counting, maintenance, etc.), they get an opportunity
to ask questions. Then they move to the next stop. By
tour’s end, they know what makes the company tick.

EasyR&D

Facility tours give visitors the opportunity to do some
easy R&D (rob and duplicate). The host company,
through generosity, even provides visitors with its printed
material such as marketing pieces, customer surveys, etc.

But where’s the win for the host company?

In the case of the Boston-area tours, it came from
the visitors’ feedback. Credit Nick, Manny and Dan for
the courage to open their operations to scrutiny, and for
the way they handled both the praise and the advice.

Credit also JP Horizons, Inc. that put these facility
tours together for its annual “Face to Face” exercise.
The visiting owners and managers were all participants
in the Owner's Network, a JP Horizons’ program.
They gave back as much as they took away.

The JP team — Jim Paluch, Jud Griggs, Bob Coul-
ter and Brian Marino — showed us how to make these
tours more valuable for not only
the guests but also the hosts. -

Contact Ron at 440/891- ‘
2636 or e-mail at 3
rhall@advanstar.com ]
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R oduetivity

With the “Power of One,”
a quality cut is only the beginning ...

Grasshopper is “First to Finish ... Built to Last.”

Just one Grasshopper. That's all it
takes to replace a truckload of
single-purpose equipment. You
can depend on the industry’s
most versatile True ZeroTurn™
FrontMount™ power unit to
perform a variety of profitable
services for your business.

At the heart of every
Grasshopper is the Ultimate
Operator Station, complete with
ComfortRide™. Grasshopper's
deep DuraMax™ deck
consistently provides the highest
quality cut — whether in
mulching, collection or side
discharge mode. The power unit’s
maneuverability, speed and
handling finesse will save you
time and money on other
grounds maintenance tasks,
allowing you to finish faster, with
better results than ever before.

A single Grasshopper power unit
allows you to escape from high
equipment overhead and
scheduling nightmares, reaching
levels of year-round profitability
you've only dreamed of.

So call your Grasshopper dealer today for more information, and discover the Power of One.

;
/J



AERA-vator™
Aeration

PowerVac™ Collection sfem,
Sunshade Canopy and Dethatcher

The “Power of One"

One Grasshopper ...
year-round profitability.

BedShaper

Rotary Broom

With Grasshopper,

a single FrontMount™ power unit can offer
multiple opportunities for income, with a complete
range of aeration, spraying, landscaping, leaf and debris
cleanup and snow removal implements. Switching decks

and attachments is easy, thanks to our patented

Shiélded Sprayer
' QuikConverter™ Implement System, so you can handle

multiple tasks with little downtime or effort. Putting a
Grasshopper to work for year-round profits has been
key to the success of many businesses for

nearly 35 years.

PowerVac™

Remote Vac™ Collection System

OUR NEXT MOWER ... and more

To locate a dealer near you, visit our Web site at:
www.grasshoppermower.com/LM

The Grasshopper Company ® P.0. Box 637 ® Moundridge, KS 67107 US.A. ® Phone: (620) 345-8621 ® FAX: (620) 345-2301
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my way

BY SAMEER LYENGAR / GUEST COLUMNIST

with expanding populations,
we must take Measures to conserve our water.

Saving H,0 — the next wave

12

utdoor irrigation for our crops and land-
scapes is the lifeline that allows our cities

b to thrive. Modem irrigation works

g silently in the background — so well that
iy we tend to take our water for granted.
S, Along with its immense benefits,
" however, improper irrigation wastes
the very thmg that makes otherwise barren deserts hab-
itable. From leaky hoses to broken sprinkler heads, an
incredible amount of water is wasted. We step around
sprinklers spraying the pavement and ignoring that our
reservoirs just got a little lower. With expanding popu-
lations, we must take measures to conserve our water.

Not enough

This has already begun at the public level, but merely
telling people to conserve water isn’t enough. In
today’s fast-paced society, individuals seemingly can’t
be bothered with our water woes. But according to the
EPA, “per capita water consumption is rising twice as
fast as the world’s population.” The next step to ensure
that our water is used efficiently is to tap into our tech-
nological capabilities and implement a solution fit for
the 21st century.

Outdoor water conservation must begin with sprin-
kler systems. Currently, methods exist to determine
the moisture of the soil. If these sensors are wired into
sprinkler systems, then only the dehydrated areas of
the landscape will receive water. Sprinklers would be
activated or deactivated by the sensors dependent
upon soil moisture, instead of running on mindless
timers. This is a practical first step towards water con-
servation and could be implemented by offering tax in-
centives to those who participate.

Sail on the "earth ship”

Eventually, houses will be constructed to save water.
Currently, “earth ships” designed to impact the envi-
ronment as little has possible have been constructed
throughout the desert Southwest. They're built com-
pletely out of recycled materials and operate on solar
energy. While such houses are still too radical to re-
place the more common suburban tract housing, one
feature of these houses can be introduced to the
mainstream population — each gallon of water is
used four times.

Rainwater in these “earth ships” is collected in un-
derground cisterns. The water is then filtered, heated
by solar panels, if necessary, and sent to sinks, bathtubs
and washing machines. This “gray water” is then
rerouted through another set of underground filters,
which clean it and allow the soil to soak up as much as
it needs. The remaining water is then used in toilets
and, when the remaining “black water” returns, solids
are broken down and washed into a septic tank, while
the rest of the water seeps deep into the soil, creating
healthier plants. When systems to reuse water are built
into houses and become common, the power of irriga-
tion systems can be maximized.

Unlike wasted water, our conservation problems
won't evaporate. If everyone did their part to conserve,
the result of our efforts would be much like ripples in
a pond that combine to form a wave — a wave of
water conservation that people everywhere could ride
for years to come.

— The author is a recent graduate of San Dieguito High
School, Encinitas, CA. This column is an edited version of
a longer essay that eamed him a $5,000 scholarship from

Orbit Irrigation Products, www.orbitonline.com.
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Sure Thing #1:

A HAPPY

DOG WAGS
ITS TAIL.




|inside the owner’s head

BY JASON STAHL / MANAGING EDITOR

Dave Rooney

» Rooney Landscape

Dave Rooney owns Rooney Landscape,
a $2.7 million full-service landscape
company located in Rolling Meadows,
IL. He founded the company in 1986
and today has 48 employees.

You aren’t Irish, are you?

No, no way. With a last name like Rooney
in Chicago? But seriously, we get calls all
the time from people just because we're
Irish. There was a local landscaper who
wasn't Irish at all who used a leprechaun as
a logo just to get business.

How has your company changed within
the past five years?

We downsized by about 25% two years
ago. | had two choices at that time: to get
bigger, or get smaller. I underestimated the
ability of some of our managers. I thought
they could handle it. But the true test
comes when the workload increases and
extra people come on board.

What role within your company do you
enjoy the most?

My love is landscaping. I love the hands-on
approach and being the guy who digs the
holes. When I got to be the manager, |
found out I wasn't very good at it, and I
wasn't having much fun. I got too far away
from the field, and that's my true passion. |
like interacting with the guys out there.

So where do you stand now?
I'm back to driving a truck, helping out

with sales, being
with the guys in the
field, and getting in
front of customers
more often. The num-
ber one person to pro-
mote a company’s
brand is the owner. The
guy who'’s name is on
the trucks is the per-
son customers

need to meet to

find out what the
company’s all

about.

Tell us about some of your

favorite ways to relieve stress.

I own a 20-foot Bayliner. I take the kids
(Kevin, 10, Danny, 8, Shannon, 4) and my

wife out and we go waterskiing and tubing.

But do you know what my biggest stress
reliever is? Basketball. Every Wednesday
and Friday at noon. I play pickup games at
a local hospital, so there are lots of doctors
and medical supply salesmen I play with.
I've probably gotten $250,000 worth of
work from networking with them, and it’s
a great way to relieve stress.

You're not the tallest guy, though.

How do you compete?

I'm short, but I'm quick. And I'm very
committed to staying in shape. I'll be 40 in
November. The guys I play with range in
age from 17 to 65. I know there will be a
day when I can’t do it anymore, but I
won't worry about that now. I need to do
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this. I think the anticipation of the game is
actually more therapeutic than playing it.

You're high on professionalism,
aren't you?
We can do the greatest job that
goes perfectly according to plan
and pleases the customer, but if we
don’t maintain a sense of profession-
alism, it doesn't matter. On some
large projects, we're on people’s prop-
erties for four to six weeks. So we
need to clean up after ourselves and
not lay around at lunchtime. It means
much more to me when I hear how
polite my guys were. The client
says, “You did a good job, but

you have good people, too.”

Have you added on any new
services lately?

We started a chemical division last
year., That's where [ see our growth. We've
marketed to other landscapers who want a
successful company to do the work, and
they’ve been very accepting to the pro-
grams we've offered. Right now, we're
knocking on $250,000 of revenue. To see
the number you can do in lawn care is in-
credible, and it doesn’t require as much as
landscaping does.

How do you beat the competition?
By living, breathing and preaching your
business philosophy. The thing the compa-
nies that belong to the Owners’ Network
talk about least is competition. They aren't
worried about it. They're into creating
their own niche so that no one else is your
competition.
— Rooney Landscape participates in
JP Horizons' People Solutions programs.
To learn more visit www.jphorizons.com
or call 877/574-5267.


http://www.jphorizons.com

Sure Thing #2:

CHILDREN
WALK THROUGH
PUDDLES.
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NEWS YOU CAN USE

ANLA members voice concerns in DC

BY JASON STAHL

WASHINGTON — Hurricane Isabel came
and went from Washington, DC, Sept. 18-
19, but another hurricane made up of 150
American Nursery & Landscape Association
(ANLA) members followed, intent on open-
ing legislators’ ears to issues on their agenda.

The occasion was ANLA's Legislative
Conference. First on the agenda was a bi-
partisan comprehensive agricultural reform
bill to secure the workforce through labor
and immigration reform. The bill was intro-
duced by Congressmen Chris Cannon (R-
UT) and Howard Berman (D-CA), but
ANLA considered it a major step that Sena-
tors Ted Kennedy (D-MA) and Larry Craig
(R-ID) recently decided to co-sponsor the
bill, entitled the “Agricultural Job Opportu-
nity Benefits and Security Act of 2003."

The object of the bill is to overhaul the
H2-A agricultural guest worker program,
and to allow experienced agricultural work-
ers an opportunity to earn legal status. The
bill is important for landscape contractors as
well as nurseries since these agricultural
workers would only work a certain number
of hours in ag, then be available for land-
scape or other work.

“This bill is the icebreaker,” said Craig
Regelbrugge, ANLA's Senior Director of
Government Relations. “If it can cut the ice
here for the rest of the ships, then the rest
can come through.”

The Essential Worker Immigration Coali-
tion (EWIC), of which ANLA is an active
member, is working on broader general busi-
ness reforms that would include landscape
distribution, contracting and maintenance in-
dustries. Both ANLA and EWIC support
elimination of the cap on admissions under
the H2-B guest worker program. They're
currently monitoring several broad reform

bills, including S. 1461 and H.R. 2899, the

“Border Security and Immigration Improve-
ment Act,” introduced by Sen. McCain (R-
AZ) and Reps. Flake and Kolbe (R-AZ).

Joe Drake, owner of JFD Landscapes,
Inc., Chagrin Falls, OH, was part of a con-
tingent of Ohio nursery and landscape com-

pany owners. He voiced his concerns about
H2-B to Sen. Mike DeWine's assistant on a
visit to the Senate Building.

“The number of visas limited to give out
is too small. 66,000 is nothing,” Drake said.
“I started using H2-B workers four years
ago, and I can honestly say I'd be out of
business if it weren't for them.”

Nothing like leisure
A more leisurely activity during the confer-
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- (Clockwise from top) George Washing-
ton’s home; ANLA's Ohio contingent
pushes for labor reform at the Senate;
ANLA, Mt. Vernon and Bartlett Tree reps
plant a tree for the newly established
Mt. Vernon endowment fund.

ence occurred on the Sunday before Senate
visits when ANLA members toured the
8,000-acre Mount Vernon Estate of George
Washington. At a reception following the
tour, Dale Bachman, president of Bach-
man'’s, Inc., Minneapolis, MN, and presi-
dent of ANLA, made a surprise announce-
ment that a Mt. Vernon Horticultural
Endowment Fund was being established.
Initial contributors included Bartlett Tree
Experts ($30,000), ANLA ($5,000), and
Bachman himself ($1,000).

In between Senate visits, conference par-
ticipants were treated to a host of informa-
tive and amusing talks provided by well-
known political analyst Charlie Cook, the
Honorable Thomas Dowd, Jr., and others.



Sure Thing #3:

DIMENSION
CONTROLS
ALL SEASON
LONG.

%,Duw AgroSciences
There are some things in life you can count on.

- k=
Like Dimension® herbicide. You can count on it to control all DlmenS|on

season long. You can count on it to provide early postemergent - i
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, visit our Web site at www.DimensionHerbicide.com

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


http://www.DimensionHerbicide.com

STMA adopts new logo

COUNCIL BLUFFS, IA — The Sports Turf Managers Associa-
tion recently released a new logo and positioning statement.

sportsiurf

MANAGERS ASSOCIATION

Experts on the Field, Partners in the Game.

The organization’s
new tagline is: “STMA:
Experts on the Field,
Partners in the Game.”

The marketing re-
vamp also included a new positioning statment: “The sports
industry can count on the healthiest and safest playing fields
because sports turf managers are unequaled in expertise and
professionalism.”

The new logo, tagline and positioning statement will
appear on all membership recruiting materials. For more
details on new marketing initiatives approved by the STMA
Board this summer, see “STMA Marketing Initiatives,”
STMA TurfBlast, August 2003 (password access for STMA
members only).
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Available attachments:

Dethatcher
Verti-cut

"V" ree
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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People &
companies

CompuScapes has added
Brent Totman to its sales
and management team.

The Boston Society of
Landscape Architects re-
cently honored Joseph T.
Geller with its 2002 Excel-
lence Award. Geller
founded Geller Associates
Inc. in 1983, and the land-
scape architecture firm
now has a staff of 35
professionals.

Tanaka hired
Dennis
Opalacz as
regional sales
manager.

Dakota Peat & Equip-
ment hired Tim Obregon
as account manager with
the company’s customer ser-

vice team.

John Deere
Landscapes
named Pete
Johnson area
manager for
Orange and
San Diego counties. The
company also named
Michael Maggard and

Steve Mullican regional

sales managers.

Precision Laboratories
hired Don Spier as Director

of Turf Business Unit.
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Village Nurs-
eries Whole-
sale, LLC ap-
pointed David

‘ R. House
president.

Electrolux Professional
Outdoor Products named
PACE, Inc. the first recipi-
ent of the Innovative Dis-
tributor of the Year award.

Wright Manufacturing
named Steven Willand,
Inc. of Augusta, NJ its 2003
Distributor of the Year.

Yazoo/Kees announced
the winners of the distribu-
tor sales contest that was
held from June 2002 until
December 2002. First place
and $5,000 went to Bobby
Garner of Carswell Distrib-
uting in Winston-Salem, NG,
second place and $3,000
went to Ron Pullium of
Smith Distributing in Okla-
homa City, OK; third place
and $2,000 went to Jeff
Bortz of J.P. Fuller in
Millersville, MD.
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Introducing TalstarOne. Highly Effective. Where You Need It.

When you're treating turf and ornamentals, TalstarOne™
multi-insecticide is the only flowable you'll ever need.

That's because it has all the features and benefits you've
come fo rely on from the Talstar® brand of products. It

has the proven performance and protection of its active
ingredient, bifenthrin. I¥s also a miticide and provides fast
knockdown and long-lasting control of over 75 different
turf, ornamental and common household pests. Pests that
include mites, chinch bugs, mole crickets, leaf-feeding
caterpillars, termites and all species of ants, including fire
ants, white-footed ants and odorous house ants.

And since TalstarOne multi-insecticide is water based and
contains no alpha-cyano group, it’s tough on pests, but
easy on plants. It has no odorous or plant-damaging

© 2003 FMC Corporation

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

solvents. It's non-irritating and non-staining. And once it
dries, it is virtually impossible to tell where it has been
sprayed. So no unsightly residues and no phytotoxicity.
Plus, it's compatible with herbicides, fungicides, insecticides
and liquid fertilizers.

TalstarOne multi-insecticide. It's the only flowable product
you'll ever need. 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. All existing inventory of
Talstar F insecticide 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

<4 TalstarOne.

L]
MULTI-INSECTICIDE


http://www.talstar-one.com

Reliant Stadium a
glimpse at future

HOUSTON — One-year-old Reliant Sta-
dium, home of the NFL. Houston Texans,
is a $400-million technological wonder.
The same can be said for its playing field,
and makes one wonder what else lies ahead
for athletic turf.

But big and futuristic is nothing new
for Houston, which unveiled the As-
trodome in the mid-1960s. But unlike the
Astrodome, Reliant Stadium has a re-
tractable roof, and it also has a natural
grass playing surface. The Texans com-
pete on 1,250 modules (8-ft. by 8-ft.) of
TifSport Bermudagrass that sit on a metal
drainage base over a concrete floor. The
concrete is sloped to perimeter trench
drains. The trays can be removed by fork-
lift trucks and stored, allowing the Sta-
dium to be used for events such as the
Houston Livestock Show and Rodeo in
February and March.

The playing surface experienced yet
another unique changeover when it had
to be set up for two international soccer
matches. Contractors had just six days to
get the temporary natural grass field
ready.

“We had to move extremely quickly,”
says Mike Courter of Airfield Systems,

Workers at Reliant Stadium ready the field for
FIFA action.

