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WE ARE PROFESSIONAL GRADE! 
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»"this is 
the REAL DEAL 

George Pruitt of Bio Landscape & Maintenance gets a hefty Green Fleet discount when he buys any 3 John Deere 
mowers, tractors or Gators" at one time—then on all his John Deere purchases for a full year. 

"John Deere does more work for every dollar I put into it. 
And with the discount they give me, my dollar buys more. 

This is an $11 mill ion company. John Deere helped us 
get that way. We're a green fleet—period." 

JOHN DEERE 

Nothing Runs Like A Deere Start saving now. Schedule a Free Demo at www.MowPro.com. 

http://www.MowPro.com
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Ferns delivers the smoothest ride in the industry and a whole lot more. We pair powerful 
engine choices and super tough components with innovative technology to keep you 
ahead of the competition. 

Experience for yourself how our patented suspension systems help absorb bumps and 
vibration from everyday mowing. Not only will you feel less fatigued at the end of the day, 
you will also increase your mowing speed and overall productivity. Our exclusive 
suspension systems work in conjunction with our double-top welded decks to produce a 
beautiful, consistent cut every time. 

You won't find a more complete line of commercial mowers anywhere. For more 
information about the Ferris that fits you best visit: 

FERRIS 

Commercia l Mower Specia l is t 

www.Ferrislndustries.com or call • 1 (800)933-6175 • Paraespanolvisitawww.Ferrislndustries.com 

http://www.Ferrislndustries.com
http://www.Ferrislndustries.com
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»Always 
online 

Industry N e w s 
Read t h e latest n e w s a f fec t i ng 
y o u r business, u p d a t e d 
f requen t l y f r o m o u r a w a r d -
w i n n i n g edi tors . 

Industry Calendar 

»Affiliatedsites I »Referenceshelf 
Access Landscape Management's 
af f i l i a ted W e b sites and sign up 
for e -newslet ters . Featured sites: 

Need subject-specif ic info fast? Browse f ive 
years of archived technical art icles on our 
Reference Shelf. Some recent headlines: 

www.athleticturf.net This award-winning 
online resource for outdoor athletic field 
managers covers management and 
technical topics, maintenance tips and new 
products for natural and synthetic fields. 

m 
www.greenindustryhub.com This online 
training site, a partnership between 
PLANET and Landscape Management, 
provides Green Industry-specific business 
and career development courses. 
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Weed Control 
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top ics are avai lable here. 
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subject-speci f ic art ic le archive. 

In The M a g a z i n e 
Browse t h e t w o recent p r in t 
issues o f Landscape 
Management. 

W e e k in R e v i e w 
Sign u p t o g e t cu r ren t headl ines 
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supp lemen ts . 
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Quick Link 
Throughout our 
issue, this box 
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more information 
and original 
content available 
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MORE 
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Landscapemanage-
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for more information 
about our 2005 LM 
110 companies. 
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http://www.greenindustryhub.com
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W H O ' S W H O IN LM 

As an expert-level mountain bike racer, Matt Gersib 
understands how an intelligent, efficient use of ener-
gy can pay off for him at the finish line. For his tips 
on how you can reduce your overall fuel costs with a 
focus on mower efficiency, turn to "Beat the fuel cost 
blues" on page 64. This article is first in a series that 
continues next month. 

Peter Fretty is a freelance journalist for more than 
40 publications and he holds an MBA in marketing 
and communications. After researching his article 
on balancing home and work life ("Balancing act," 
on page 44), Fretty started implementing topics 
from Dr. Kathleen Hall's book, "Alter Your Life," 
which he references in the article. "It is amazing to 
see how much more productive I have been and how refreshed I still feel at 
the end of the day," he says. 
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The 
Intelligent 

Use of Water 

Water. It's what keeps the world 
alive. As the world's largest manu-
facturer of irrigation products, we 
believe it is our responsibility to 
develop technologies that use 
water efficiently. Over the past 
seven decades, our pioneering 
efforts have resulted in more than 
130 patents. From central control 
systems and automatic shut off 
devices to pressure regulating 
components and low volume drip 
irrigation, Rain Bird designs 
products that use water wisely. 
And our commitment extends 
beyond products to education, 
training and services for our 
industry and our communities. 

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

R a i n ^ B i r d 
Corporation 

www.rainbird.com 
Circle 106 
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ZERO-TURN STAND-ON SPRAY SYSTEMS 
* Hydraulic hopper drive system - All stainless steel construction 

STAND-ON ZERO-TURN TURF RENOVATOR 
Additional attachments available 

Patents Pending 
Circle 107 

Why Gamble With Bargain Rotors ? 
Trying to save a few bucks on bargain rotors can be a real gamble. 