LLC, Edmond, OK, designers of the field.
“They (Reliant) needed something that
would live up to FIFA (Federal Interna-
tionale de Football Association) standards,
but could be installed in a flash.”

Airfield Systems chose the ring-and-grid
drainage layer, trade name Draincore2.
Workmen placed 86,000 sq. ft. of the plas-
tic product (one-inch hollow rings con-
nected by a grid) over the existing concrete
floor, and then covered that with a perme-
able geotextile fabric layer. After Turfgrass
America installed the washed sod and filled
the seams with sand, the field was ready
for play.

“The field held up tremendously
throughout both games,” said Courter. Fol-
lowing the contests, the entire system was
taken down in a single day.

CLIPPINGS

Orbit acquires Di
Tai plastics

NORTH SALT LAKE, UT — Orbit Ir-
rigation Products, Inc., a manufac-
turer and supplier of irrigation
products for the residential and
commercial markets, rcently an-
nounced its purchase of an equity
interest in Di Tai Plastics Corp. in
China. The acquisition is part of
Orbit’s global strategy to meet cus-
tomer demand, both in the United
States and abroad.

Rogers sells
sprayer division
SASKATOON, CANADA — The
sprayer division of Rogers Innova-
tive Inc. is under new ownership.
The name has been changed to
Rogers Sprayers Inc. to better re-
flect the equipment.

Maruyama renews
with Universal
AUBURN, WA — Since mid-2002,
Maruyama U.S. has been the pre-
ferred supplier of two-cycle land-
scape equipment for Universal
Studios Florida. Universal Studios
and Maruyama have renewed
the partnership through 2004.

Eno said.

2003 purchases.

Know how to earn new laptops, equipment, or make a contribution to
an industry association of your choice? Just enroll in the Syngenta
GreenPartners™ reward program and you'll receive awards points on
every Syngenta purchase. Plus, you'll even get points for all previous

Make purchasing more rewarding. Register online today at

www.greenpartnersonline.com ~
s s e (roeny Partners

Circle 113
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The Blenders Choice

Why do more blenders of quality
fertilizers choose Nitroform® or Nutralene®
as their premier nitrogen source?

They know that nitrogen is crucial to effectivels:,r man;éige turf and ornamentals and
that the fine tuned, controlled release mechanisms in Nitroform and Nutralene give
plants the nitrogen they require when they require it, season long.

Nitroform and Nutralene are the blenders choice because of these many benefits:

® Growth is sustained and controlled, properly balanced between roots
and top growth. ® No growth flushes after heavy rains or due to granule
breakage during handling or application. ® Stronger plants resist damage
from diseases, weeds, insects, drought and traffic. ™ Vigorous, controlled
growth and color with fewer grass clippings. ® Non-burning. ® Excess
nitrogen does not find its way into ground and surface waters.

The next time you buy fertilizer, remember to look for blends that display the
original Nitroform or Nutralene logo, it's your assurance of quality nitrogen. For
the name of a blender in your region contact us at 1-888-370-1874.

)

nu-gro

Nu-Gro Technologies, Inc. 2680 Horizon Drive SE, Suite F5, Grand Rapids, MI 49546
www.nugrotech.com
Nitroform and Nutralene are registered trademarks of Nu-Gro America Corporation
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H2B success in

It's time to start planning for next season'’s
H2-B labor needs. Whether you hire a pro-

fessional processor or do it yourself, you

steps

Follow these 11 suggestions and you'll
save yourself a lot of headaches:
1. Count to 120 backwards — Count
better get cracking. back 120 days from when you want your

IJJ'—’ Rne 3 A ./JJJJ
_.JJJJJJJJJ/

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 BT 4C
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...

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

www.petersonpacific.com

Circle 121
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work permits to begin and be sure your pe-
tition is filed on that date to ensure the earli-
est chance of getting your approval on time.
2. No surprises — Know your absolute
total cost for a worker to arrive at your site.
Don't be fooled by “menu” pricing.
3. Know your processor — Ask for and
check references.
4. Keep in touch with your processor —
Communicate with your processor and re-
spond promptly to requests for information,
letters, recruitment results, etc.
5. Find them a place — Research housing
early and be prepared to subsidize it if it's
estimated over $150 per worker.
6. Be fair — Workers must receive fair
wages ($7.50 to $8.00 per hr. minimum),
overtime and good treatment.
2. Arriving workers — Greet your workers
and orient them to their new environment.
Complete an Immigration [-9 Form on each
worker. Within two weeks, take workers to
apply for their social security cards.
8. Hurry up, slow down — Be prepared
for the process to be slow. Respond quickly
to any requests your agent, attorney or, if
doing it yourself, governmental agency may
have to complete your petition.
9. Proof of existence — Be ready to pro-
vide documentation to substantiate your
seasonal need with financials and payroll
records. The national office for the U.S.
Department of Labor is taking great strides
to ensure all regional offices are interpreting
petitions the same.
10. Nextin line please — Screen your re-
cruits carefully for deportation history.
Many times you can only go by their word.
Have a list of backup recruits in case your
first choices do not pan out.
11. Be kind and unwind — Be patient
with your processor. The program still
works and is getting better all the time, but
delays will still occur.
— Information provided by Amigos, Inc.
(www.amigos-inc.com) and Foley
Enterprises (www.foleyenterprises.net).


http://www.amigos-inc.com
http://www.foleyenterprises.net
http://www.petersonpacific.com

Hook Up To Savings!

BOBCAT ATTACHMENT FINANCE SPECIAL
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FINANCING
wp 1924:MONTHS

on Bobcat attachments

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 * PO, Box 6000 » West Fargo, ND 58078
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statistics

INDUSTRY TRENDS BY THE NUMBERS

ESTIMATE GREAT

What kind of estimating system do you use? While

there are many ways to estimate the price of a job, there
are three pricing systems that we‘ve discovered are the
most common in the industry in our observation of over
100 companies over the past two years.

They are the (1) “drive-by” estimating system
(hmmmm... looks like $2,000 per month), the (2) Excel-
based spreadsheet estimating system (the owner came up
with these standards, we just plug in the measurements and
adjust for the competition), and the (3) fully integrated
software estimating systems — usually purchased off the
shelf and customized to meet local bidding needs.

What was the breakdown from our study?

“Drive-by”
estimating system

20%

Fully-integrated
software estimating

system .
20%

Excel-based
spreadsheet
estimating system
60%

PHOTO: IMAGE 100

WHAT IS YOUR HOURLY RATE FOR AN

ENTRY-LEVEL CREW MEMBER?

>$12 3%
$11-$12 3%
$10-$11 8% ;
$9-$10 19% f' g
$8-$9 5% 3
$7-$8 36% Z
$6-$7 14% E
$5-$6 6% Es
<$5 an hour 1% g
No answer 5% é
SOURCE: LM SOI SURVEY z

24

AVERAGE TREE LIFE

- Species commonly grown in communities

Survey says...

We know you work hard, and we know
you play hard. If you could manage to
" snag a day off, which kind of sporting
- event would you choose to attend?
Here’s what our online visitors had to say:

and answer our online survey. We publish
the results here monthly.
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Modules are removable during
operation and are interchangeable

—. in any position.

T
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Why waste time replacing a controller just to add more stations? With Rain Bird ESP Modular Controllers,
you start with a 4-station base unit, then add 3-station modules during installation or in the future.
Additional features:

* Hot-swappable Modules can be installed while in operation and in any position.

* Contractor Default™ Program allows retrieval of a program saved into memory.

» Enhanced Diagnostic Feedback™ with scrolling text and a warning light to alert you of
station shorts, missing start times, missing run times and seasonal adjust set to 0%.

Introducing the one controller that's Rain Bird reliable. Simple to program. Feature and value-packed.
The new ESP Modular Controller. Install Confidence. Install Rain Bird.

Ran I BIRD

www.rainbird.com Circle No. 115
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-ﬂlgle largest challenge
that we face in 2004.

It's critically important
as we strive to elevate
our professions in the
public’s eyes and earn
the respect (and the
financial rewards) that
we deserve. Read and
profit from the training
experiences of the
following three Green
Industry operations —
a sizable landscape
company, a prestigious
grounds operation and a
lawn service company.
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Train to fit your culture

Consider a tiered approach
like the one HighGrove
Partners developed. It will
give your employees a reason
to be more productive and

customer-focused

BY RON HALL /
EDITOR-IN-CHIEF

eed a boost to get your
training program started?
Start by focusing on the
people within your com-
pany that have the most

impact on your customers,
your field employees. Keep your training
program basic. Keep score. Stick with it.
That's how Zak Campbell approaches
training at HighGrove Partners, LLC. He's
the training director for the $18 million
company that has offices in Atlanta and
Charlotte, NC. Zak says you can borrow
and use any of the ideas that he's devel-
oped for his company, and he hopes you
get the same results — better quality work,
fewer customer complaints, less turnover

and higher profits.

Strive for constant learning

“We strive to create an environment where

there is constant learning going on in our

organization,” says Campbell. To that end,

he constructed a multi-tiered training pro-

gram for the company’s field employees.
Entry-level employees are referred to as

L Entry-level employe'és have 90
days t mastef basic skills like
weed jdentification. . #

-
-

“grounds persons” and, in addition to going
through a thorough company orientation,
receive basic instruction on simple proce-
dures such as weed identification and the
operation of power blowers and small trim
mowers. They have 90 days to master
these basics.

The second tier for field workers is “as-
sistant supervisor,” and the instruction is
more technical and varied. Among other
things it includes bed maintenance (annual
and perennial), mower blade sharpening,
mulching and leaf removal.

The uppermost tier for a field worker is
“supervisor,” and these candidates must be
proficient in operating equipment such as
large mowers and backpack sprayers,
demonstrate that they can prep beds and
prune ornamentals, and complete truck
driver education. They must also be able to
speak English since they sometimes must
interact with customers.

Where does HighGrove Partners

go with its training program from
here? Up, up, up. This past year, it
has been building a program to
provide ongoing education/train-
ing for its senior managers, what it
describes as HighGrove University.

Most of that training will take
place in the classroom and require
a lot of reading. It will consist of
five recurring themes: the daily
routine, job information (under-
standing budgets, etc.), personnel
management, customer service
and sales.

Concurrently, the company’s se-

nior managers will be expected to
work toward becoming Certified
Landscape Professionals (CLP)
through the certification program
administered by the Associated
Landscape Contractors of America.
— RH
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Workers must become “certified” in all
of the skills at a particular level before
moving to the next. They can do this either
in the field with a hands-on demonstration
or, in some cases, by taking a written test.
The worker's immediate supervisor deter-
mines whether the employee has mastered
the skill.

“It has given the employees a road map
to be successful,” says Campbell. “It made
them more productive in the field. Quality
went up. Morale went up.”

A simple concept, accountability, is at
the core of the programs he helped create
and administers. Each field employee’s
name, broken down by position and level,
is listed on 4-by-6-ft. boards in the em-
ployee training rooms at the Atlanta and
Charlotte offices. Across from each em-
ployee name is a row of job-related skills.
An employee gets a red dot placed on a
particular skill across from their name once
they’ve mastered the skill. A blue dot
shows that they haven't become certified
in the skill yet or, perhaps through an act
of carelessness, they've had that particular
certification revoked.

“Tracking each employee’s progress
definitely increases peer pressure,” says
Campbell.

In addition to regular classroom training
using many of the resources made available
by ALCA and University of Georgia Coop-
erative Extension, and brief Thursday
morning tailgate talks focusing on worker
safety, supervisors plan and conduct sea-
sonal training events that focus on particu-
lar services such as turf aeration, mulching
and annual installation.

But some of the best training excitement
takes place when the company conducts
one of its “Saturday Demo Days.” About
four or five times a year supervisors set up
five or six stations on operations, giving em-
ployees a chance to learn or, in many cases,
become certified in particular job skills.

re employees
e

ZAK'S MAGNIFICENT 7

1. Keep it simple.

2. Start at the field level
and work your way up. The
people in the field make

the most impact

3. Look at other companies

for ideas. How are they

training? Take those ideas

and mold them to fit your culture
and needs.

4. Use all available resources. ALCA
and local trade organizations are
great resources for training material.
Try contacting a vendor to see if they
would be willing to come to your fa-
cility to conduct some training classes.

5. Involve everyone in the program.

These special events aren’t mandatory,
but the company does pay workers for
every other event. “We feel that if we
make an investment in them, helping them
better themselves, they should make an in-
vestment in the company,” says Campbell,
admitting that attendance is higher on the
paid Saturdays.

“It’s been refreshing to see the excite-
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Don't put all of the respon-
sibility of training on one
person. Make everyone a

trainer.

6. Track everyone's progress

through the program. De-

velop a tracking system that

shows who's taking advan-
tage of the programs and how they
are progressing.

7. Install accountability into the pro-
gram. Tie promotions, pay increases,
and bonuses into the program. This
turns it into @ win / win situation
where you win by having a more
productive employee and they win
by having more money in their
pocket.

ment with many of these guys. We are em-
powering them, giving them responsibility,
giving them a role, and they're eating it
up,” he adds.

Another training experience on page 30 » »

Read
M ore \ To read more on HighGrove

Partners’ training, visit
www.landscapemanagement.net

v.landscapemanagement.net
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PLUS A CHANCE TO RENT ONE OF THESE FREE FOR A WEEK

Landscapers and contractors, get a FREE special-edition Ward Burton
model race car, plus the chance to win one of 50 free week-long rentals

of a Cat® skid steer. It's simple. Just stop by your local Cat Rental Store
to register. For a store near you, call 1-800-RENT-CAT.

©2003 Caterpillar I NO PURCHASE NECESSARV Swe p takes is open Iy( p ofessional landscapers and contractors who are lega I U S sidents of the 50 United States and District of
r. pan m the G al Pu hl E d |0/]l/03 See pa rl cipating Ca IR l | Sto l l official rules. Void where prohibited

Columbia, 21 years of age or older. This sweepst
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Training at Duke;

focused and thorough

Bl oe Jackson teaches in
‘ l a conference room in
' the Duke University
J Grounds Building
every Monday after-
noon for one hour.
His pupils aren't typical college
students. These people, in most
cases, provide for families and,
in all cases, get their hands dirty
on their jobs. All are employees
of the grounds or sanitation
Jack-

son or other supervisors have

crews at the University.
recommended them to receive
more advanced training.

There are six students in
Jackson’s class this year, em-
ployees demonstrating by their
work habits and their attitudes
that they have what it takes to

advance in their grounds or san-
itation careers at the beautiful
and prestigious university of
12,000 students located in
Durham, NC.

Not every employee se-
lected for the training — and
even some of those that com-
plete it — advances his/her ca-
reer. Some decide they’re more
comfortable as part of a crew
and not supervising one. But

the opportunity is there.

A positive message
“Training sends a positive mes-
sage to our work force that we
want the personnel that we
have to advance,” says Jackson.
“This (the training program) is

a mechanism for them to ad-

ON/OFF CONTROL AT
EACH SPRINKLER HEAD

Circle 136

vance if that's what they want
to do. We want them to know
that we look within the depart-
ment before we look outside to
fill positions.”

Jackson is Assistant Direc-
tor/Facilities Management De-
partment at the University.

He's approaching his 10th year

Jackson makes sure
the opportunity is
there for his employees

g to advance.

JOE’S TOP 5 TRAINING TIPS

1. Align training with your overall vision.

Some hourly employees aspire
tg be horticultural specialists

there. His primary responsibili-
ties include the campus
grounds (626 acres of land-
scaped area, including 200
acres of turfgrass) and the cam-
pus sanitation and waste recy-
cling operations. He oversees
56 full-time employees within
grounds and eight in the sanita-
tion/waste recycling operations.
The University's grounds
staff consists of several levels of
employees — supervisors, super-
intendents, landscape and horti-

cultural specialists and hourly

2. Assess existing skills of trainees and the skills they need.

3. Be in touch and stay in touch with your

employees/trainees.

4. Keep the focus of the training on employee betterment.

5. Make the investment in time, money and effort.
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crew members. The hourly workers belong

to a union.

Those hourly workers that have demon-
strated a desire to be candidates for the po-
sitions of landscape or horticultural special-
ists must sign an agreement to attend the
weekly classes for a period of 12 months.
Those seeking higher supervisory positions
commit to 18 months of education.

“We discuss a lot of technical material,
subjects such as calculating work measure-
ments and calibrating sprayers, for exam-
ple, as well as personnel issues such as
team building and conducting interviews,”
says Jackson. “The program is targeted and
very specific depending upon whether it's
for either grounds or sanitation.”

Because the knowledge and skill levels
of the trainees vary from class to class,
Jackson doesn’t use the same course of
study from year to year. “I think it's better
to customize the training based on the
composition of the class. My primary goal
is to strengthen those areas that individuals
feel they're weak in,” he remarks.

Not that Jackson relies solely upon his
own knowledge to sustain the program. He
often enlists the help of “guest trainers,” in-
cluding visiting industry suppliers, some of
his own supervisors or those in related de-
partments, or other university resources.
For instance, Duke University's nationally
known basketball coach Mike Krzyzewski
(Coach K) spoke on the qualities of leader-
ship at a session that included Jackson's
group. Jackson has been offering this train-
ing for the past five years.

“We're getting those folks that really,
really want to put forth that extra effort,”
he says. And that’s saying a lot since there

are no guarantees that those who finish it

will actually get a promotion — not right
away anyway.
“What we're saying is that they're going  supervisor’s position,” says Jackson.

to be prepared and they're going to be in a

better position to be considered for a job as
a horticulture or landscape specialist or for a

Another training experience on page 32 » »
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Turn a “challenge’ into

an opportunity

hirty minutes.
That's what Ed
Romm sets aside
each week to
train his em-
ployees.

Doesn’t sound like much,
does it? But consider that his
company, K&D Lawn Care
Service, Inc., Norfolk, VA, em-
ploys about 100 people, and all
of them participate in the train-
ing program. That’s 50 hours
each week that could have
been used for production.

Ed, without hesitation, says
it's worth it. “I wouldn't keep
doing it if I didn’t think it was
worthwhile,” he insists with
emphasis.

A new experience

Employee training is a new ex-
perience at K&D Lawn Care
Service, which passed the $1
million and the $2 million rev-
enue plateaus without it. But
Romm, seeing his company suf-
fer the same employee retention
and service quality issues that
every contractor with moderate
to rapid growth seemingly faces,
felt his company should operate
more efficiently. That's why he
attended the 2001 ALCA Con-

ference in Tampa.

It was there that he was in-
troduced to consultant Jim
Paluch and his program, The
Training Challenge.

“I don’t know what drew
me to go see Jim but I think it
was the topic. It was about mo-
tivating your people and, yeah,
my people needed motivating,”
says Romm.

The program, administered
through Paluch’s company, JP
Horizons (www.jphorizons.
com) is a Web-based training
competition among the owners
of Green Industry organiza-
tions. Its goal is to encourage
them to provide structured on-
going employee education for
52 straight weeks.

Romm embraced the chal-
lenge and started his company-
wide training program that, he
admits, has since experienced a
few significant changes. Even
so, he’s convinced the perfor-
mance of his company and the
morale of his employees has
improved because of it.

“At one point, the training got
a bit messy because our people
felt like it was too complicated.
Maybe we were trying to do too
much,” says Romm. “Now we
try to make it more fun.”

Sessions begin promptly at

7:30 a.m. every Tuesday momn-
ing in the company’s cavernous
warehouse. The first 15 min-
utes are devoted to issues af-
fecting the whole company,
the importance of prompt cus-

Consultant Jim Paluch revs up
the troops atiK & Dawn Care as

part of Ing program.
v .

/

tomer service being one exam-
ple. Then, the managers of the
Maintenance and Landscape
Divisions will take their crews
for 15 minutes of more job-
specific instruction. The final
piece of each week’s training is
a review of the company’s mis-
sion statement.

“Do I think we can do it
better?” asks Romm rhetori-
cally. “You bet I do. We have
not taken this program to
where we can take it but |

think we're getting there.” Lm

ED’S TOP 5 TRAINING TIPS

You know you're getting
your training program
right when your employ-
ees want to come and
don’t want to miss one.

1. Make it fun and you'll
hold your employees’
attention.

2. Involve everyone.
Encourage employee
role playing; it works
wonders.

3. Focus on issues that
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relate to what your em-
ployees do, such as
proper equipment use
and safety. Discuss “real
life” events and what
they mean to the workers
and to the company.

4. Listen to your employ-
ees. They'll tell you where
they need training.

5. Be consistent. Train
every week.
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Only on
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YOUR BUSINESS

10 signs that ‘
your company

is headed |
for trouble

BY GARY GOLDMAN ‘

ontractors falil

andscape contractors
spend a lot of time main-
taining trucks, loaders,
mowers, trimmers and
blowers. However, they
don’t see the need to per-
form “preventive mainte-
nance” on their business operations.

As the nation’s economy continues to
wobble, more and more business owners
are struggling to keep their “bottom line” in
the black. In most situations, it has nothing
to do with quality of the product or service
that they offer to their clients — most con-
tractors are excellent craftsman. Nor is it
caused by lack of work as many of these
contractors have more work than they can
handle.

Watching a business die is never easy, if
for no other reason that it can happen in so
many different ways. And, no matter what
the cause, it’s never funny. Here, in the
hope that a bit of foreknowledge may
make a dent in the death rate, are 10 of the
most popular reasons contracting
businesses fail:

Undercapitalization — Far too many
1 contractors underestimate how much
money they're going to need, not merely to
get the business up and running, but also
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to sustain it as it struggles to gain a com-
mercial foothold. Starting out undercap-
italized usually leads to a downward spi-
ral that's difficult to stop and reverse.
2 Bad cash flow —This is the evil

cousin to inadequate capital. Even

businesses that move past the embry-
onic stage often collapse when incoming
cash doesn't at least offset expenses and
other costs. Watch your cash “burn rate”
by not falling into the trap of confusing [’
cash receipts, or a positive cash flow,
with excess cash. Once you spend it,
you cannot get it back. Understand
the importance of monthly budgets
and cash flow projections. They're great
tools that will help you manage your
business. When it comes down to it,
cash is what really counts.
Lack of planning — This is the
3 reason that problems like
capitalization and bad
cash flow happen in
the first place. Map
out as comprehen-
sive a business plan
as possible, covering
financial issues, mar-
keting, operations,
growth and an array

>
o &



Do a ‘BEAR’ before budgeting

Here's an easy exercise you can do once a year to keep your landscape opera-
tion headed in the right direction. | call it “BEAR,” short for Business Evaluation
And Review. It's a form of preventive maintenance, just like you would do on
your trucks or mowers. This process reviews and analyzes six key components of
your business operations and procedures:

» management and administration,

» marketing and sales,
p contract administration,
» field production and
» finance and accounting.

In the process you analyze each component to make sure you have standard
operating systems in place. Review your process and procedures to make sure
that they meet your organization’s needs. If you don’t have systems or they're
not functioning to your satisfaction, take action. You need standardized

processes and procedures.

Start BEAR prior to the preparation of your annual budget and any goals
that you may be setting for the upcoming year. The process gives you the op-
portunity to take corrective action, standardize many of your company’s
processes, and provide you with information to manage your business effi-

ciently and with confidence.

But don't stop there. Get in the habit of performing monthly operating
reviews to be sure that what you projected and planned is really happening.

By grabbing control of your business and keeping it running at peak perfor-
mance, you'll increase your odds for long-term success and profitability. And
most important, you will have a good time doing it.

of other elements. Granted, it's time-con-
suming, as a well-prepared plan can take
weeks or months to complete — but that's
the time to find out an idea may not work.
If you don’t plan and still go ahead, you
may end up with heartache and thousands
of dollars down the drain.
A competitive edge — Your business
must gain a toehold in some sort of
singular niche that you can exploit. It
could be a slightly different service or ex-
ceptional customer support. Too many
contractors are simply “me too” opera-
tions. Make sure something is unique or
different.
Mushy marketing — Develop a market-
ing strategy not merely to identify who

—GG

might buy from you, but why. Your market-
ing strategy must set you apart so a customer
can clearly see why they would rather work
with your company than a competitor.
Inadequate flexibility — Larger com-
6 petitors have more cash, employees
and, usually, marketing clout. But they
can’t react to changes within the market as
responsively as smaller companies. Remain
flexible and scout for new opportunities. A
small company can make in-course adjust-
ments more easily than the big players.
Ignoring the next step — Exercise
7 proactive customer support. Keep your
staff focused on quality, service, respon-
siveness and value. This mindset often gets
lost in the hustle of day-to-day activities.

www.landscapemanagement.net / OCTOBER

Forgetting there's no “S"” on your

chest— Entrepreneurs are smart and
resourceful, but few can do it all. Running
a small business carries its share of hidden
kryptonite. Find and rely upon the skills of
other capable people to help you with
those tasks that you don't like to do or
aren'’t particularly skilled at.

Great boss and mediocre staff — Inex-
9 perienced and unmotivated employees
can often bring down a solid business, even
one with a knowledgeable, enthusiastic
owner. Train your employees, compensate
them fairly — but still find ways to keep
them motivated.

If you feel that your
company is suffering
from any of these
“symptoms,”

don't panic.

Uncontrolled growth — A small
10business that takes on too much
work too quickly often pushes itself into an
early grave. Match production with de-
mand, and make sure you have the cash to
finance your growth. Don’t abandon your
original plan too quickly.

If you feel that your company is suffering
from any of these “symptoms,” don’t panic.
In fact, it isn’t uncommon for a business to
have these types of problems as it progresses
toward its long-term goals and objectives.
What's important is the ability to have a sys-
tem in place to identify the various problems
and take the necessary corrective action. Lm

— The author is a business consultant with
more than 20 years experience in several
industries, including landscaping. He's also a
former regional operations manager of
TruGreen Landcare Corp. He can be
contacted at gmanaf@msn.com.
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There are
many ways |
to renovaté
lawns; but
chodsiﬁg

7k ey
Y MARK
SHUELLER™

Ithough many landscape
contractors are winding
down from a busy sum-
mer season, the smart
ones know that now is
the time to make one
final push to ensure all of
their hard work is protected. By taking a few
steps now, they can generate more mcome

and make their clients’ lawns healthier

The easy way
Dethatching or power raking a yard is the

easiest way to prevent a dull, yellowing and

lifeless lawn. Thatch is a layer of dead

stems, roots and clippings that keeps your
lawn from receiving vital nutrients by natu-
rally accumulating between the soil'’s sur-
face and the green vegetation. If the thatch
layer is a half-inch or more, it prevents
water and air from reaching the turfgrass
roots. It also forces herbicides with residual
action to settle in the top layer of the soil
And let’s not forget that thatch buildup
can also provide an attractive breeding
ground for insects and disease

The best way to remove thatch is to use

a mechanical dethatcher with steel flail
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blades or rigid wire tines that comb
through it and lift debris to the surface
Dethatching may cause temporary dam-
age or browning to the turf for a short pe-
riod of time. To speed up the lawn recov-
ery, remove the thatch debris with a hand
rake or a lawn vacuum. If you use a de-
thatcher unit that has a bagger, you'll save

yourself the inconvenience of this step

Prevent soil compaction
While aeration may take less time and labor
than dethatching, it isn't a thatch elimina-
tor. A healthy, aerated yard can help con-
trol thatch, but it doesn’t remove it
Aeration in the fall is key to preventing
soil compaction and promoting nutrient
exchange. Lawn traffic such as walking
and mowing can create compaction in the
top two to three inches of the soil. Turf
deterioration typically results when com-
PJL'[\‘J soil Pdﬂl(lt‘\ reduce the area
where roots can grow. Aeration can re-
lieve this compaction through its process
of mechanically removing cores of turf
Removal of cores allows more water and
nutrients to reach the turfgrass roots, de-

creasing the frequency of watering and



the application of herbicides needed for a
healthy lawn.

Most growth in the turfgrass’s roots oc-
curs in the fall. Aerating and fertilizing in
the fall enhances root growth in the spring
and increases drought resistance during the
dry winter months. In addition, fall aera-
tion reduces the effects of cyclical freezing
and thawing during the winter.

For optimal effectiveness, you should
aerate at least once annually. Aerators are
available in various sizes from walk-behind

units to larger, towable units.

Improve bare spots
Overseeding is the process of planting grass
seeds over an existing lawn, which encour-

ages new growth for a fuller, richer lawn.

Overseeding in the fall results in more effec-
tive seed germination because the soil and air
temperatures are warmer than in the spring.
Reasons for overseeding include winter dam-

age, dryness, excessive rain and poor drainage.

fhb."ofh‘l j

The removal of cores through aeration
allows more water and nutrients to reach the
turfgrass roots.

www.landscapemanagement.net / OCTOBER 2003 / LANDSCAPE MANAGEMENT

Professional members of the
American Society of Irrigation
Consultants have passed

an extensive peer review and
qualification process.

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

Contact ASIC to find a consultant near you.

American Society of
Imgation Consultants
111 E WACKER 18th FL
CHICAGO, IL 60601
312.372.7090

FAX: 312.372.6160
WWWASIC.ORG
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Overseeding is ideal when bare spots
exist or when you wish to improve the ap-

pearance of the lawn with more suitable

seeded, it should be aerated and free of any
thatch or debris.

Many overseeders (also called slit-seed-

depth and adjust the application rate for
depositing the seed, slicing turf and cover-

ing the seeds to ensure optimal germina-

ers) allow the operator to set the blade tion. The units use slicing blades that cut

grass varieties. Before the neglected area is

NEEDING
ELIEVING

through the soil, opening small furrows to

deposit the seeds that are two inches apart.
When overseeding, it’s recommended to
make two passes at 45-degree angles at half
the recommended rate of seed. This will
produce a distinct crosshatch pattern in the
soil and avoid the “corn row” look of ger-
minating grass. A slit-seeder offers higher
germination than broadcasting seeders be-

cause the seeds get placed into the soil.

Tear it out

When other techniques fail to rejuvenate
turf or when more than 50% of the lawn in
a given area is damaged, tearing out the
original lawn may be a feasible solution. A
sod cutter is the most effective method for
removing turf because it provides a consis-
tent even cut, leaving a level surface for
seeding or laying sod.

However, sod cutters have many more
uses than removing damaged turf. They
can also be used for redesigning landscapes
— adding sidewalks, stepping stones, pools,
ponds, flowerbeds and more. A sod cutter
is much more productive than a simple
hand spade.

With the fall landscaping and lawn sea-
son upon us, it may be beneficial to review
equipment options that are available to help
you capture additional business. Conditions,

Terraseeding™
Erosion Control
Athletic Fields

i

800-285-7227

www.expressblower.com

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

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

specifically temperature and moisture, in
the fall are optimal for preparing a lawn be-
fore winter dormancy when the roots bene-
fit most from turf maintenance procedures.
A lawn renovated in late summer or early
fall will have a stronger root system and will
revive more quickly in the spring. tm

— The author is the marketing manager for
BlueBird, a division of Electrolux Professional

Outdoor Products.
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wnesars | award-winning landscape management

Highland Park

2002 PGMS Grand Award Winner for
Industrial or Office Park

Property at a glance

Location: Greenwood Village, CO
Grounds Supervisor: Tom Fochtman
Category: Industrial or Office Park
Total budget: $35,000

Year site built: 1981

Acres of turf: 5

Acres of woody ornamentals: 3
Acres of display beds: 5

Total paved area: n/a

Total man-hours/week: 50

Maintenance challenges

P Rocks
> Hillside

» Ponds, water quality, geese

Project checklist

Completed in last two years:
P n/a

On the job

P 3 full-time staff, 3 seasonal employ-
ees, 1 licensed pesticide applicator

The challenges CoCal Land- \
scape must deal with at High-
land Park can be summed up

in three words: rocks, geese

and water.

Colorado’s prolonged
drought and mandatory water
restrictions have made manag-
ing the irrigation system a
nightmare. Plus, since the site
is almost 50% water, the irriga-
tion system along with fertil-
izer must be carefully managed
to avoid excess runoff into the
ponds. As if the irrigation technicians
need more headaches, the glass ofhce
buildings reflect the sun onto the turf
300 days a year, baking it to a crisp.

Geese are everywhere on the prop-
erty, and while they're mostly a nui-
sance, the crews can still show them
compassion. Take the time an emer-
gency call came in about two baby geese
that were stuck in a drainage grate inlet.
The crews rescued them and had a new
appreciation for their fowl friends.

Slopes and rocks require nimble foot-
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Rolling hills make Highland Park one challeng-
ing job for the mowing crew.

ing for those on mowing and trimming
duty. And vehicle traffic can get heavy,
requiring crews to schedule work in the
early morning hours. With traffic comes
trash, and second weekly visits are
needed to clean up after the office ten-
ants who stake out various picnic spots.
Trash out in the ponds has to be re-
trieved by boat, with the crews using

shovels as oars in a pinch.

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
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athletic

GROUNDS SUCCESS

turt

Infill systems —
the real scoop

Read this if you think the new generation of artificial turf
is going to do away with athletic field maintenance

BY MIKE ANDRESEN, CSFM

here’s a new player in the
parks and stadiums of
this country and all over
the world. This “new
guy” is catching the fancy
of administrators and
event planners and caus-
ing nervousness among sports turf man-
agers. Who's this new player? The third
generation artificial turf field, or the rub-
ber-infill playing surface.

No doubt by now you've seen a com-
petitive event played on a rubber-infill arti-
ficial surface. As of this writing, FIFA, the
governing body of World Cup soccer, has
approved the product for all of its events
except FIFA Final Round competitions.
The NFL and NCAA boast of successful
installations in stadium and practice facility
settings throughout the United States.

Popularity on the rise

Infill systems are being installed at an in-
creasing number of high schools and mu-
nicipalities, too. Often, there are so many
events played on these school or youth
fields that it's virtually impossible to main-
tain a high-quality grass-covered playing
surface. That's why infill systems are be-

A rubber-infill artificial surface may require an athletic turf manager to drag it with a brush attach-
ment that also has a scarifying unit to ensure the field doesn’t get too hard.

coming attractive alternatives to natural
turf fields, particularly as communities, de-
pendent upon user group revenues, ex-
pand their activity schedules.

lowa State University athletics became a
market for one of these fields this past year
as a new indoor multi-purpose facility was

designed there. The facility will be used
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every day, but its most demanding tenant
will be the football team. When field op-
tions were examined, a criteria checklist
similar to the one used in designing the nat-

ural grass practice facility was followed.

Lots of components
The profile of a rubber infill system consists



of a base layer, a backing with fibers at-
tached and a sand and/or rubber particle
layer. Visualize a roadbed and build a third
generation artificial turf surface on top of
that roadbed!

The bottom of the profile is a base of
compacted, crushed stone. (Some fields con-
tain drain lines sliced into the stone layer.) In
most cases, the stone base will be graded
with a mid-field crown. On top of the stone
base, you have the option of installing a pad
layer, similar to a carpet pad, for more field
cushion before laying the turf surface. This
choice is made on a case-by-case basis.

Load bearing capacity is another factor
to consider. That depends upon the types
of events the field will be hosting.