Why not choose a brand where the odds are in your favor? With 

a full line of heads that handle every type of landscape, Hunter 

rotors set the industry standard for customer satisfaction and 

performance. M a k e every system you install a winner and 
go with a sure thing. Hunter. 

i l û . à l l 
t f t l l f l l l 

Hunter 
The Irrigation Innovators 

www.HunterIndustries.com 

P r o n d » a p p o r t e r o f t h e s e g r e e n i n d m t r y p r o f e s s i o n a l o r g a n i z a t i o n ! : 

ANTLA 
American Nur\rr\ it 
14itd«capr Association 

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 Irrigation Association 
6540 Arlington Blvd. 
Falls Church, VA 22042 
703/573-3551 
www.irrigation.org 

THE O F F I C I A L P U B L I C A T I O N OF 
American Society of Irrigation Consultants 
PO Box 426 • Rochester, MA 02770 
Voice: 508/763-8140 / Fax: 508/763-8102 
www.asic.org 

P O M S 

PLANET 

RISE 

SportsTurf 
•MANAGERS ASSOCIATION 

f t TOCA 

TCYA 
VOICI o r TREE CARE 

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

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

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

The Professional Landcare Network 
950 Herndon Parkway, Suite 450 
Herndon, VA 20170 
703/736-9666 
www.landcarenetwork.org 

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

Sports Turf Managers Association 
805 New Hampshire, Ste. E 
Lawrence, KS 66044 
800/323-3875 
www.sportsturfmanager.com 

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

Tree Care Industry Association 
3 Perimeter Road, Unit 1 
Manchester, NH 03103 
603/314-5380 
www.treecareindustry.org 
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The Tank is built tough all the way down to its 7-gauge steel skirt and fully welded steel 
frame. So it can take a hard day's work. And with our Wide Track, you can ride with 
greater control and stability. For more common-sense machines that can help you get 
more work out of your workday, visit www.cubcommercial.com or call 1-877-835-7841. 

(2ubCjade£ \ 
C O M M E R C I A L 

THE SCIENCE OF COMMON SENSE. 

http://www.cubcommercial.com


When seeding 

SeedjAccelerator jobs fail your 

phone rings off the hook, your customers 

get upset, your schedule falls apart and 

your profits fly out the window. With its 

patented Moisture Cell Technology" each 

PennMulch pellet expands to four times its 

size, retaining water to speed up 

germination. It protects your seed and only 

PennMulch provides just the right amount 

of starter fertilizer with one easy application, 

and without adding a single weed seed. 
Mdpgive, ¿fMSS S&&À a, UU&y sUrt ¿it life. 

PENNMULCH® SEED ACCELERATOR TO THE RESCUE 

Users agree, and university research con-

firms, PennMulch provides faster establish-

ment, more uniform fill in, and up to 36% 

more grass than seed alone. PennMulch 

may not get it to rain, or get your customers 

to water, but it will reduce callbacks and 

improve customer satisfaction! You can 

find out more about amazing PennMulch 

by visiting our web site at 

www.LebanonTurf.com. Click on 

"Promotions" and enter coupon code 

LMI075 to receive a complete 40-page 

agronomy manual absolutely free! Ask for 

PennMulch at your nearby LebanonTurf 

dealer and make sure your seeds succeed. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 

http://www.LebanonTurf.com
http://www.LebanonTurf.com


B U S I N E S S F R O M T H E B O S S 

W h o can't be t h a n k f u l . . . ? 
BY RON HALL / Editor-in-Chief 

We're blessed of all people. Con-
sidering the circumstances — 
some of our own making, 
some most assuredly of pure 
happenstance — of our just 
being here, who can't marvel 
at such astounding good for-

tune? By "here" I mean in the United States of America. 
Most of us live "here" by accident of birth. By choice 

we're committed to a profession that adds pleasure, 
beauty and safety to our fellow citizens' lives. 

The July 4th parades 
come and go, but we 
should never stop 
working to preserve 
our freedoms. 

The point is that we have choices. As U.S. citizens 
we live and work in a universe of choices limited only 
by our imaginations and efforts. 