The turf layer is a simple carpet-type

backing with a 2.5-in. fiber of “grass blades”

sticking out on the topside. Different sys-
tems have different fiber densities and
lengths. The backing and fiber layer is laid
onto the pad or the base. Finally, the infill
product is installed.

Some systems use only rubber granules,
some use stratified and segregated layers of

The crumb rubber I

recycled product,

iy
and Kev 10 the 1ielda’s

perrormance
rubber and sand granules, and others a
mixture of sand and rubber. The crumb
rubber is a recycled product, and key to
the field's performance.

The sand-rubber combination deter-
mines surface hardness and shock absorp-
tion. One option for this combination is to
lay down .5 in. of sand to ballast the fiber
backing, then 1.5 in. of rubber to provide
the field cushion. Another option is to only
apply rubber granules. Either way, the field

must be dragged during the process to pre-
vent burying the “grass blade” fibers. The
green fibers, sticking just .5 in. above the in-
fill, provide the elasticity and stability that
the field will display during its lifetime. In-
stallers will shred, or fibrillate, the tips of
the blades to your desired specification.
Consider factors such as foot traction and
potential abrasions before making a choice.

Varying costs

The cost of these types of fields can vary
considerably, from $340,000 to $1 million,
depending on too many factors to discuss
here. lowa State’s new surface is budgeted
to cost less to install than its natural grass
fields did when they were built. Some of the
base layer specifications aren’t as dramatic
on our particular project, so it’s unfair to
simply say, “The synthetic field costs less.”

There are at least a dozen companies
marketing and installing these fields, all of
them the same in design but offering dif-
ferent combinations of fibers or infill prod-
uct recommendations.

Jason DePaepe, Athletic Turf Manager
for the University of Colorado-Boulder,
prefers to treat his rubber infill practice
field “like a grass field” and asks the coaches
and team to do the same.

Most turf managers acknowledge initial
reluctance to the infill system concept, but
eventually agree that the fields offer advan-
tages in certain situations. DePaepe, in
Boulder where the snow can pile up, ap-
preciates that snow can be removed from

The artificial turf on the left has been dragged
and scarified; the turf on the right hasn't. The
neglected turf is hard and unsafe for athletes.

the field easier than on grass, even though
the process removes some rubber from the
surface, too. He has topdressed rubber
back onto the field three times in the year
and a half he has managed the surface, for
a total of 25,000 lbs. He's found that the
field doesn't freeze solid, which can be an
asset for those in northern climates.

On the other hand, static electricity can
be a nuisance, especially in dryer climates
and during the first six months of a field'’s
life. Generally, it can be controlled with field
irrigation, rainfall, or spraying the field with a
hose. As the field compacts, the static elec-
tricity problem becomes less of an issue.

Yardlines and sidelines

The yardlines and sidelines are permanent
markings at the University of Colorado prac-
tice field, but no permanent markings were
built into the game field of the Seattle Sea-
hawks. Field Manager Jay Warnick, CSFM,
says it was a challenge to find a paint that
stuck to the fibers yet washed off the blades
during a field conversion. Finally, he found a
paint that will wash off by using a cleanser
applied by a backpack sprayer, followed up
with a Kromer scrubbing machine.

For “old” artificial turf, field managers
blasted the markings away with a pressure
washer. That treatment on an infill system
would blast away the rubber and sand infill.

www.landscapemanagement.net / OCTOBER 2003 / LANDSCAPE MANAGEMENT 45



GROUNDS SUCCESS

Jay has the scrubbing machine in his
plans for cleaning up biohazards, too, but
no major issues have surfaced to date.
Should blood become an issue, Jay plans to
apply a disinfectant, use the scrubber and
flush the area with water. Vomit would be
dealt with by applying a disinfectant, then
using a wet/dry vacuum to clean it up.

Ted Thorn, University of lowa athletics,
states that for clean up of spills and routine
practice liquids, the rubber infill system be-
haves like natural grass fields in that flush-
ing of the contaminants seems easy.

Softness and hardness

Softness and hardness are buzzwords in
talking about these surfaces. In choosing
lIowa State’s field, Mark Coberly, Certified

Athletic Trainer, was concerned that the
chosen field would be too soft. A field must
be forgiving during the activity but also
allow for little or no rebound of energy.

For example, if you walk on a rubber
surface that springs back too aggressively,
you will have to absorb the return energy
within your legs or spine, causing fatigue to
muscles and joints that have to work extra
hard to stabilize the body.

The same analogy can be made if your
head or body hits the surface of the field.
This return energy can be catastrophic in
the worst cases. So, the safest fields aren’t
necessarily the softest fields. Ideally, you
want the cushion on your rubber infill sys-
tem to mimic that of natural turf. Bob
Campbell, CSFM, University of Ten-
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nessee, states that both his natural turf field
and his rubber infill system boast a G-max
of around 60.

Any discussion of the new systems cen-
ters around knowing how to effectively
maintain proper hardness, or softness. Col-
orado’s Jason DePaepe states that his
coaches can tell when their field is getting
hard. Over time, rubber granules become
compacted. As the field compacts and gets
excessively hard, it can potentially be more
dangerous to play on.

Seattle’s Warnick states that his work
for the Seahawks is much more intense on
the new synthetic field than he originally
imagined. His ritual after each game is to
drag the entire field six to eight times with
a brush attachment that also has a scarify-
ing unit. He adds weight to the scarifying
apparatus so the teeth penetrate deep into
the rubber profile. The brushes then go
over the rubber and smooth the surface.
It's somewhat similar to working a baseball
or softball infield skinned area. Jay adds
that after a game, the center of his football
field is actually the softest portion of the
field due to players disrupting the rubber
throughout the playing of the game.

Degradation

How are we going to quantify degradation
of these fields, and can we predict how and
when they’ll wear out?

Managers I talked to agree that the
“grass blade” fibers have noticeably de-
graded in the time they've been managing
the fields. Comparisons of fibers on differ-
ent segments of the field verify this.
Green dust is common on the footwear
of those who work out on the infill
systems. Common thought is that the
integrity of the fibers, and the user’s satis-
faction with that fiber, will dictate when
your field is worn out.

Herein lies an important consideration
for those of us who manage fields, and for
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mailto:nysta@nysta.org

Tests determine
field hardness

Turf Diagnostics & Design, Olathe, KS, has ex-
panded its services to include artificial turf testing,
including field hardness and subgrade testing.

This includes F355 and G-max testing that often is
used to indicate if an artificial field is fit for play.

Subgrade testing involves per-
forming standard tests to ensure
that the materials used in field con-
struction meet project specifica-
tions for material size, hardness
and drainage. This testing should
be done before and during field
construction, says Sam Ferro, presi-
dent of the independent testing
laboratory.

For more information, call
913/780-6725 or visit the Web site
www.turfdiag.com.

those who are responsible for providing
safe facilities for our user groups. Mainte-
nance of rubber infill playing surfaces is
cause for some of the wearing off of green
fibers within the system. The field will age
through the breaking or shredding of these
fibers, causing the stability of the field to be
compromised. With more activities and
more maintenance on these fields, their life
span will become shortened.

On the other hand, if a field like this
isn't scarified, brush dragged, topdressed
and cleaned on a regular basis, the surface
may become dangerously hard for athletes
to compete on. The field that’s not main-
tained aggressively will look nice and new,
yet may not be satisfactory for play.

In short, the new rubber infill systems
require aggressive maintenance to maintain
safety, yet those practices are likely detri-
mental to the longevity of the surface. This
is the reverse of a natural turf field, which
is certainly considered an investment in the
longevity of the grass surface. Lm

— The author is the athletic turf manager for
the lowa State Cyclones. He can be reached
at 515/294-2983.

Duarg Otto of Turf Diagnostics & Design
conducts a field hardness test at a high
school in West Des M i
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Feed lightly with each
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TECHNOLOGY THAT WORKS

Winteriz

or weep

very year, it’s a ritual.
From Maine to Min-

nesota to Montana and
anywhere, the frost level
could extend below the
depth of installed pipe.
So professional landscape
and irrigation contractors must make get-
ting an irrigation system ready for the
change of seasons an annual event.

Contractors must emphasize to clients
with irrigation systems that repeated water
expansion inside pipes can weaken those
pipes and lead to fractures. Plus, if the fit-
tings and the pipe don't expand and con-
tract at the same rate during seasonal tem-
perature changes, the matter of material
stress will be called into question.

Of course, if your clients’ system contains
PVC pipe, there’s no question about mater-
ial stress. Why? Because when it's more than
half full of water and frozen, PVC pipe will
crack — most often from fitting to fitting
(i.e., along the length of the pipe).

You need to “winterize” your clients’
system to protect it. The only question is:
“How?"

A blowout
Unless your system has manual or auto-
matic drains, you'll need to “blow out”
water in the system with a portable air
compressor in order to winterize. And
doing it all is rather easy.

After turning off the water, connect the
compressor (100 CFM for pipe with two-
inch diameter or less, 250 CFM for pipe

four-inch diameter or larger) to inject air
into the system near the main shutoff.
Turn off the compressor and activate the
zone of sprinklers at the highest elevation
and furthest from the compressor before
opening the valve on the compressor.

Be careful to introduce air into the sys-
tem gradually to avoid high pressure surges.
Then, slowly increase the air pressure to 50
psi to reduce the chance of water ram dam-
aging the components. If the sprinkler
heads don't pop up and seal, adjust the
pressure upward until they do, but never
let the air pressure exceed 80 psi.

It usually takes about two minutes or
more to evacuate each zone. Proceed in se-
quence through all the zones, eventually
ending up at the part of the system closest to
the compressor and at the lowest elevation.

Go twice through the entire system,

Blowout checklist

‘while the system is under air pressure
» Don't leave the compressor
unattended

» Don't blow out the system through
a pump (first blow out the system,
then drain the pump)

» Don’t leave manual drain valves
open (water could enter the system
during a winter thaw)
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Winterize your
clients’ irrigation
system or

weep from the
consequences

BY DAVID A. SINDEL

using a short cycle on each pass rather than
a single long one, as repeating the process
completely removes water that has drained
from one zone into another on the first
cycle. It also helps reduce the amount of
time compressed air is moving through dry
pipes (such friction can cause heat damage).

Additional steps

Got a controller? Be sure to leave your
power on and the rain or station start
switch in the off position to prevent con-
densation inside the controller enclosure.

Have a backflow device with ball
valves? After shutting off the water supply
and draining the system, remove any water
trapped in the valve bodies by opening and
closing them several times with the lever
handle. Then, leave the handle at a 45-de-
gree angle so the valve is partially open.

Preparing a hydraulic control system?
Close and disconnect the potable water
supply line to the signal control tubing, and
drain the tubing.

Whether your system is an industrial one
in Indianapolis, a residential one in Rochester
or on a sports field in Saskatoon, the same
rules apply. To prevent freeze damage, you
have to winterize your pipes. Lm
— The author is with Hunter Industries, Inc.,


http://www.hunterindustries.com
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GROWING GREEN
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Rewarding success

Since 1988, GreenScapes Landscape Architects and
Contractors owner Bill Gerhardt, of Columbus, OH, has
rewarded his management group and hourly employees.
His keys to successful rewards programs:

A solid system rewards employ-

ees for longevity and responsi-
bility. Gerhardt says employees get
more involved and are likely to stay
with the company.

Show employees how they

affect the bottom line. Help
them understand that the better
they perform, the bigger the
rewards. To help achieve that,
Gerhardt shares sales numbers,
expenses, etc.

Emphasize that their actions can

have a negative impact. For
example, if a piece of equipment is
lost, Gerhardt deducts the replace-
ment cost from the profit pool, which
reduces everyone's take — not just
the worker who lost the equipment.

Profit-sharing fosters a team

concept. Employees are more
likely to work together to achieve a
superior result when an incentive is
on the line.

No out-of-pocket expenses from

employees are required. While
Gerhardt offers a 401(K) and pension
plan, the incentive plan is funded
strictly from profit, not employee
contributions.

Having a stake can help develop

leadership skills. “Our employ-
ees have come up with their own
ideas on how to improve the bottom
line, and thus increase their share of
the profit.”

Little things mean a lot. Gerhardt

also uses small gifts such as $10
GreenScapes certificates that can be
used to buy company logo clothing
or horticulture materials. The
rewards are given at weekly employ-
ee meetings, and everyone's per-
formance is charted. Gerhardt says
public recognition and peer pressure
is key to any successful rewards pro-
gram. Everyone wants to win, and
no one wants to be last. m

If you have a passion for winning (winning the game,

winning the sale, winning a partner, all forms of

winning) then you will have a passion for working.

Work ethic is the great equalizer. Persistent, smart, hard

work will conquer any opponent, and most importantly

it is the surest path to healthy pride.”

— Greg Werner, strength coach
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From the front lines

Owners find money
doesn't always talk

xtra cash for a job well done -

an incentive that is like money

in the bank? According to

many landscape company
owners, when it comes to motiva-
tion, money isn't always the
answer.

Mike Lesher, MCLP and owner of
J. Michael Landscaping in Marshfield,
MA, says, “Money is short-lived, and
it can be an expensive incentive. It
then becomes expected on every little
thing they do."

Pete Wodarz, of Wheeling, IUs
Milieu Design, says the key to cash in-
centives is tying them to performance
- not random payouts, such as at holi-
days or end of season.

“Cash bonuses not related to indi-
vidual performance always backfire.
They become anticipated if not tied di-
rectly to a measurable, established
performance goal.”

Steven M. Vandervest, of Turf Man-
agement Lawn Care in Lawrenceville,
GA, says the best way for any reward
program to work — cash or otherwise
- is careful tracking and employee
input.

“The biggest thing in setting up
any program is to get employee input
into setting the objectives and
goals. Once the goals are set, we
keep score by documenting when the
goals are achieved or are not
achieved. You have to keep a score-
card so employees can see where
they stand.” m

ALLA ress Leadership Advancement Program
sl SPONSORED BY: @Husqvama

Contractors of America



Running LAPS

BY JIM PALUCH / PRESIDENT JP HORIZONS

Share the Success

he following is an excerpt from

Jim Paluch's book, “Growing

Dreams.” It chronicles the fic-

tional adventures of two part-
ners growing a landscape business.
Read on and you may find a bit of
yourself in the story:

“It's not just about becoming the
biggest, boldest, richest. It's about en-
joying the process over the accomplish-
ment. We'll learn how to make money
and have an enjoyable personal life at
the same time. That's success. We'll
somehow develop a program that will
SHARE THE SUCCESS." Then the room
fell quiet.

“THAT'S IT!" Curtis yelled, jumping
up and clapping his hands. “THAT'S IT.
We'll create an entire philosophy called
‘SHARE THE SUCCESS' - S.T.S. We'll
incorporate help from outside sources,
like our accountant and some industry
experts. We'll ask the team to help with
it, and it will be revolutionary.” Curtis
was now standing on top of his desk;
his brother stared in disbelief.

“We'll start by first defining suc-
cess. Just like we created our mission
statement to guide the company, we'll
create a definition of success for the
entire company in one of the Training
Challenge sessions. We'll build off this
definition by determining what moti-
vates people. We'll then bring in the ac-
countant because we need to know
the numbers in a timely fashion, not
after the month is over, but right now
while we can do something about it. If
he can't get us that information, we'll
seek out somebody who can. Then
we'll educate. How many of the crew
do you believe really know how the
company makes or loses money?

“I'm not sure. But now that you
mention it, | overheard Frederico and

2 Leadership N5ights
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“Growing Dreams,” by

Jim Paluch, was first pre-

sented in a series of arti- e
cles and chronicles tWo | sy,
brothers, Oscar and "2-\3=
Cintie sdtoigest | M Pilngy
to own a prosperous

professional landscape company. The
series was so well-received that it
prompted Paluch to compile the first
novel written with a landscape company

as the backdrop. “Growing Dreams” is
full of content and practical ideas as it
systematically introduces the concepts of
organizational excitement, a blueprint for
every owner to use to energize their com-
pany and team.

“Growing Dreams” $11.96 (plus tax for
Ohio residents) and $3.95 for S&H.

José talking about how you probably
get to keep at least 50 percent of
everything the company sells.”

“That's what I'm talking about,
Oscar. If they're thinking that, and | am
sure most employees are, let’s tell
them the truth. Let them see how we
risk everything each year to try to keep
10 percent of everything we sell. Let's
educate on the financials and share in-
formation. We don't even need to go all
the way to net profit. Let's just start
with revenue minus materials and labor
to get us to gross profit. That's all the
crews can help control anyway. I'll start
at the training session on Tuesday to in-
troduce the idea and see what they
think. Then as a group we'll start to de-
velop the program.

“We'll start paying quarterly or
maybe even monthly bonuses on hit-
ting gross profit goals. I'll never pay out
another throw-money-away Christmas

bonus. The team members are going to

be in control of their destinies, and
they alone will determine how much
they make in bonuses, not you or me.
We are going to SHARE THE
SUCCESS.

“Once the numbers are understood,
Oscar, we'll start talking about effi-
ciency. What if every one of the crew
worked normal hours, you know 40 to
45 hours a week, and no more? What if
we could base a bonus on just the min-
imum number of hours instead of think-
ing the only way to work is around the
clock? Do you know how many hours
Frederico has worked this week? Sev-
enty-two hours, and he'll be going out
this evening to plow all night. | believe
we can change that.”

“How?" Oscar asked, starting to
get caught up in new possibilities.
“Frederico likes the overtime.”

“Does he like the overtime, or does
he like the rewards that overtime brings
him? We need to find that out. We all
need to realize that we can make more
money by working smarter, not just
harder.”

“Okay, but how are you going to de-
velop such a plan?"” Oscar asked,
watching the idea grow in his little
brother’s head.