Not coincidentally, I write this on Monday morning, 
July 4, 2005, realizing that the picnic baskets may be 
put away and the fireworks forgotten before you re-
ceive this. It's not difficult for me to be thankful for my 
freedoms on such a morning. In fact, it would be im-
possible not to be filled with gratitude. 

I look out over a harbor filled with pleasure boats. 

Wispy, milky horsetails streak the pale blue sky. An 
easterly breeze ripples the American flags lining the 
shady park adjacent to the harbor. Red, white and 
blue is everywhere — shirts, flags painted on young 
faces, silly hats, antique cars in the noisy parade. 

A 300-ft. gray limestone Doric column throws its 
shadow across the harbor and park. This is the Perry 
International Peace Memorial, named in honor of 1812 
naval hero Commodore Oliver Hazard Perry. The sight 
of this massive structure warms my heart. This national 
monument commemorates peace, the remarkably 
durable peace between the United States and Canada, 
the longest undefended border in the world. 

People are enjoying themselves and looking forward 
to the evening fireworks on this incredible day. They're 
as free as the wind, making decisions about what they 
want to do, where they want to go. Choices? Leisure? 
This is why the rest of the world envies us. 

Later this month, maybe as you're reading this, we'll 
be in Washington DC with other Green Industry folks 
at the Professional Landcare Network Day on the Hill 
effort. We'll participate in the Arlington National 
Cemetery service project and meet with U. S lawmak-
ers and their staffs. 

If you participate in this ' ^S jMBk 
annual event, fantastic If you d 
don't, please do so next year. K 
We have so much to be 
thankful for and to preserve. 

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

We have SO much to be thankful for 
and to work to preserve. 

mailto:rhall@questex.com


BUSINESS EFFECTIVE MANAGEMENT 

Managers have a tendency to 
fall prey to destructive habits 

that get them into trouble. 

6 common career damagers 
BY BRUCE WILSON 

Managers and middle managers 
are the key drivers of most 
companies. The personal 
effectiveness of these people 
goes a long way in determin-
ing company success. They 
direct operations that create 

efficient service delivery, profitable jobs and satisfied 
long-term customers. 

Their jobs are often stressful. They get caught be-
tween the demands of customers and employees. In 
most cases, these managers and middle managers know 
the right things to do to be successful. Otherwise they 
wouldn't have progressed to that level in the first place. 
Sometimes, however, they fall prey to destructive 
habits that get them into trouble. 

Become aware of these destructive habits. You can 
help yourself and your managers avoid them: 

Doing too much yourself: It's easy to fall into the 
fire fighting mode. Too many of us find comfort in tak-
ing care of things ourselves. We feel we have to do this 
to get things done right and quickly Usually, it doesn't 
solve the original cause and the problem often repeats 
itself. The manager who doesn't delegate to the person 
responsible for "fighting the fire" works his way into a 
spiral of more and more problems. 

Avoiding Problems: For whatever reason, whether 
they're not sure what to do about it, don't want to face 
it or are embarrassed, avoiding problems usually causes 
problems to become worse and spread to opening up 
other problems. If a problem is confronted head on and 
dealt with, the customer or employee is usually satis-

fied that it's taken care of. When it's not, the customer 
or employee becomes more frustrated and finds more 
problems. In other words, the little problem becomes a 
big problem. 

Putting things off: Procrastination is another way 
to turn a small problem into a bigger problem. Have 
something that should be done? Do it! 

Not writing things down: Front line managers are 
called on to respond to a ton of demands every day It's 
unreasonable to expect to remember everything. Do 
yourself a favor. Write things down and maintain a pri-
oritized "to do" list. Encourage managers to do likewise. 
Many times customers have told me they liked my 
managers but became frustrated when they mentioned 
specific problems to them and the managers didn't 
write them down and ultimately forgot about them. 

• Making excuses: Customers just want problems 
solved. They don't want to hear reasons why something 
isn't done. To them these are just excuses. It's much 
better to give them a plan and timetable to solve the 
problem and then execute it. 

No answers: Customers want answers. Sometimes 
we set things in motion to solve a problem and don't 
tell the customer. The customer stews, thinking nothing 
is being done. If it goes on too long or too often you risk 
frustrating your customers. Then you lose them. 

Fixing or improving on any of these destructive 
habits will go a long way toward helping you and your 
managers improve your personal effectiveness. 

— The author is a partner with entrepreneur 
Tom Oyler in the Wilson-Oyler Group, which 

offers consulting services. He is also the director for 
the Symbiot Landscape Network. 