“I don't know yet, but I'll make some
calls. There have to be some people
around the country that can give us direc-
tion. What we need is a guide to point us
in the right direction, and then we can fig-
ure out the details.” Curtis stood up and
walked over to the white erasable board
that had hatched many ideas in the past
years. “Oscar, let's you and | start now
and list the criteria for the Share The Suc-
cess program.” He picked up the marker
and began to write:

Continued on page 7



Networking and skill building are
among the benefits of serving
as ALCA committee chairperson

e might be a rookie, but Tom
Heaviland — who became an
ALCA committee chairman in
July — says he already is reap-
ing the dividends of his position.

As co-chair of the education com-
mittee with James River Ground Man-
agement’s Maria Candler, Heaviland is
focused on delivering educational pro-
grams that will have the most impact
to the greatest number of members.

“| am pretty passionate about the
importance of education,” explains
Heaviland, of Heaviland Enterprises. “I
have seen what education has done for
me personally and how I've grown as
businessperson. |'ve seen what it has
done for my company. Education is the
primary reason people will join an or-
ganization. They want to learn, network
and find out how everyone else works
to succeed.”

Candler, who has served as chair-
person of various committees for the
past three years, says the networking
opportunity is invaluable.

“I'm amazed at the lessons that
come up in committee meetings that
I'm able to take back to my company.
The benefits of being involved don't
end, and it's an excellent way to ex-
pand your leadership skills,” she says.

Heaviland agrees: “Serving as a
committee chair will help me be a bet-
ter leader. I'm treading into new terri-
tory and swimming in deeper waters.
Without a doubt, even in the short
time, my confidence and leadership
abilities have improved. To be in this en-
vironment, surrounded by people pas-
sionate about making themselves, as
well as the industry better, it's a
tremendous experience.”

Candler encourages anyone who
want to take a more active role in ALCA
to attend a committee meeting to see
which group is the best fit.

“One of the greatest challenges for
a committee chair is to have a group of
consistent, interested members who
are ready to take over the helm,” she
says.

Great training leads to great rewards

When training is viewed as fixing someone
and they perceive the selection as nothing
more than being forced to participate in
another worthless training exercise, they
may be already negatively predisposed

to their learning. Leaders must communi-
cate that the experience can enhance

both the organization and an individual’s
development.

Learning should challenge people to
work with people they had never worked
with before to achieve the strategic man-
date; it is to push themselves intellectually
and emotionally and learm new ways to
lead and manage. Turn education into ac-
tion by establishing clear expectations and
accountability.

— From “Action Learning” by David Dotlich
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ESOPs — Fable

or fairy tale?

James Martin
Associates, Inc.
rewards its employees
by making them
company stockholders,
which gives them the
opportunity to control
the company’s destiny

BY CHERYL HIGLEY

eeking a more consistent

method to promote an environ-

ment of shared ownership, Jim

Martin, owner of James Martin
Associates, Inc. in Vernon Hills, IL,
decided to motivate and reward
them with something very close to
him - his company.

Ten years ago, Martin decided to
give shares of stock in the company to
about 15 of the company's most dedi-
cated and committed long-term em-
ployees. Once he saw the positive im-
pact, he decided that an Employee
Stock Ownership Plan might be the an-
swer to drive the benefits of shared
employee ownership to every em-
ployee in the company.

“| felt for a long time that if | could
attract highly committed staff members

IS AN ESOP RIGHT FOR YOU?

Jim Martin has found success with his company’s ESOP, but he cautions that they

might not be right for everyone:

“ESOP was a good fit for us because we share a tremendous amount of company
information with our employees, including full financial statements. A successful
ESOP requires openness and a willingness to share that information honestly. If
you're guarded with that information, it might not be a good fit.”

“If you have wild swings in terms of earnings, it might be a more challenging story
to tell your employees. As stockholders, employees must learn to accept the good
news with the bad news. If you don't have a high degree of business literacy, it can
be disturbing to see the value of their piece of the ESOP go from $1,000 to $5,000
and back again. Education is crucial to an ESOP's success.”

Start up is not inexpensive. “By the end of the first year, we had spent $30,000 or so
to get it set up. For a small company with not a lot of value, that's something to con-

sider.”

who had a stake in the business, that
we would all benefit more in the long-
term. | felt I'd get further ahead and that
the individuals would have a bigger and
more important stake in the company,’
Martin says. “An ESOP is fair, consis-
tent and eliminates the subjectivity in
deciding who receives how much and
when. Every employee that has been
designed into the plan is on equal foot-
ing. The ESOP contribution is propor-
tional to their annual compensation and
includes all employees that work a min-
imum of 1,000 hours per year.”

Our employees have developed the
beginnings of an ownership attitude.
People are more focused on making sure
everyone carries their weight, realizing

that if we're more productive, they get a
piece of that improved productivity.”

— Jim Martin

A Leadership 115ighs

How an ESOP is funded
There are two major ways of funding
an ESOP - owners can borrow money
or they can fund it through the com-
pany's profits. Martin chose the latter.
The amount of available contribution to
the ESOP to buy stock depends on
how much of the company'’s yearly
profit he designates for the ESOP
Those profits are contributed to the
ESOP which then buys those shares
from Martin. Over the past 2% years,
contributions of 25 percent to 45 per-
cent of annual profits have allowed the
ESOP to buy 7 percent of the com-
pany’s stock. These contributions hap-
pen before taxes, are deductible ex-
penses and the owner enjoys a
tremendous tax advantage.

ESOPs were included as part of the
original federal legislation that created
the well-known 401(K) plan. Both are
designed to give tax advantages to the
employee, but ESOPs differ in that the
only required contribution is their hard
work.

“We also have a 401(K), but we
only have 40 to 50 percent participa-
tion. It takes a savings requirement



and a lot of trust in us for the employ-
ees to participate. For an ESOP to
succeed, it takes focus — not an
employee’s financial contribution,”
Martin says.

To encourage employee longevity
and loyalty, the workers cannot fully
redeem their shares until they are
vested in the company. In addition,
Martin has set up the ESOP to include
season workers — not every plan is
designed as such.

"After an employee has been with
us one year and has worked 1,000
hours, they meet the requirement for
our ESOP The nature of the landscap-
ing industry and the culture of our
company embraces part-time employ-
ees and we wanted them to be able to
benefit. | believe if you find good help,
you need to encourage them to stay.”

Emerging business people
Martin believes one key to the ESOP's

success is the openness he has with
his employees. On a monthly basis, he
shares financial statements, how
much cash is in the bank, any deficits,
how profitable they've been, etc. The
result, he says, is developing business
acumen among the employees.

“Our employees have developed
the beginnings of an ownership
attitude. People are more focused on
making sure everyone carries their
weight, realizing that if we're more
productive, they get a piece of that

improved productivity,” Martin explains.

“Once an employee is enrolled in the
ESOPR we see a much more serious
focus on how the company is
performing. | don't have any intention
of retiring; but over the next 10 to

15 years, the ESOP will create a
secure and structured exit strategy.
The employees will have continuity
and the long-term ability to control
their own destiny.” ®

Thrival Campaign: Financial Fun and Frolic

Thrival Campaigns are a simple tool developed by JP Horizons that companies utilize to focus employees on accomplish-
ing a specific result that they help develop and systematically define. It provides a path that they can follow on the
specific actions that lead to definable positive outcomes. The process develops focus, clear expectations, accountability
and a motivated team that gains increased confidence through its accomplishments. The following Thrival Campaign
titled “Financial Fun and Frolic” was introduced at Leadership Jam and can be used to help everyone in the company
implement a Share The Success program:

ESOP resources

The National Center of
Employee Ownership

1736 Franklin Street, 8th Floor
Oakland, CA 94612-3445
WwWw.nceo.org

The ESOP Association
1726 M St. NW, Suite 501
Washington,
202-293-2971

WWW.ES0passoc Id[!()l]_l)lg

Employee Stock Ownership Plan
Answer Book
By Idelle A. Howitt

The ESOP Reader, An Introduction to
Employee Stock Ownership Plans
printed by The National Center of
Employee Ownership

THRIVAL CAMPAIGN

CAMPAIGN
SPECIFIC RESULT ——

Action Who When
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= Dynamic action 5: A major celebration is set when the first bonus checks
are paid out, (no matter how big they are). This draws attention to the
success and keeps people wanting to improve.

= Dynamic action 4: Based on the test and further refinement, the official
program has been rolled out, complete with follow-up meeting schedules,
education opportunities and tools to report the progress. This is done in
an exciting kick-off event.

= Dynamic action 3: Based on the input from other companies, the em-
ployees and other programs have a draft program ready to present to the
company and begin a test run for a quarter or longer.

= Dynamic action 2: We have held a team meeting that introduces the
concept of profit and have set monthly update meetings to begin an edu-
cation and trust between the employee and company.

= Dynamic action 1: A team has contacted other landscape professionals

from around the country to gain insight into programs that are working.
They will report back to the management team.

= Specific result: We have created a SHARE THE SUCCESS program that
has everyone in the company inspired and motivated.

Leadership I115100ts B
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By the numbers

BY DAVID ZERFOSS / PRESIDENT HUSQVARNA

Measuring and charting success

hat a year this has been
for those of us in the
green industry. While
many segments of the
American economy have fought to
stay afloat, it seems that many land-
scape contractors, as well as the
companies who serve them, have
just gotten busier. This year has
come to exemplify a philosophy we
always keep in mind at Husqvarna —
“With great challenge also comes
great opportunity.” With that in mind,
it has been deeply gratifying for me
to be involved with ALCAs efforts to
share leadership insights with those
of you who are working diligently to
move your businesses forward.

In this final quarterly installment of
“By the Numbers,” | want to tie every-
thing I've written previously together by
discussing results. You may find it sur-
prising to learn that few people can re-
ally discuss the results of their labors at
the end of the day. Why? Without sys-
tems for measuring and charting re-
sults, there's no way to objectively de-
termine the true level of success
achieved by any given endeavor.

Believe it or not, effective measure-
ment begins before anything else.
Whether you're broadening your serv-
ice territory, introducing new services,
launching new marketing campaigns or
investing in infrastructure, the only way
to gauge your success at the end of
the initiative is to determine up front
how you're going to measure your re-
sults. Decide what your key measures
of success will be - profitability, effi-
ciency, improved service, new cus-
tomers, etc. — and identify the current
benchmarks against which your final re-
sults will be weighed. Then set realistic
goals for your efforts.

6  Leadership insights

Once you've outlined your basic
measures, benchmarks and goals, it's
time to formulate a way to collect and
track data. At Husqgvarna, we continu-
ously gather data in a multitude of cate-
gories, such as sales, customer serv-
ice, product durability and more. More
importantly, we have designed systems
that make this data readily available to

H)Husqvarna’s

Keys to effectively
measuring your success

Determine up front how you're
going to measure your results.

anyone who needs it. Each day, new
statistics are gathered, entered into our
systems and processed into easy-to-
use charts and graphs. The updated in-
formation is then distributed to every
person whose role is affected by it.
Why? It's all about decisions.
Measurement systems help us
make good decisions at any point in
time. How useful would your car’s
speedometer be if it only revealed your
car's velocity at the end of the trip? A
functioning speedometer gives you

real-time feedback and helps you
quickly make decisions that will affect
your performance vs. a goal. The point
is, you can't make good decisions
based on delayed or garbled data.
Make sure your measurement systems
provide useful, real-time feedback.

The final step in effective measure-
ment is heeding the data. Sounds sim-
ple, right? It isn't, particularly for the
small business owner. Often, especially
when starting a business from scratch,
success is achieved by following gut in-
stincts. Instinct can be a good thing in
the right situation. But when it's time to
measure your company’s Success over
time and make decisions about its long-
term future, listen to your data. If
you chose your benchmarks cor-
rectly, set your goals wisely and
measured your results effectively,
the final data will always show you
where your efforts succeeded and
where they failed. Armed with this
knowledge, you're uniquely
equipped to make sound and logi-
cal decisions that will keep your
company moving forward, even in
the most challenging of times.

The process can be as easy as
you make it. There are many ways
to track and measure your success,
ranging from the very simple to the
very complex. Whether your system
utilizes a pencil and a ledger book or a
customized computer network solu-
tion, just develop a system that works
for you and actually use it. Over time,
you will be surprised how many more
effective and timely decisions you can
make because you had all the informa-
tion right in front of you. And, as your
business grows and evolves, so too will
your systems for measuring that
growth. ®



Continued from page 2
wltIs Simple And Easily Understood.
(“Even by the owners,” Oscar added.
“Get serious with this,” Curtis nee-
dled back.)

# The Entire Company Becomes
Educated On The Key Financials
Of The Business.

w It Is Based On Working Smarter,
Not Harder ... Creating Efficiency
And Systems.

» The Customers Benefit And Receive
The Quality They Deserve.

It Is Paid Out In 90 Days Or Less
From The Time The Team Earned It.

w It Reflects And Drives Us Toward
The Company Mission Statement.

= It Develops Open Communication
And Teamwork Between All The
Departments Of The Company.

# ItIs Easily Measured And Tracked.

It Is The Philosophy We Run Our
Business By, Not Just Something
Discussed When We Are Supposed
To Pay A Bonus.

= It Improves The Quality Of Life For
Everyone Involved In The Company.

Curtis set the marker down and
looked at the list of statements. “That's
it, Oscar ... that list is the guide. We just
have to move in that direction. We can
share the success.’ ®

Jim Paluch and the JP HORIZONS
team have been helping landscape
companies all over the country grow
their businesses. To find a copy of one
of Jim's books or to learn how the
PEOPLE SOLUTION process can help
you drive the performance of your busi-
ness visit www.jphorizons.com

Leadership Insights 0&A

Q How are you rewarded as an owner?

“My rewards come from the satisfaction of the everyday interaction
with clients and employees. Financial rewards are a bonus if we
have a great year, a new car once in awhile, and maybe a beautiful yard.”

— Bill Gerhardt, GreenScapes Landscape Architects and Contractors, Columbus, OH

“One of my greatest rewards is seeing our employees succeed at the
tasks they are assigned. When you see an employee that starts at
ground level and develops into a valuable team member, it gives you a
great deal of satisfaction.”

— Steven M. Vandervest, Turf Management Lawn Care, Lawrenceville, GA

“Reward for me is being able to spend time away from the business and
with my family. My job is to develop the personnel at our company so

that it can operate successfully in my absence. When the company is hit-
ting on all cylinders, | can reward myself by stepping out of it for a day or

two.
— Peter Wodarz, Milieu Design, Inc., Wheeling, IL

“| recently gave myself a Friday off. The day began with a massage, then
a pedicure, followed by a haircut with my favorite stylist. After that |
went home, had some lunch and took a nap. | call it a “Cherie Day"” and
it happens about three times a year.

— Cherie Florman, City Gardens, Indianola, IA

“We review where we are financially every month. When we are meet-
ing and exceeding our yearto-date financial goals, in September we will
bonus out money to ourselves and the team in October. For the owners
we decide on a reasonable yearend bonus based on the yearend profits
and profit planning. We will also contribute additionally to our retirement
plans.”

— Steve Corrigan, President, Mountain View Landscape and Lawncare Inc.

“If we got a great job, we go out for dinner, or if we handled a sticky sit-
uation we go for a shopping spree to Home Depot; but | think for us, it is
more important to look at the big picture and reward ourselves in a big
way for the day in and day out accomplishments of our company and our
employees. We make vacation travel plans for January and in August.
Some are more elaborate than others, but wherever we go work stays
here. A real vacation!

— Anne-Marie Allen, Allen Landscaping, Santa Rosa, CA

Leadership
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THE FOREST, LAWN & GARDEN
EQUIPMENT OF

il NASCAR

-

reeL THE POWER.

Husqvarna leads the way as the Total Source Solution for outdoor
power equipment. To see for yourself, locate the Husqvarna servicing retailer
nearest you by calling 1-800-HUSKY 62 or visit www.husqvarna.com

A TOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT:

BROAD AREA 7 . GEAR & HYDRO HEDGE & POLE
MOWERS “— 1 DRIVE WALKS TRIMMERS
Available with a LI Available with a Seven models available

13 to 18 HP Kawasaki \
or Kohler engine,

in 32" to 52"

cutting widths.

in blade lengths of 21.5",
24",28.5",30" and 39"
3, with reaches up to 13'
v & and articulating,
adjustable cutting blades.

27 or 34 HP TURBO (P o
diesel engine, in 61" W

or 72" cutting widths.

SMALL, INTERMEDIATE DETHATCHERS TRIMMERS
& LARGE ZTH MOWERS Multi-function . AND EDGERS
Available with Kawasaki \ -.  bagger, seeder and Seven pro models with
or Kohler engines from 18 \ a dethatchers, available 2 powerful 1.2 to 1.5 HP
to 27 HP, in 42", 48", 52", o with a 5.5 HP B&S N engines. Select models
g
" feature E-Tech®

or Honda engine.

61" and 72" cutting widths.
. high-torque engines.

SOD CUTTER
Available with a 5.5 HP
Honda engine, in an 18"
cutting width, and a
variable cutting depth
up to 2.5"

AERATORS

Available with a 3.5

or 4 HP B&S or Honda
engine, in 19", 25.5"

or 36" aerating widths,
and a variable aerating
depth up to 3".

\/
;

CHAIN SAWS

17 models with HP ranging
from 2.1 to 8.4, bar lengths
from 12" to 72", and

< '\ superior Husqvarna features s

and engineering.

HHus

>

HAND-HELD AND
BACKPACK BLOWERS
Available in four models
with air velocities from
128 to 190 mph, with
cylinder displacement
cubic inches ranging from
1.5 (25.4) to 3.6 (59.2).

gvarna

' 2003 Husqvarna

* 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 |, 2004, interest at 9.75% A.PR. will be charged from the

date of purchase, with first payment due April |, 2004.