Visit www.wilson-oyler.com. 

http://www.wilson-oyler.com


A gol f course isn't t he only place fo r we l l -managed , disease-

free grass. N o w there's Armada™, a fung ic ide tha t protects 

b o t h your customers' tur f and your prof i t margin — at around 

half the price of leading fungicides. Developed exclusively for 

lawn care professionals, A rmada combines the power of a sys-

temic and contact fung ic ide fo r persistent cont ro l o f b r o w n 

patch, leaf spot, red thread and 11 o ther tu r f diseases. A t a 

price t ha t w o n ' t pu t a hole in your wal let .To learn more, call 

us at 1 - 8 0 0 - 3 3 1 - 2 8 6 7 or go t o BayerProCentral .com. 

Armada 
/T\ BACKED 
\£ / by BAVER 

Bayer E n v i r o n m e n t a l Science B a y e r Environmental Science, a business group of Bayer CropScience I 2 T.W. Alexander Drive, Research Triangle Park, NC 27709 
Backed by Bayer and Armada are trademarks of Bayer. I Always read and follow label directions carefully. I O 2005 Bayer CropScience 
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Sunair a c q u i r e s 
Middleton 
FORT LAUDERDALE, FL — Sunair 
Electronics, th rough its whol ly 
o w n e d subsidiary Sunair Southeast 
Pest Holdings (SPH), acquired Mid-
dleton Pest Control for $50 million 
in cash, a promissory note and 
stock. Middleton's pest control and 
lawn care operat ion extends 
th roughout central Florida and the 
state's northern east coast through 
a ne twork of 22 branches, serving 
more t h a n 68,000 accounts. 
In conjunction w i t h t h e acquisition, 
Greg Clendenin, president and 
CEO of Middle ton, wil l join 
Sunair's executive m a n a g e m e n t 
t e a m as CEO for SPH."Our n e w 
business will serve as t h e p lat form 
f r o m which w e will seek t o expand 
th roughout t h e country," said 
Sunair Chairman Richard Rochon. 

PBI/Gordon 
en Espanol 
KANSAS CITY, M O — PBI/Gor-
don Corp. n o w has n e w Spanish 
label and MSDS informat ion for 
Trimec Southern broadleaf herbi-
cide and Trimec Plus selective 
grass and w e e d herbicide avail-
able online. The company has 
Spanish informat ion for seven of 
its most popular products online 

and will add more. 

Hoopes goes solo 
columbus, oh — Bill Hoopes, Scotts 
LawnService director of training, 
retires f r o m Scotts effective July 29. 
He tells Landscape Management 
tha t he is looking fo rward t o run-
ning his o w n training consulting 
business, Bill Hoopes Grass Roots 
Training. He will provide basic 
lawn care and leadership training. 
Hoopes' career included positions 
w i th Barefoot Grass and Scotts, 
and past presidency of t h e Profes-
sional Lawn Care Association of 
America. For more information, 
e-mail hoopes@columbus.rr.com. 

Kennedy 
gravesite beautified 

spaces. It took on the Kennedy gravesite 
project as a public service. The project in-
volved restoring the ground around the 
gravesite and installing an irrigation sys-
tem and new sod at the gravesite and 
neighboring hill. 

"This type of restoration is exactly what 
Project Evergreen encourages," said Phil 
Fogarty, co-chair of the Project Evergreen 
board of directors. 

The event was sponsored by major 
Green Industry associations and supported 
by Hunter Industries, John Deere Land-
scapes, Central Sod Farms of Maryland and 
The Brickman Group. 

ARLINGTON, VA — Tens of thou-
sands of visitors to Arlington Na-
tional Cemetery will see a more at-

tractive landscape at the gravesite of 
President John F. Kennedy this year. The 
improvements took place through the ini-
tiative of Project Evergreen. Green Industry 
companies donated products, and students 
at the University of Maryland gave time 
and labor to the effort. 

Project Evergreen represents every 
facet of the professional Green Industry 
and launched a national media campaign 
in 2004 to inform U.S. consumers of the 
positive effects of well-maintained green 

mailto:hoopes@columbus.rr.com


PETE VAUGHN USES QUALITY 
TOOLS TO DO HIS WORK, 

SO WHY IS HE FILLING IN 
TIMECARDS BY HAND... 

WEEKLY TIMECARD 
DATES: 

h 
START LUNCH E NO ACTIVITY JOBS ITE/PROJECT HOURS 

ipz- VIST* 8 
Tues. 7** if* 
Wed. H' S 
Thürs. V S 

Frl. r 1 

mi TOTAL HOURS 

WHEN THE JOBCLOCK TRACKS 
HIS TIME AND COST CODES WITH 

DEAD-ON ACCURACY? 

Pete Vaughn 
Employee Report 

Jobsite Name 1 Vieta Proper ty Data Range 6/15/2005 through 8/19/2005 

Day 
Mon 8/15 

Steri 
7:19 AM 
12:40 PM 

End 
1202 PM 
3 39 PM 

Activity 
Irrigation 4:43 hours 
Irrigation 2 59 hours 7:42 hours 

Tue 8/16 7:21 AM 
12:37 PM 

1206 PM 
3:42 PM 

Irrigation 4 45 hours 
Irrigation 3 05 hours 7 50 hours 

Wad 8/17 7:16 AM 
12 33 PM 

1204 PM 
3:44 PM 

Irrigation 4:48 hours 
Irrigation 3:11 hours 7:59 hours 

Thu 8/18 7 18 AM 
1:05 PM 

1225 PM 
3:42 PM 

Planting 5 37 hours 
Planting 237 hours 7:44 hours 

Fri 8/19 7:17 AM 

Signature 

11 50 AM 
3:41 PM 

Planting 4:33 hours 
Planting 335 hours 7:38 hours 

Fri 8/19 7:17 AM 

Signature Pete Vaughn 
Employee total 38:53 hours 

Find out why 150,000 workers clocked in today 
with The Jobclock System — 

The contractors' timekeeping tool of choice. 

THE JOBCLOCK® THE L A N D S C A P E ' S TIMECLOCK™ 

Call today: ( 8 8 8 ) 7 8 8 - 8 4 6 3 • www. jobclock.com 
Circle 112 
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http://www.jobclock.com
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Colleagues fete Ariens at OPEI event 
BY RON HALL / Editor-in-Chief 
KEY BISCAYNE, FL—The face of Michael 
Aliens lit up in genuine surprise as sons, 
daughters and grandchildren (almost two 
dozen family members from across the 

United States) streamed into the ballroom 
of the Ritz-Carlton here June 24. 

The Chairman's Dinner at the Ritz-
Carlton turned into a tribute to Ariens, 
who served 23 years on its board. 

Searching for the best 

QuickBooks-integmted ? 
scheduling software • 

David Zerfoss, outgoing board presi-
dent, called Ariens "a true pathfinder." He 
joined other industry executives, in some 
cases competitors, in showering Ariens and 
wife Mimi with wishes for a long and 
happy retirement. The highlight of the trib-
ute, apart from OPEI colleagues who vied 
to shake Ariens' hand or wish him well, 
was a 10-minute video presentation with 
highlights of his career on a huge screen. 

Ariens joined the family business, the 
Ariens Company, in 1959 after a stint in 
the military and earning a degree at MIT 
and an MBA at Indiana University. He be-
came company president in 1969. In 1998 
son Dan Ariens succeeded him as president 
of the company, but Michael remained ac-
tive serving as chairman. 

The Ariens Company was founded 
Henry Ariens, Mike's grandfather, in 1933. 

PLANET Symposium 
CHICAGO — It's almost August and your 
managers need re-energizing. They survived 
the spring rush (somehow) but now they're 
looking ahead to the busy fall season. 

Get them to PLANET's Specialty Sym-
posium at the Westin O'Hare Airport here 
Aug. 12-14. 

Jim Paluch and Bob Coulter from JP 
Horizons, Inc. will guide them through the 
seven steps of "Developing Your Human 
Capital," as outlined in the most recent 
PLANET Crystal Ball Report. In addition, 
the event features three breakout sessions 
where attendees will be paired with others 
from their specialty groups to develop a cus-
tomized plan of action to implement when 
they leave the program. 

If you arrive before 2 p.m. on Friday, Aug. 
12, join other participants visiting Chicago's 
incredible Millennium Park. Take the city's 

W e have l o o k e d at a lmost every p a c k a g e o u t t h e r e a n d w e f o u n d tha t QX 
is t h e p a c k a g e t o r u n o u r c o m p a n y . N o w o u r n u m b e r s a r e c o r r e c t , t h e 
i n t e g r a t i o n b e t w e e n QX a n d QB is g rea t , c o m p u t e r t i m e is grea t ly r e d u c e d . 
W e can spend m o r e t i m e selling a n d spend ing t i m e w i t h family a n d friends. 

John Greer, President 
Greer Landscaping & Maintenance, Inc. 