> P EE:D

P OWEHR

HANDULING

PERFORMANOCE


http://www.husqvarna.com

Don't miss America's Premier Turf Event
December 9-12, 2003

Greater Columbus Convention Center ¢ Columbus, Ohio

For more information, please call Ohio Turfgrass Foundation at 888-683-3445,
email info@ohioturfgrass.org. or visit www.ohioturfgrass.org.

Sponsored By:
Ohio Turfgrass Foundation
The Ohio State University
Ohio State University Extension
Ohio Agricultural Research & Development Center


mailto:info@ohioturfgrass.org
http://www.ohioturfgrass.org
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ER DUTY
Up to 21,500 Ibs. of towing power (F-350 — F-550)
New available Power Stroke® diesel and 5-speed automatic TorgShift™ transmission
Highest available torque and diesel horsepower in its class”
Available in Regulor Cab, SuperCab or Crew.Cab

E-SERIES

4 E=SETT8%Ts the full size van sales leader 24 years running
Only full-range van to offer diesel power
Widest range of bodystyles and GYWRs up to 14,050 Ibs.

Wheelbases up to 176" www.commtruck ford.com

“On 6.0L Power Stroke™ diesel engines with outomofic transmission. or 800-301-7430

—



http://www.commtruck.ford.com

LM REPORTS

BY RON HALL /
'NECHIEF

EDITOR-

hat many

of us refer

to as mulch
or bark blow-

ers are used
for more than
just blowing
mulch or bark.

Brothers Stefan and Ed Ki-
jewski, operators of MulchMas-
ter Plus, Wallingford, CT, edu-
cate contractors, landscape
architects, engineers and vari-
ous public agencies about new
and more effective methods to
control erosion by using a so-
called mulch blower, in this
case an EB 60 Express Blower.
They provide on-site demon-
strations and occasionally rent a
conference room for presenta-
tions to groups. They want to
get the word out about how
public and private entities can

best meet new, more stringent
Phase II erosion and sediment
containment rules.

They promote the use of
their large truck blower in con-
junction with new erosion and
sediment control products such
as EcoBerm, EcoBlanket and
the Filtrexx Filtersoxx. These
products provide much better
performance than standards
such as silt fences and straw
bales, they claim. They say that
the technology is backed by ex-
tensive research and testing.

EcoBerm is a 1-ft.-high bar-
rier of compost impregnated
with Microblend, a proprietary
blend of organic ingredients that
aid in stabilizing the mulch,
help it bond with the soil sur-
face and promote beneficial mi-
croflora that degrades hydrocar-
bons. EcoBerm is blown into

t blowing
N hot air

place surrounding a construc-
tion or disturbed site, while
EcoBlanket is blown onto the
bare soil surrounded by the
“berm,” in conjunction with a
proprietary process known as
Terraseeding.

What else can many of
these units do? They can, de-
pending on the size, power and
particular features of the unit:
» dispense safety material such
as wood chips for children’s
playgrounds,

» cover muddy areas with
mulch or sawdust so that
contractors can work more
effectively,

» topdress, renovate and

seed lawns,

» blow in sawdust and shavings
for animal and poultry barns
and, one manufacturer claims,
» spread rocks and/or aggregate.

Just two manufacturers sell
the largest and most powerful
of these material blower trucks,
Peterson Pacific Corp. and Ex-
press Blower, which pioneered
the category.

Several manufacturers offer
smaller pieces of equipment that
provide real calculable savings
(both in time and labor) and
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meet their clients’ needs. These
units, too, can often be used for

multiple tasks.

<4 EXPRESS BLOWER, INC.
800/285-7227

EUGENE, OR
www.expressblower.com
= Seven different models

= Patented Supplemental
Injection System with
Terraseeding

= In-line colorant system

= Programmable logic control
computer

= Advanced remote control
operation

Circle #266

REXIUS EROSION CONTROL
SYSTEMS

541/342-1835

EUGENE, OR
www.ecoberm.com

= Pneumatically applied
EcoBlanket and EcoBerm

= Natural organic material
active with beneficial microbes
= Can be combined with one-
step proprietary Terraseeding
process

Circle #267


http://www.expressblower.com
http://www.ecobemi.com

PETERSON PACIFIC CORP.

541/689-6520

EUGENE, OR
www.petersonpacific.com
= New BT 60 blower truck with
60 cu. yd. capacity

= Live floor unloads materials
rapidly without bridging

= Power Sweep assist simplifies
delivery of different materials in
same day

= “One Touch” remote control
technology

Circle #268

FINN CORPORATION V
800/543-7166

FAIRFIELD, OH
www.finncorp.com

= Bark Blowers available in 8-,
16- or 40-cu. yd. capacities

= BB 302 model applies 17 yds.

per hr. with two-man crew

= Can be used with variety of

materials (bark muich, wood  EESEEEEERREE

mulch, compost)
Circle #269

FILTREXX INTERNATIONAL
440/926-8041

GRAFTON, OH
www.filtrexx.com

= Silt fence replacement

= Filtersoxx provides a 3-D
matrix for water filtration
= No need to trench or
bury under subgrade

= Can be seeded and left
in place

Circle #270

REINCO INC. A
800/526-7687

PLAINFIELD, NJ
WWW.reinco.com

u Five models from 1.5 to 20
tons per hr. output

= TM-35X popular with
landscapers

= Capacity for up to seven tons
of hay or straw per hour

= Fixed work deck with slip-free
footing and 40-in. safety rail
Circle #271

PEOPLE

SOLUTIONS

by JP Horizons, Inc,

www.jphorizons.com

Driving:Business
Performance
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TECHNOLOGY THAT WORKS

Go for a quick kill

Hawaiian landscaper needed

a product that eliminated the

ground cover in a big hurry

BY BARBARA MCCABE

reen Thumb,
Inc., worked
quickly to
clear a piece
of cemetery
ground for
construction
of a new mausoleum. The

Japanese-style cemetery,
known as the Valley of the
Temples, is a popular tourist
attraction on the outskirts of
Honolulu, and its operators
wanted the job done swiftly.

The problem: Weeds
on a slope
For Green Thumb, one of
Hawaii’s largest commercial
landscape contractors, it meant
finding a speedy way to remove
the ground cover and reseed
the area around the tomb after
the structure was in place.
Tillage was impractical be-
cause of a steep slope, so Van
Goto, vice president of Green
Thumb, decided to use Finale,
a fast-acting, non-selective her-
bicide, to remove the
bermuda grass and other weeds
that made up the existing

ground cover. By using this
herbicide, Goto, who served as
project manager on the job,
knew that he would also be
able to quickly reseed the
ground around the new mau-
soleum without harming the
young bermudagrass plants.

The solution: Fast-
acting herbicide
Applying the product directly
to the foliage at the rate of two
oz. per gallon of water, Goto
saw results in as little as two
days. “One of the alternatives,
Roundup, is slower acting. It
usually takes more than a week
to work and needs several ap-
plications to work thoroughly.”

After clearing out the dead
debris, the crew from the 44-
year-old company reapplied
the herbicide to the spots they
missed during the first applica-
tion. Goto mixed the herbicide
with a dye and a spreader-
sticker to define the spray area
and keep the material from
washing away. “We didn’t have
to apply the material to the
same spot twice.”

Finale, however, isn’t the
product of choice for all jobs.
Its lack of residual activity may
be a disadvantage.

Scott Ushijima, vice presi-
dent and COO of Landscape
Hawaii, Inc., a commercial
landscape maintenance con-
tractor, says that Roundup does
a more “thorough” job of de-
stroying bermudagrass and
other grassy weeds.

Ushijima, whose 10-year-old
company maintains the grounds
around several Honolulu office
complexes, finds he must make
a second Finale application to
handle residual growth. How-
ever, like Goto, Ushijima has
found that Finale provides a
quicker kill than Roundup.
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Van Goto inspects the turf at the
Valley of the Temples.

“Basically, it’s a matter of
timing and the desired effect,”
said Ushijima of his choice of
herbicides. “If we have time
to prepare the ground and
make a kill, we use Roundup
because it destroys the weeds
more thoroughly. If we don't
have time, or, if it's a cos-
metic thing where we're
going to have an inspection,
we use Finale.”

Ushijima also prefers to use
Finale herbicide when remov-
ing weeds from tree wells. Lm

— The author is a freelance
writer who covers the
Green Industry.




In an annual head-to-head
contest for Green Industry

publications, the Advanstar

Landscape Group once
again reaped more Turf &
Ornamental Communicators
Association writing, design
and photography awards
than any other publisher.

Congratulations to our entire

content team.
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Week in Review”



Say hello to Ron Hall.
He's the mild mannered,
award winning Editor-in-Chief of

Landscape Management.

_ But when he writes about turf, he changes...




LM’s Week in Review eNewsletter presents

A true monster of the green industry

gt RRL..
F—_

Coming soon to an inbox near you. LM’s Week In Review eNewsletter,
featuring Ron Hall, is the industry’s most trusted source for green industry information.
Register today at www.landscapemanagement.net to begin receiving this bi-weekly eNewsletter.

Advanstar Communications presents a Landscape Group Production
Staming Ron Hall  Also Staring: Jason Stahl, Sue Porter, Lynne Brakeman, Karl Danneberoer  Casting by Mindy Moczulski  Directed by Tony 0"Avino
Producers: Pat Roberts, Kevin Stoltman, Michael Hamis, Joe Sosnowski, Nicole Himsel # Executive Producer : Alex DeBarr # Director of Art: Carmie Parkhill
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TECHNOLOGY THAT WORKS

Truck loaders

BY RON HALL /
EDITOR-IN-CHIEF

aine has
trees, lots of
trees. Trees
have leaves,
lots of
leaves, and
each au-
tumn they fall onto lawns. Prop-
erty owners want them gone.
That’s one of the less glamorous
tasks that Brian Creamer shares
with landscapers in every part of
the country where deciduous
trees and fine turf co-exist.
Creamer owns Ideal Land-
scape that services clients in the
Sebago Lake region of Maine,
just northwest of the state’s
largest city, Portland. About
80% of his business is property
maintenance, both residential
and commercial. As you read
this, it’s likely Creamer's crews
are cleaning up clients’ proper-
ties. One of the tools they use is
a truck loader, sometimes re-
ferred to as a debris loader. The
one he uses is a 16-hp unit with
more cleanup power than the
11-hp loader he previously used.

The faster, the better

With leaf removal and property
cleanup, the faster it’s done the
better, says Creamer. Who
knows when the first wet snow is
going to fall, especially in Maine?

Creamer hired a local fabri-
cator to weld special attach-
ments onto a Fisher Snow Plow
Minute Mount so he could at-
tach his unit to the front of a F-
350 dump truck. Once the
leaves and other landscape de-
bris is blown or deposited in
piles, it's sucked up by the
loader and blown via a hose over
the top of the truck cab and into
a “leaf” box in its bed. With the
front mount, the loader can be

Billy Goat Industries A
Lee’s Summit, MO
816/524-9666

ill .com
m HTR and TR truck-mounted
models, and Pro Series
portable
m Pro Series with electric-start,
23-hp Kohler Command engine
= New Swing Away Hitch that
doesn't tie up a truck tailgate
m Exclusive scroll-shaped
radius housing with 10-gauge
liner
= Noise level of only 90dBA
with increased air volume

operated into tighter areas than,
say, a trailer-mounted unit.
“Our lawns can have leaves
up to your knees,” says
Creamer, who started his com-
pany in 1989. “On small yards,
we blow the leaves out of the
beds onto the lawns, mow
them and suck them up with
our Walker mowers, and dump
them in front of the truck to be
vacuumed up. On larger jobs,
we mulch leaves with our Toro
Z-Masters to 1/2 to 3/4 their
original size, then suck them
up with the Walker mowers.”

Giant-Vac, Inc. ¥

South Windham, CT
860/423-7741
www.giant-vac.com

m Trailer type & skid mount,
hitch mount, tailgate mount,
self-contained

m Units from 11 hp to 42 hp
(liquid-cooled diesel Perkins)
m Reduction ratio up to 12:1
to reduce trips to landfills
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Truck loaders come in a va-
riety of sizes, power ranges and
mounting configurations.
Match the size of the unit with
its intended use. . .but remem-
ber, with a loader, it's better to
end up with too much cleanup

power than too little.

u Spring-loaded boom and
chain hose support
m Bolt-in wear liner

Little Wonder A
Southhampton, PA
877/596-6337
www.littlewonder.com

m Shredding Truck Loader
(new for '03)

m Proprietary Talon shredding
technology (five rotating
spikes in debris path)

u Reverse inclined impeller de-
sign for more cutting surfaces
m 16-hp Briggs Vanguard
engine

m Skid-mount and unique
Swing-Away Hitch Mounts

m Lowest engine loading in its
class


http://www.bi
http://www.giant-vac.com
http://www.littlewonder.com
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TECH CENTER

Tractor-pull
McCormick USA has introduced a new trans-
mission and model number for its medium-
duty line of CX series (73- to 102-hp) tractors.
The CX 05 series features a new optional
XtraShift transmission with 24 forward and 24
reverse speeds as options to the standard syn-
chromesh shuttle transmission. An optional

rugged oscillating four-wheel drive front axle
on the CX 05 is designed for sure-footed trac-
tion and a tight turning radius.

For more information contact McCormick at
www.mccormickusa.com / dirde no. 250
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. 251

Wing it

Daniels manufactures the Wing Plow that’s de-
signed to both push and stack tons of snow,
eliminating the need for multiple pieces of
equipment. The patented, fold-back wing de-
sign reduces the plow size by up to 50% for
maneuverability.

For more information contact Daniels at
847/426-1150 or www.danielsplows.com/
circle
no. 252

High capacity controller
Hunter Industries has released the IDS, a new high ca-
pacity, two-wire decoder controller for commercial in-
| stallations. The unit is housed in an all-weather stainless
steel or plastic pedestal for vandal-resistant industrial ap-
plications. One IDS controller and a system of site de-
coders is required to control more than 100 stations on a
campus or industrial park. Up to five two-wire paths
(with a range of up to 15,000 ft. each) can be run from
the controller to the field. The IDS system is designed to work
with Hunter’s twisted pair [IDWire-1 with runs up to 10,000 ft., or ID-
Wire-2, with runs up to 15,000 ft.

For more information contact Hunter at 800/733-2823 or
www.hunterindustries.com / cirde no. 253

More time for cutting

To spend more time cutting, and less time
dumping grass clippings, Dixie Chopper has de-
veloped a new large capacity Pro-Vac grass
catching system for its line of fast-cutting, zero-
turn-radius ride-on mowers. The easy-to-attach
Pro-Vac system features a powerful belt-driven
blower and a viewing window to see grass lev-
els inside the catcher. It can be dumped auto-
matically from the driver seat with an operator
lever, and the rear door is self-latching so the
operator can continue cutting after dumping.
Dixie Chopper offers two models of the Pro-
Vac grass catching system — the Pro-Vac 12
with a capacity of 10 bushels, and the Pro-Vac
15, which holds 12 bushels.

For more information contact Dixie Chopper at
765/246-7737 or www.dixiechopper.com /
circle no. 254

Spread the word

Snowekx, a division of TrynEx International, touts
its new Vee Pro 8000, the largest capacity bulk
spreader in its line. It carries up to 1.5 cu. yds.
of material and is constructed of heavy-duty
polyethylene. Spread width is infinitely variable
from five to 40 ft. It comes standard with a top
screen and fitted tarp for effective material
retention.

For more information contact TrynEx at
800/725-8377 / circle no. 255

Out of control

Rain Bird has added a new modular controller
to its ESP controller family. Designed to elimi-
nate the need for replacing a controller to
add more stations, the ESP modular controller
upgrades from four to 13 stations with the
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products

addition of three station modules that may be
installed immediately or at a later date. Its fea-
tures help users save time and make program-
ming easier. Hot-swappable modules can be in-

stalled in any open position while the controller
is in operation
For more information contact Rain Bird at

/ circle no. 256

If it's not
a FINN, it's not a
HydroSeeder®

TRUTH IS, no other equipment even
comes close for performance, reliability
and state-of-the art capabilities. You
see, we invented hydroseeding over

50 years ago. Today we're the world
leader in hydroseeding technology
and customer satisfaction.

SMARTER WAYS TO

Learn before you buy. Call and talk
with a FINN HydroSeeder expert.

No one is more qualified to help you
grow your business. Because your
business success is built on results,
and that's what we deliver.