Call 1 . 8 7 7 . 5 2 9 . 6 6 5 9 or visi t w w w . q x p r e s s . c o m for a FREE t r i a l ve rs ion 

PLCAA 
ntortsmuxu designed for 

ÏÏS QuickBooks 
(»AMERICA J ; ^ ^ ^ r t r j < | 

QuickBooks <• a rapatered trademark and aarvice mark of htuit he in the United States and other countries OXpress is a rapstarad trademark of Aloe et hcorporated 

% 
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PLANET AN LA, 
HERNDON, VA — The American Nursery 
and Landscape Association (ANLA) and the 
Professional Landcare Network (PLANET) 
are evaluating a possible merger. This an-
nouncement follows seven months of dis-
cussions and exploration by a joint task force 
^ ^ _ _ i ^ » °f volunteer lead-
n PLANET ers from both or-

ganizations. In 
2004, PLANET 
was formed 
when the Associ-

ated Landscape Contractors of America 
(ALCA) and the Professional Lawn Care 
Association of America (PLCAA) merged. 

"When PLANET was formed, our lead-
ership hoped that it would be the first step 
in a process to expand the scope and capa-
bilities of a single, larger national association 
for the industry," explains PLANET Presi-
dent Dan Foley." 

The merge would yield a national asso-

will build teams 
famous elevated train to the new park, 
which is located adjacent to the renovated, 
historic Soldier Field. 

The seminar will help you: 
• Identify your "A" players, 
• build an action plan for recruiting, 
• hire tough and energize your team. 
To register, call PLANET at 800/395-

2522 or visit www.landcarenetwork.org. 

Jim Paluch (left) and Bob Coulter of JP Horizons 
will give you a plan to build your team. 

A N X A 

evaluate possible merger 
ciation with annual revenues of more than zations would exceed 6,000. 
$9 million and a staff of 48, a resource base For more information contact 
that is larger than about 75 percent of all PLANET's Sherry MacDonald at 800/ 
trade associations in the United States. The 395-2522 or sherrymacdonald@land-
combined membership of the two organi- carenetwork.org. 

TerraseedingM is Believing. 
Blow soil blends and inject with seed using this unique 
and efficient one-step process. Call today and discover 
your possibilities. 

1-800-285-7227 expressblower.com 

ExprCSS B l o w e r , Inc. Express Blower™and Terraseeding™are trademarks, and the Express 
Blower design logo is a registered trademark of Express Blower. Inc. 

http://www.landcarenetwork.org


weed suppression, and faster turf establishment. BLUEYELLOW can be 

customized to meet your seed and fertilizer requirements, and it 

biodegrades completely, leaving nothing to remove. 

Your seed, your fertilizer, your reputation. 

BLUE 

The Smartest Way to Make Green" 

Rake Roll Rain Relax 

www.blueyellowpro.com 
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BIG 1 QQ C O M P A N I E S 

Company Headquarters Services 

1 The TruGreen Cos. Memphis, TN MN 10%, LC 60%, Other 30% 

2 ValleyCrest Cos. Calabasas, CA no reply 

3 The Brickman Group, Ltd. Langhorne, PA no reply 

4 The Davey Tree Expert Co. Kent OH not available 

5 American Civil Constructors Littleton, CO MN 12%, DB110%, IR 3%, SR 1%, Other 74% 

6 Scotts LawnService Marysville, OH FA 99%, 1% 

7 Gothic Landscape Valencia, CA MN 10%, DBI 90% 

8 Weed M a n Mississauga, ON, Canada FA 90%, Other 10% 

9 Lawn Doctor, Inc. Holmdel, NJ FA 90%, Other 10% 

10 OneSource Landscape & Golf Svcs Tampa, FL MN 87%, DB 2%, IR 6%, SR 1%, Other 4% 

11 Vila and Son Landscaping Miami, FL MN 13%, DB 2%, Bid Build 56%, IR 17%, Other 12% 

12 Landscape Concepts Grayslake, IL MN 35%, DBI 54%, IR3%, SR 8% 

13 Chapel Valley Landscape Woodbine, MD MN 40%, DB 45%, IR 10%, SR 5% 

14 American Landscape Cos. Canoga Park, CA MN 30%, DB 40%, IR 20%, Other 10% • 
15 Grounds Control Phoenix, AZ MN 45%, DBI 35%, IR15%, FA 5% 

16 The Bruce Co. of Wisconsin Middleton, Wl MN 21%, DB 40%, IR 2%, SR 4%, Other 33% 

17 Acres Group Wauconda, IL MN 49%, DBI 26%, SR 25% 

18 Jensen Corp. Cupertino, CA MN 30%, Construction 70% • 
19 Oak Leaf Anaheim, CA MN 2%, IR 28%, Other 70% 

20 The Groundskeeper Tucson, AZ MN 55%, Other 45% 

21 Lipinski Landscape & Irrigation Marfton, NJ MN 21%, DBI 38%, IR4%, SR 37% 

22 Toll Landscape Lambertville, NJ MN 19%, DB 90% | 
23 Cagwin & Dorward Novato, CA MN 49%, DBI 24%, IR 12%, Other 15% 

24 Nanak's Landscaping Orlando, FL MN 100% 

25 Autumn Landscaping Englewood, CO MN 5%, DB 35%, SR 10%, Other 50% 

26 CoCal Landscape Contractor Denver, CO MN 29%, DB 1%, IR 4%, SR 8%, Other 58% | 
27 Mariani Landscape Lake Bluff, IL MN 54%, DB 45%, SR 1% 

28 AAA Landscape Phoenix, AZ MN 50%, Other 50% 

29 The Chalet Landscape Div. Wilmette, IL MN 15%, DB 45%, IR 3%,FA 2%, Other 35% 

30 Tropics North Miami, FL MN 55%, DB 5%, IR 5%, Other 35% | 
31 Clintar Groundskeeping Svcs Toronto, ON, Canada MN 35%, DB 8%, IR 5%, SR 50%, FA 2% 

32 Spring-Green Lawn Care Plainfield, IL FA 85%, Other 15% 

33 Scott Byron & Co. Lake Bluff, IL MN 30%, DBI 70% 

34 The Greenery Hilton Head, SC MN 54%, DB 33%, IR 5%, Other 8% 

35 Control Environmental Secaucus, NJ MN 70%, DB 20%, IR1%, SR 9% 

36 NaturaLawn of America Frederick, MD FA 90%, Other 10% 

37 Urban Farmer Thornton, CO MN 22%, DB 71%, SR 5%, Other 2% 

38 LMI Landscapes Carrollton, TX MN 35%, DB 40%, IR 25% 

39 Groundmasters Cincinnati, OH MN 60%, DB 15%, IR 4%, SR15%,FA6% 

40 Grover Landscape Services Modesto, CA MN 20%, DBI 24%, Other 56% 

41 WH Canon Romulus, Ml MN 20%, IR 5%, SR 4%, Other 71% 

42 Great Oaks Novi, Ml MN 14%, DB 75, IR 5%, SR 5%, FA 1% 

43 Odyssey Stockton, CA MN 10%, DB 38%, IR 20%, Other 32% 

44 Realty Landscaping Newtown, PA MN 25%, DB 64%, IR7%,SR4% 

45 McFall & Berry McLean, VA MN 71%, DB 21%,SR 8% 

46 RH Dupper Landscaping Tempe, AZ Other (bid build landscape / irrig.) 100% 

47 Benchmark Landscape Poway, CA MN 30%, Other 70%1 

48 Complete Landscaping Bowie, MD MN 56%, DB 2%, IR 10%, SR 5%, FA 2%, Other 25% 

49 Maldonado Nursery & Landscape San Antonio, TX MN 20%, DB 2%, IR 23%, FA 2%, Other 53% 

50 Western DuPage Landscaping Naperville, IL MN 23%, DB 71%, SR 6% 

T 
weeks 
companies that should be included de-
clined 

his year instead of limiting our 
list to 50, we're giving you the 
top 100 Green Industry com-
panies by revenue. We spent 

compiling this list. Some larger 

to share their revenues. That's 

• 

fine. Hopefully next year they will. 
The Big 100 companies listed on these 
charts are there for a reason: They 
offer tne level of service and customer 
care that results in growth. They pay 
attention to the changing marketplace, 

advantage of growth opportuni-
ties at|every turn. 

And for every $15-
million-plus company out 
there, the industry has 
many million- (or less!) 
dollar ones that place the 
same importance on qual-
ity service, great client re-

lationships and innovative marketing. 
Starting on page 28 we profile 10 in 
this category that we (and more impor-
tantly, their customers) consider great. 

So check it out. Next year it could 
be your company listed here. 

If you've got a compelling story to 
tell about your company, be it large or 
small, let us know. 