1-800-543-7166 * www.finncorp.com

9281 LeSaint Drive, Fairfield, OH 45014

Circle 126
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Tree eater
Bear Cat has introduced a new 6-in. engine-dri-

ven, towable chipper to its outdoor power
equipment line. Features include a live hydraulic
feed system with a variable speed feed roller
with instant reverse. A “try again” feed system
automatically retries feeding limbs three times
The feed roller is 15 in. in diameter, with a 13-
in. wide opening containing 10 knife blades

A 360-degree rotating 6.7-in. discharge chute
extends to the end of the hitch for efficient
loading. Models available include the 74624
Honda 24-hp OHV twin-cylinder gas engine

or 74628 Kubota 28-hp, three-cylinder diesel
liquid cooled engine

For more information contact Bear Cat at
800/247-7335 or /
circle no. 257

Light up your life

Your landscape company works so hard that
sometimes daylight fails you. The solution?
Wobble Light. It has an impact resistant body
and counter weighted hemispherical base that
quickly returns upright if knocked over. Pro-
tected by a floating shock system and bullet-

proof dome, the 500-watt halogen bulb
produces brilliant 360-degree light

For more information contact Wobble Light at
773/463-5900 or /
circle no. 258
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Bye bye algae

BioSafe Systems’ new non-copper based algae-
cde, GreenClean granular algaecide, instantly
controls a broad range of algae blooms in
ponds while oxygenating the water column
through its unique oxidation process. It's a
reduced risk pesticide that's nonhazardous to
fish, organic approved, completely biodegrad-
able, and available in 20-Ib. and 50-Ib. pails.
For more information contact BioSafe at
888/273-3088 / circle no. 259
At a fast clip

Echo’s HC-150i hedge clipper is powered by
Echo's new 21.2cc Power Boost Tornado en-
gine with two-stroke technology that delivers
improved engine performance and higher fuel
efficiency while meeting all EPA emissions
regulations. HC-150i's Tornado engine features
Variable Slope Timing (VST), ensuring smooth
acceleration. Its user-friendly i-start System re-
duces required starting effort by up to 75% as
compared to standard engine starting systems.
Featuring 20-in. double-sided, double-recipro-
cating blades, the HC-150i has a commercial-
grade gear case and cutter blades built to
withstand the most demanding conditions

For more information contact Echo at

Aerate great

Gandy offers core and knife aerators from 34
in. to 8-ft- wide in tow and 3-pt. hitch models
The 34-in. and 4-ft. models have a central shaft
featuring separate dual-wheel coring heads
with six cores each and are offered as either
tow or 3-pt. hitch packages. The 4-ft. model

also has an integral shroud to cover the work-
ing tines or knives. Depth of coring penetration
for the unit is increased by adding weight to a
built-in weight tray, with poly water containers

as optional weights.

For more information contact Gandy

at 800/443-2476 or www.gandy.net/
circle no. 261

Renovation Equipment
Designed with
You in Mind.

$3,245.00 $2,195.00

$170/mo $115/mo

C NEW )

N |

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

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

- Aerate a lawn like you mow it - Lightweight, with folding handles make

« Less work on you and your staff's backs it easy to load and unload

- Turns while in the ground-no stopping - Lower vibration, less operator fatigue

at the end of each pass « Simple, easy-to-use depth adjustment

+ 30% more productive than conventional
aerators

- Revolutionary design cuts as much as
300 Ib. units

Choose Turfco Direct for innovative, easy-to-use equipment that meets all your
renovation needs. Working direct with our factory, you'll get better prices, fast and
comprehensive service and next-day parts delivery. Plus, all Turfco equipment comes
with a 2-year warranty. Turfco Direct—the Direct answer to your lawn renovation needs.

Aerators - Dethatchers - Sod Cutters - Seeders

TURFCO
LU

direct Call Now to Order Dl‘.rect: 1.8001.579.8201

) m

Circle 124
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What’s the spread?
EMAS Attachment Systems' Gal-V is a multi-
purpose four-season drop spreader with one-
person operation that ensures a non-skid
surface. Spread sand, salt or calcium during the
winter, or topdress with loam or sand in sum-
mer. The Gal-V is hot dip galvanized, has ad-
justable flow control, a built-in agitator with
filter grate and is available in five widths from
42in. to72in
For more information contact EMAS Attachment
Systems at 508/430-8079 or

/ circle no. 262
Blow it away
FINN's new enhanced BB605 bark blower, the
industry’s only 60+ hp, 4.5-cu. yd. capacity bark
blower available for use in trailer or skid appli-
cations, has a redesigned hydraulic system to

handle greater workloads. It also now offers an
optional front feeder conveyor, a new hydraulic
option that can be used to feed the machine
during operation from a towing vehicle. An op-
tional seed injection feature calibrates seed into
compost or topsoil mixes. A hydraulic powered,
rea-mounted hose reel provides power to coil
the 150-ft. flexible mulch hose.

For more information contact FINN at 800/543-
7166 or / circle no. 263
Nifty nozzle

Full Coverage Irrigation has expanded its line of
high uniformity sprinkler nozzles to include a
retrofit spreader (close in) nozzle for Rain Bird

Model 900 Eagle sprinklers. The FCl Eagle 900
spreader nozzle improves distribution unifor-
mity by increasing droplet size and volume sur-
rounding the sprinkler to fight donuts and dry-
ness commonly seen in windy locations
For more information contact FCl at 877/658-
3072 or w / circle no. 264
Internet ready
Rain Master claims it has come up with the
industry’s first Internet-based irrigation sys-
tem. The iCentral system allows Rain Master
customers using Eagle series controllers to re-
ceive instant alerts, connect to real-time
weather updates, intelligent ET data manage-
ment, and remote access and operation of
multiple controllers.
For more information contact Rain Master at

/ circle no. 265

Tailgate Assist System

Thanks to this revolutionary and patented design, your
heavy tailgate can be raised and lowered with virtually no
effort, keeping your back and your bank account healthy.

s

MADE IN USA

The BackSaver

Tailgate Assist . . .

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

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

* Will not llow most tailgates to fall down.
(2-sided assist]

o Is easy fo install & will work on most utlity
frailers and failgates.

Dealer Inquiries are Welcome!

877.388.8895 - www.thebacksaver.com

Circle 140
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WHAT'S NEW ON-LINE

m View the State of the
Industry report online!

= Features from the October

issue of LM
= LM Week in Review

® The latest Green
Industry news

= Place a classified ad

= Get editorial information

and advertising rates

= View bios of your favorite

LM staffers

= See which staffer has
been “On the Road”

® Participate in our
monthly poll

Editorial Index

Ad Index

Circle # Company Page # Mid Am 8
ASIC 39 New York State Turfgrass 46
107 Amigos Inc 6 109 Nu Gro Tech Inc 21
BASF Corp 5 130  Obsidian Enterprises Inc 67
140 Back Saver Inc 62 Ohio Turfgrass 49
Bayer Corp (req)56-57 P A Landscape & Nursery 41
114 Bobcat Co 23 121  Peterson Pacific 22
116 Caterpillar Inc 29 127 _ Quality Diamond Tools 69
129 Crary Co 67 132 Quick Attach Attachments 68
133 Dig Corp 68 115 Rain Bird Sales Inc 25
Dow Chemical 13,15,17 106 Syngenta 7
101 Drafix Ccv3 113 Syngenta 20
Express Blower Inc 40,69 120 Toro Co 34-35
110 FMC Corp 19 123 Turf Feeding Systems Inc 47
119 Ferris Ind Inc 33 108  Turf Seed Inc 6
126  Finn Corp 60 124  Turfco Mfg Inc 61
105 __Foley Enterprises 4 136 Valvette Systems Co 30
Ford Motor Co 50-51 131 Walker Mfg Co 67
G M C Truck Cv2-1 134 Weedman 68
111" ‘Grasshopper Co 10-11 " This index is provided as an addi-
102 Hunter Ind CV4_ tional service. The publisher does
J P Horizons 53 not assume any liability for errors
117__ King Innovation 31 or omissions.
127 Locke 18

Landscape Management Sales Staff

Company Page # Rogers Innovative, Inc. 20
ANLA 16 Rooney Landscape 14
Airfield Systems 20 STMA 18
Amigos, Inc. 22 TruGreen Landcare Corp. 37
Bachman'’s, Inc. 16 Turfgrass America 20
Barlett Tree Experts 16 Universal Studios 20
Billy Goat Industries 58 Wilson-Oyler Group 74
BlueBird 40 This index is provided as an addi-
Chapel Valley Landscape Co. 24 tional service. The publisher does
CoCal Landscape 42 not assume any liability for errors
D. Foley Landscape 9  oromissions.

Di Tai Plastics Corp. 20

EWIC 16

Express Blower 52

Filtrexx International 53

Finn Corp. 53

Foley Enterprises 22 Tony D'Avino
Giant-Vac, Inc. 58 Group Publisher

Green Thumb, Inc. 54 7500 Old Oak Blvd.
HighGrove Partners 27 Cleveland, OH 44130
Hunter Industries 48 P- 440/891-2640

JFD Landscapes 16 F: 440/891-2675

= tiwons 2 tdavino@advanstar.com

K & D Lawn Care Service 32

KehoeGuido 24

Landscape Hawaii, Inc. 54 Kevin Stoltman

Little Wonder 58 Midwest Manager
Maruyama 20 7500 Old Oak Blvd.
MulchMaster Plus 52 Cleveland, OH 44130

ND Landscape : P: 440/891-2772

Orbit Irrigation Products 12, 20 F: 440/891-2675

Peterson Pacific 53 kstoltman@advanstar.com
Reinco 53

Rexius Erosion Control Systems 52

Pat Roberts
Western Manager
7500 Old Oak Blvd.
Cleveland, OH 44130

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

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

P: 440/891-3118
F: 440/891-2735
mharris@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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events

WHAT, WHEN & WHERE

October

8.9 Turfgrass, Landscape
and Equipment Expo /
Pomona, CA; Sponsored by the
Southern California Turfgrass
Council; 800/500-7282

17.18 Xeriscape

22.23 Garden Expo /
Toronto, Canada; Sponsored by
the Landscape Ontario
Horticultural Trade Association;
905/875-1805

23 10th Annual Southeast
Texas Grounds Maintenance
Conference / Conroe, TX;

30.3 ASLA Annual Meeting
and Expo / New Orleans, LA;
202/898-2444

November

4+6 Turf and Grounds
Exposition / Rochester, NY;

9.11 Educational
Conference of the National
Institute on Park and
Grounds Management /
Indianapolis, IN; 920/339-9057

10-13 Ky Turfgrass Council
Conference / Louisville, KY;
270/726-6323

Conference Albuquerque, NM; 936/539-7822 Sponsored by the New York State
505/822-8222; www.xeriscape Turfgrass Association; 800/873- 17+20 Turf and Ornamental
nm.com 24-26 New Jersey Shade 8873 Seminar / West Lafayette, IN;
Tree Federation's 78th 765/494-8039
18-20 International Lawn, Annual Meeting / Pleasantville, 5-8 Green Industry Expo /
Garden & Power Equipment NJ; 732/246-3210; http://com- St. Louis, MO; 800/395-2522; 18-20 23rd International
Expo / Louisville, KY; 800/558- munity.nj.com www.gieonline.com Irrigation Show / San Diego,
8767 CA; 703/536-7080
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O YOS O IID marketing purposes. simply call 888-527-7008 between the hours of 7:30 am and 5:00 pm CT and a customer service representative will assist you in removing your name from Advanstars )
fists. Outside the U.S., please phone 218-723-8477. Or, indicate 50 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/SERVICE COMPANIES A O Commercial B O Residential € O Both ;
255 O Landscape Contractors (Instaliation & Maintenance) A
260 OO Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 5. Which of the 'ouovm\g landscape products do you purchase or specity? (Fill in ALL that apply)
285 O Wrigation Contractors & Consultants A Asrators Fungicides Mowers P Tractors
O Other Contractors/Service Companies (please specity) 8 O Blowers H © Herbicides \' Omamental/Mursery Products  Q ¢ Truck Trallers/Attachments
c Chain Saws | Insecticides Z Pavers/Masonry/Bricks/Rocks R O Trucks

LANDSCAPING/GROUNDS CARE FACILITIES U O Engines WO imgation Systems (Hardscape Materials) s Turtseed
290 C Sports Complexes 295 O Parks 305 O Schools, Colleges & Universities Erosion Control X Landscape Lighting  AA O Siid Steers 1 Utitity Vehicles

Other Grounds Care Facilities (specity) F Fertilizers J Line Trimmers N Spreaders BB Water Features
SUPPLIERS AND CONSULTANTS 6. My firm's annual revenue is: (Fill in ONE only)
355 O Extension Agents/Consultants for Horticulture 360 © Sod Growers, Tur! Seed Growers & Nurseries A O 52,000,000 or more € O$1.000000-51409999 E Less than $500.000
365 O Dealers, Distributors, Formutators & Brokers 370 © Manufacturers B O $1,500,000 - $1,999999 D © $500,000 - $999 999

Other (please specity) . LMSCPR

2. Which of the following best describes your title? (Fill in ONE only)
oro AN ADVANSTAR % PUBLICATION

10 O Executive/Administrator - President, Owner, Partner, Director, General Manager, Chairman of the Board,

s et B e g e Save TIME and fax it: 416-620-9790 | & -
20 © Manager/Superintendent - Arborist, Architect, Landscape/Grounds Manager, Suparintendent. Foreman R e R e e e e e R ] !
& Supervisor R : s . 101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305

Government - Government Commissioner, Agen her Government Official
40 O Specialist - Forester, Consultant, Agronomist, Pilot, Instructor. Researcher, Horticy 1, Certified Speciaiist 10? 114 1?]6 138 150 162 174 186 198 210 222 234 246 258 270 282 294 30§ l
50 Other Titled and Non-Titled Personnel (plzase specity) 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 does your company provide? (Fill in ALL that apply) 105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 ‘
Malntsnance/Services . 3 106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 .
A Mowing F Turt Fentilization c Tree Care - - !
G T e e 1 e i § e e 107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 |
J © Turl Weed Control E O Imigation Services N O Snow Removal 108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312
G O Turl Disease Control W O OmamentaiCare 0 O Other (please specity) 109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313

110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314

1
J
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Staffing Solutions with our

Bathroom on Board
Mexican Workers r

Specializing in

We have RELIABLE, EXPERIENCED
PERSONNEL

Marcus Drake Consultants handles
the entire procedure

We deliver selected personnel to
your company

Call for a dealer near you:

866-848-1815 I TRA Cens
sound familiar? Circle No. 130

Marcus: Drake,
COnsultants
Park Ridge, New Jersey

Call'888 544—9122
Fax 201-930-0629

E-mail marcusdrakeh2b@yahoo.com

THE WALKER BY WALKER

Shred leaves,
branches, debris

as large as |"
diameter at a
nonstop pace.
Long-term use and profitability
require an investment in a
chipper/shredder with enough
power to handle branches up to
5" in diameter and the ability to
shred leaves and small debris.
Bear Cat 5" models
feature:

* 125 Ib. dynamically-balanced rotor
* 4 reversible chipper blades

* 20" x 30" loading hopper

* 12" shredder opening

Walker Manufacturing introduces theWalker by Walker —
a compact, mid-size, walk-behind mower. The 15-hp
Kawasaki engine runs all Walker side-discharge and
mulching decks up to 56 inches, including the deck tilt-

« Diamondsshaped chute to get up.function. Proven Walker engineering such asa simple,
irregular branches into the E==CRARY== _ .. unique forward speed control and easy steering, flexible
chipper BEAR‘. CAT deck suspension (using a castering tail wheel), a manually-

+ 20-horsepower Honda engine tensioned PTO clutch, efficient use of weight, compact

overall dimensions, and sturdy construction are all

Bear Cat Company incorporated into the Walker.

Additional screens are available to West Fargo, ND 58078

get perfectly-sized chips for mulch, www.bearcatproducts.com 5925 E. Harmony Road ® Fort Collins, CO 80528

compost or landscape bedding. A division of TerraMarc Industries (970) 221-5614 » www.walkermowers.com
Circle No. 129 Circle No. 131
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call for your FREE Catalog!
1-866-759-7295

Shippin®
Fastagy Credit!

Alaxandria, MN 56308

Phones open 24 hours/day.
7 days/week

FaE.o

Land Leveler
Planer with Mydraulic Scarifier

------

Brush Buster Mower

Circle No. 132

LEIT Light Energized Irrigation Technology

From coast to coast, installed by cities, municipalities,
transit authorities and environmental agencies, DIG LEIT
features the only ambient light powered irrigation controller
capable of operating in a low light environment without
direct sunlight. The LEIT harnesses the energy of ambient
light to power the unit day or night in any weather
condition, any place in the world. LEIT delivers the latest in
controller technology without the hassle with electric
power, resulting in a better performance in a user-friendly
irrigation controller.

* Available in four to twenty-eight stations
* Built to the highest quality E
control standards (ISO 9002) §

* Controller function and .
operation are 100% tested

* Four programs with three
start times per program

* Bilingual software in English
and Spanish

* Status report, custom
grouping and more

For more information or a catalog:
1-800-322-9146
www.digcorp.com

1210 Activity Drive * Vista, CA 92083, USA
Phone 760-727-0914 * Fax 760-727-0282

Circle No. 133
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North America’s
Largest Lawn Care
Franchise Company!

* Protected territory enables you
to market efficiently

* In depth training permits

profits and efficiency rapid integration
Network of dealers provide * Leaders in the industry will help
a wealth of information mentor and grow your business

1-888-321-9333 » www.weed-man.com

Circle No. 134
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DING IS B ree vome waces

OF GOLF.

LJUYIN T

www.golfcoursel.com

PRESENTED BY THE

AMERICAN SOCIETY

800-285-7227 OF GOLF COURSE ARCHITECTS

www.expressblower.com
lﬂjm@ g,-,‘, - SAVE

*Biggest Selection *Highest Quality *Lowest Prices 7 -+

———

SUPER TURBO | SUPER SEG | (SUPER T-SEG' | WIDE SLOT [ GRUENT

Guaranteed to be the BEST BLADES for all your cutting needs
Family Owned and Operated

ez B L GUD-20T0 15 NN e

www.qualitydiamondtools.com

Circle No. 127
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Every month the Classified Showcase offers an
up-to-date section of the products and services
you're looking for. Don’t miss an issue!

Advertising/Marketing Business For Sale (Cont’d)

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 8 month
than you now get all year... guaranteed!

CGall 1-877-677-5826, Toll Free, 24 Hrs.
For FREE Recorded Message Now!

Bilingual Training

Profit Building Training Products
Quality Products — Proven Results!
Lower Prices!

For More Info and to Order, Visit Us Today!

www.infoexchangeonline.com

Business For Sale

COMMERCIAL
LANDSCAPE
MAINTENANCE CO.

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

* 3.0 million annual sales with $550k net income
* Large percentage of long-term contracts with
Real Estate Management firms, Corporate
accounts & Public Agencies
* Well Established, 16 years, nationally recognized
* Tumkey operation, very strong financials
* Motivated seller - has other business interests
$1,800,000
Please reply to email
TurfMaint@aol.com

your by nearly
. twice that of black & white ads!
l For rates and schedules call
Holly Kaye: 800-225-4569 x3199

L
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ADVERTISING INFORMATION:

Call Nicole Himsel at 800-225-4569 x2670 or

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

E-mail: nhimsel@advanstar.com

or

Call Holly Kaye at 800-225-4569 x3199 or
440-891-3199, Fax: 440-826-2865,

E-mail: hkaye@advanstar.com

LANDSCAPE
C T PANY

Well Established
20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 million PLUS!
Company breakdown:
* 70% Construction
* 20% Maintenance
* 10% Snow Operations
Well-managed and organized operation
with a meticulous fleet. Will sell with or
without the real estate, which has all the
necessary provisions for repairs and parking.
The 2003 backlog to date is over $1.5 million
Contact GLOBAL BUSINESS EXCHANGE
Mr. John Doyle: 1-781-380-4100
Fax: 1-781-380-1420

LANDSCAPE COMPANY
DESIGN/CONSTRUCTION
New England Location
Excellent reputation, well established
award winning 25 year old company.
Gross sales $5-6 million.
Strong ‘middle-management.’
Sold with or without real estate.

LANDSCAPE
MAINTENANCE COMPANY
New England Location
Established full service commercial
property services;

Includes landscape/snow/pavement
maintenance to Class A customer list.
Revenues of $2.0MM and strong cash flow.
Leaders LLC
Jeff Tounge: 1.800.295.9183
or Jtounge@Leaders-LLC.com

* For ad schedules under $250, payment must

be received by the classified closing date.

* We accept VISA, MASTERCARD, and
AMERICAN EXPRESS over the phone.
* Mail LM Box # replies to: Landscape

Management Classifieds, LM Box #__,
131 W. First St., Duluth, MN 55802-2065.
(please include LM Box # in address).

Business Opportunities

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

Tired of struggling in the
landscape industry? We'll give
‘\'l)ll a PIUIH\\HOH. ( j.l“ us
today and learn how to start

your very own f‘l’.\“fhh(’.

RETAIL GARDEN CENTER &

COMMERCIAL NURSERY!

* Landscaping department

* Two Nexus Vail green houses,
11,219 square ft., state-of-the-art
computer controlled

* Includes all plant inventory, equipment
and F&F

* Two manufactured homes

* Commercial water rights, 3.2 acres

+ 51,800,000 ¢
James Paxton — 800-658-2773
CENTURY 21 Aspen Real Estate
Ruidoso, New Mexico

=]
<J4lpull ?
The Best in Synthetic Golf Facilities

We will TRAIN YOU to be SUCCESSFUL
in the Backyard Putting Green Business
Call the Putting Green Pros
Toll Free 877-881-8477
www.theputtinggreencompany.com
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CLASSIFIED SHOWCASE

Business Opportunities (Cont’d)

Back-Yard Putting Greens

WANT TO BUY OR
SELL A BUSINESS?

Professional Business
Consultants can obtain purchase
offers from numerous qualified potential buyers

AN

Merger & Acquistmon bty

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 Landscape
Installation all over the U.S. and Canada.

P.B.C. 19 W. 555 Central Ave, Downers Grove, IL 60516

708-744-6715 * Fax 630-910-8100

Put the Power of
DIRECT

MARKETING
to Work for You!

s

Mail, phone or fax to more
than 50,000 highly responsive
decision makers in the land-
scape industry!

Target your message accord-
ing to your needs... demo-
graphic selects are available—
our data is also available for
database enhancement or
overlay.

For counts & pricing contact:

“—> David Kenney
440-891-3113 or
800-225-4569 x3113

Landscape

MANAGEMENT

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

Svnthetic green are the fastest growing
segment of the $25 Billion a yr golf indsutry

Reasons to call us: s L
* Huge Profit Center FREE PO Box 3429
* Easy Install Process VIDEO Trenton, NJ 08619-9998
* Carry NO Inventory
* Excellent Add-On Service
* Utilize Existing Equipment
* Buy Manufacturer Direct 1
800-334-9005
www.allprogreens.com

HYDRO SEEDING SYSTEMS

oo - Nt

BIDDING STRATEGIES
LAWh;_ PROFESSIONALS

BRI
ake Notice — ' 't ,m
* Bidding & Contracts $47.95 . = -y
« Marketing & Advertising $39.95 i‘ ‘__“;‘I ~
« 20 Letters For Success $29.95 it '
» Contracts & Gw $39.95 g @ Q
- De.lcing & Show Removal - $39.95
mating Gm e $34.95 TURBO TECHNOLOGIES, INC.
$24.95 1500 FIRST AVE., BEAVER FALLS, PA 15010
$44.95 1-800-822-3437 www.turboturf.com
Take advantage of our * v 4 0r More & Save
experience and improve your ; 30' x 45' x 14'
opportunities for success. Our lawn service was , J $5 187
recently rated in the TOP 10 Nationally. Wi e ‘mhwir -
PROFITS UNLIMITED Buildings & Homes. Call Today For A Price Quote And Brochure.
Call 800-845-0499
www.profitsareus.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

* Diversify your business

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

* Secured franchised territory

ServiceFirst
Irrigation

For information contact us:
1-877—3{33-4533

www.servicefirstirrigation.com

£ o oS LANDSCAPE DESIGN KIT 3
-_? i iu 48 rubber stamp symbols of trees,

shrubs, plants & more. 1/8" scale
survo sizes from 1/4* 1o 1 V4"

next day. Checks delay
shipment 3 weeks add 7.75%Tax.

. AMERI AN STAMP CO.
N n.. Brochure (000 a..‘% LM3, Wilton, CA 95663

-m?'-‘!“n erear.7102 % Toll Free (877) 687-7102

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

\ REPLACEMENT PARTS LOUIES

3 FREE 200 Page Catalog-Save $$% Tnmmev Line

| MOW MORE SUPPLIES

| 1-800-866-9667
CONKLIN PRODUCTS { mzﬁnf:zr:ft‘m
OPPORTUNITY! der FREE Catalog IMO.

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

WwWw.
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CLASSIFIED SHOWCASE

For Sale (Cont’d) Help Wanted

Landscape Maintenance Opportunity - Dallas Area

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@belisouth.net
Website: SprayerPartsDepot.com

Americas Lowest Prices

Save Thousands Now!
1-800-463-6062
us-huildings.com

Attention Landscape Professionals

Packages available to fit any size fleet...
Buy manufacturer direct and savel

Ao datie Swryme ratataer Martactow Dvect e Morty F e
Call Now! 800-665-7203
www.onetrackinc.com

2375 E Cametback, Sute 500, Phoentx, AZ 85016

Mmm
CUSTOMERS with your ad in

HAHAGI“IU‘I’I

Don’t miss the next issue!

Contact Holly Kaye
800-225-4569, ext. 3199
or 440-891-3199

Landscape Maintenance Sales for the Dallas Market
Proven Market Contacts, Self Motivated, Successful Sales Development with Five Years Experience.

Competitive Salary and Industry High Commission Structure, 401(k), Car Allowance,
Medical/Dental. Call 817-481-6668 or email resumes@acconstructors.com

[ GreenSearch™* |
Providing professional executive search, human
resource consulting and specialized employment
solutions to ry companies and allied
horticultural trades throughout the United States

www.greensearch.com
E-mail: info@greensearch.com
Toll free: 1.888.375.7787
Local Phone: 770.392.1771 Fax:770.392.1772

1117 Perimeter Center W., Suite 500 E., Atlanta, GA 30338 )

Landscape Construction
Superintendent

Lakewood Landscaping is seeking an individual
with at least 5 years of Landscape Construction
Supervisory Experience to manage up to 6 crews
performing landscape installation, up-grades
and enhancements to new and existing sites.
® Strong technical knowledge of hardscape
and plant material a MUST
* Candidate must have strong organizational
and scheduling skills
* A CDL License and ability to speak Spanish
a PLUS

Please forward resume and
salary history/requirements to:

Dave Shrum, Lakewood Landscaping

33306 Glendale, Livonia, MI 48150

Fax: 734-422-3451

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, Albuguerque, 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 www

4§ |
et

Labor Consultants
(LCT)

Foreign Labor

Specialists (H2B)

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

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

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

Career Opportunities

New Jersey
Dubrows, a TOP-50 industry leader since 1958,
seeks experienced, competent individuals to
become part of our growing team of professionals.
Current Positions Available:
*Irrigation Manager+
*Maintenance Area Managers*
*Turf/Ornamental Division Manager+
*Lawn Care Applicatorse
*Maintenance Production Supervisors+
*Tree Climbers®
*Landscape Construction Supervisors
E-mail Resumes to: ) W
or Fax: 973-992-0598, Attn: Personnel Dept.

JOBS IN HORTICULTURE, INC.
www.hortjobs.com
Phone: 1-800-428-2474
Fax: 1-800-884-5198

HURRY! if your ad isn't here, call IMMEDIATELY!
For Landscape Management advertising rates and

schedules, contact Holly Kaye: hkaye@advanstar.com

72 LANDSCAPE MANAGEMENT / OCTOBER 2003 / www.landscapemanagement.net


mailto:spraypts@bellsouth.net
http://www.onetrackinc.oom
mailto:resumes@acconstructors.com
mailto:info@green8earch.com
mailto:jdelarosa@hulc.com
http://www.headsuplandscape.com
mailto:info@labord.com
http://www.labord.com
http://www.hortjobs.com
mailto:hkave@advanstar.com

EDRINTS

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 to your website.
Custom reprint packages include an

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

|

Landscape

ADVANSTAR MARKETING SERVICES
MARCIE NAGY

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

Email: mnagy@advanstar.com

INFORM ¢ INTRODUCE ¢ INFLUENCE ¢ INSTRUCT

CLASSIFIED SHOWCASE

Help Wanted (Cont’d)

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

Available Positions:

» Commercial maintenance sales person with
strong affluent ties to commercial clientele
in the tri-state area.

« Landscape designers, arborist, hardscape,
irrigation techs, equip operators, lawn &
landscape foremen, CDL drivers

Full time, excellent salary, benefits available-
Call 856-667-5296
or Fax Resume to 856-321-0105

THE BRICKMAN GROUP, LTD.
Careers in landscape management
available in:

California — Colorado
Connecticut — Delaware
Florida - Georgia
[llinois — Indiana
Maryland — Massachusetts
Minnesota — Missouri
New Jersey — New York
North Carolina — Ohio
Pennsylvania — South Carolina
Tennessee — Texas
Virginia — Wisconsin

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

FLORAPERSONNEL, INC.

In our third decade of performing
confidential key employee searches for
the landscape/horticulture industry and

allied tr m/( s worldwide.

asis only

act wel \l me
s FREI
1740 I Il\l Markham Road
Sanford, FL 32771
407-320-8177 & Fax: 407-320-8083
E-mail: hortsearch@aol.com
www.florapersonnel.com

1al and alway

LANDSCAPE SALES
Wheat's Lawn & Custom Landscape, a $7 million
residential landscape firm in Northern Virginia since
1978, has positions available for management and
sales. Interested candidates should want to surpass
own personal expectations and have a desire to work
with a motivated and successful team.
Wheat’s offers:
* Health insurance
* Advancement opportunities
* 401(k) and profit sharing
* Excellent salaries
* Great work environment
For confidential consideration, please
mail, fax or email your resume:
Wheat's Lawn & Custom Landscape, Inc.
8620 Park St., Vienna, VA 22180
Fax: 703-641-4792 « Email: wheats@wheats.com

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

TR Cm

 Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« 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, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

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

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.

GROUNDSKEEPER PRO

BUSINESS
SOFTWARE §

Put the Dynamics of Classifieds to Work for You!
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GUIDELINES TO HELP AN INDUSTRY GROW

Make improvements in the slow season

BY BRUCE WILSON

ow that another peak

growing season has

come to a close, compa-
nies should focus on making im-
provements in areas of their op-
erations that didn't go perfectly
this past spring and summer.

As a whole, the landscape
industry doesn'’t plan as well
as it should. Planning for
changes that will be made for
the next busy season should
start in October and No-
vember at the latest.

You must make time
to plan. I recommend
the following:

» Season debriefing.
Schedule a meeting re-
view on what went well
and what needs improve-
ment. Include all key peo-
ple. Even though you're re-
viewing operations, include
salespeople and customer ser-
vice people in the mix. They’re
the best ones to represent the
customer’s point of view. Be
hard on yourself as you strive
to fix the flaws.

» Determine the root cause.
Once you have your list of

R—

flaws, try to look
for the root cause.
Don’t jump to con-
clusions too
quickly. Many of
this year's prob-

\

Bruce Wilson

lems come from
last year's solutions.
Many companies rush to single
out lack of training as the cause
of operational problems, and

many of those problems are re-

lated to training. But when you
dig deeper, it could be poor
hiring. The best training
doesn'’t help if you don't start
with the right people.

» Prioritize. Take your list
and decide which problems can
be solved and which ones do
the most good if solved, and

tackle a small number.

improvements is that they
try to do too much.

your plans. And if you live in

One of the biggest rea- the sunbelt, don’t let weather
sons why companies become your excuse. Ask your-
don’t successfully make self, what will I do if it's

warmer or wetter than normal
next year? It may happen, so

» Develop a timeline plan for it.
and assign responsibility.
Once you determine what
you're going to do, lay out a Sou nd Oﬁ
timeline for implementing the Do you plan for next sea-
change. Set due dates for reach- son properly? Bruce Wilson
ing milestones in implement- says you have to do it early;
ing the change. Assign an you have to plan to plan.
owner to each project and Do it in October or Novem-
make sure all commit to ber at the latest, he says.
the schedule. What kind of changes
» Accountability. do you typically plan for?
Finally, hold yourself Does it help to plan? Do
accountable. Sched- you have unique ideas on
ule meetings to track how to plan effectively?
progress. Contact Wilson at bwil-
I've always believed son@wilson-oyler.com
that you can plan for the un- and let him know. Wilson
expected. Why not look at the spent 30 years with Envi-
long range forecasts to see what ronmental Care, Inc.,
the weather gurus are saying before partnering with
about the coming winter? If Green Industry entrepre-
there's a possibility of a bad neur Tom Oyler to form
winter, it's probably best to the Wilson-Oyler Group,
front-load your planning and which offers consulting
implementation into Novem- services. Visit www,
ber. Don't let snow become wilson-oyler.com.

your excuse for not achieving

e e ro e
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This Is The Year'

SELL IT! T e
Win more bids with photorealistic presentations for your customers. &7
Up-sell with impressive night lighting views and hardscapes.

R0 Landscape image Editor - [Barton - Froat_plp)
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. PLAN IT!

Eliminate hours at the draw-
ing board with the easiest
p and most comprehensive
i CAD tools in the industry!

Sowaes bumakts
okd Mound

BID IT!
Automatically generate estimates and
reports directly from your plans.

PRO Landscape not only saved my time, but as importantly, my customer’s time!” -pean Ricci, Jr, President, Ricci's Landscape Management, Inc
PRO Landscape makes it easy for my customers to visualize their landscape design.” -Robin Freeman, President, Freeman Landscape, Inc

NEW VERSION 9
EASY TO LEARN, EASY TO USE
+ Video tutorials and free technical support

CUSTOMIZABLE IMAGE LIBRARY
» Add your own images to the 3500 included

CAD OUTPUT VERSATILITY
* Choose from hand-drawn, pastel, watercolor, or

The Standard Design Software For Landscape Professionals photo symbols

LINKS TO LEADING SOFTWARE

(800) 231 - 8 574 « Horticopia®, AutoCAD", QuickBooks®, and Clip'

- - | |
www.prolandscape.com 60-day money-back guarantee!

Software, Inc. All rights reserved. PRO Landscape is a trademark and Drafix
trademark of Drafix Software, Inc., regsstered in the USA and other countries

Circle No. 101 L

What Are You Waiting For?


http://www.prolandscape.com

Hunter Preferred Coﬁtractor Program
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The Rewards Go Right
Back Into Your Business

[ joined the Hunter Preferred Contractor
Program a couple years ago.

I'd been using Hunter rotors for a long
time and thought — what the heck —
might as well pick up a few Hunter
Points with my purchases. Now I feel
it was one of the best business moves
’ve made.

[ became actively involved in the
Program and discovered that Hunter
offers a great line of products — and

an outstanding choice of Preferred

Hunfer

j fTofeme

Contractor Program rewards that I

can invest right back into my business.
For example, every time we install a
complete Hunter system, we earn a
stack of Points on purchases of rotors,
sprays, valves and controllers. I then
turn these Points into valuable business
development tools. This year, my Hunter
Points are helping me lease new trucks.
And I also use the Points for promo-
tional materials and to attend Hunter
irrigation workshops.

1940 DIAMOND STREET, SAN MARCOS, CA 92069 USA

My relationship with Hunter has been a
real asset — and the Preferred Contractor
Program deserves a lot of the credit!

FOR MORE INFORMATION

* VISIT THE WEBSITE AT
WWW.HUNTERPREFERRED.COM

* CALL 800-733-2823 FOR A BROCHURE

* FREE MEMBERSHIP FOR
PROFESSIONAL CONTRACTORS

* EARN POINTS WITH EVERY HUNTER PURCHASE

* WWW.HUNTERINDUSTRIES.COM
Circle No. 102
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