E-mail Stephanie Ricca at 
sricca^questex.com 

MORE 
INFO 

Landscapemanage-
ment.net Visit here 
for more information 
about our 2005 LM 
110 companies. 

LEGEND 
DB / DBI : Design/build; Design/build/install 

FA: Fertilizer applications 

H L Irrigation 

M N : Maintenance 

SR: Snow removal 
OTHER: May include arbor care, shrub mainte-
nance, retail/nursery, wholesale, hanging holiday 
lights, compost/mulch, reclamation 

•Estimate 
1 All commercial 



Branches & Employees Revenues 
Franchises (full t ime / part t ime) (in millions) Principal Web site /E-mai l 

252 12,000 FT/1200 PT $1.03 billion Dennis R. Sutton, Pres/COO www.trugreen.com 
75* 8,000 FT 675 Burton S. Sperber, Founder/CEO www.valleyaest.com 
122 1500 FT/5000 PT 420 Scott W. Brickman, Pres/CEO www.brickmangroup.com 
70+ 5200 FT/5800 PT 415 E. Douglas Cowan, Chairman/CEO www.davey.com 
no reply 800 FT/300 PT 200 Chris Graeber, VP/COO www.acconstructors.com 
140 1400 FT/200 PT 185 Tim Portland, Pres. www.osu.scottslawnservice.com 
8 1,600 FT 125 Michael C. Georgio, CEO www.gothidandscape.com 
214 750 FT/2500 PT 105 Canadians Michael Kernaghan, COO www.weed-man.com 
470 500 FT/1800 PT 85 Russell J. Frith, Pres/CEO www.LawnDoctor.com 
15 1200 FT/1400 PT 78 William LeBaron, Mng Dir 
3 660 58.4 Juan Carlos Vila, Pres/CEO www.vila-n-son.com 
6 140 FT/475 PT 48 Mike Kerton, Pete DeVore, Owners www.landsGpeconcepts.com 
3 300 FT/450 PT 45 J. Landon Reeve, CEO www.chapelvalley.com 
8 758 FT 45 Mickey Strauss, Pres www.ameriGnlandsGpe.com 
6 632 FT / 37 PT 38 Dale Micetic, Pres www.sanitorsinc.com 
2 200 FT/425 PT 38 Bliss C. Nicholson, Pres www.bruceco.com 
4 100 FT/600 PT 37.2 Sherm Fields, VP www.aaesgroup.com 
4 270 FT 37 John Vlay, Pres/CEO www.jensencorp.com 
1 400 FT 33 Tom Ecdes, VP www.oakleaflandscape.com 
7 611 32 Anil Hiremath, CEO www.groundskeeper.com 
0 75 FT /160 PT 31.1 Robert A. Upinski, Chairman www.lipinskiland.com 
11 65 FT/200 PT 30 Mark C. Culichia, Dir mdichia@tollbrothersinc.com 
14 325 FT / 25 PT 29 Wayne Richards, VP/COO www.Ggwin.com 
3 550 FT 28.5 Sampuran Khalsa www.nanaks.com 
1 200 FT/250 PT 28 Marc Robinson, Owner autumnkv@earthlink.net 
3 275 FT / 250 PT 28 Jesus "Chuy" Medrano and Tom Fochtman www.coGl.com 
1 80 FT/300 PT 26 Frank Mariani, Owner/CEO www.marianilandsGpe.com 
2 450 FT 25.5 Richard Underwood, Sr. VP www.aaalandsGpe.com 
2 85 FT/300 PT 25.5 Kevin Marko, Div Mgr www.chaletlandsape.com 
5 300 FT 25 Charles L. Gonzalez, Pres www.tropicsnorthinc.com 
16 150 FT/275 PT 25 Canadians Robert C. Wilton, Pres www.dintar.com 
106 140 FT/220 PT 23.5 Tom Hofer, Pres www.spring-green.com 
0 80 FT/200 PT 23 Scott Byron, Owner www.scottbyron.com 
3 360 FT/20 PT 23 B.W. Edwards, Pres www.thegreenery.com 
14 60 FT/600 PT 23 Michael D. Stewart, Pres no reply 
69 no reply 23 Philip E. Catron, Pres www.nl-amer.com 
1 175 FT / 350 PT 22.8 Frank Moyer, Bus Dev Dir www.urbanfarmerinc.com 

f 3 250 FT/50 PT 22 Jody M. O'Donnell, Pres/CEO www.lmilandscapes.com 
7 175 FT/180 PT 22 Michael G. Rorie, Pres www.groundmasters.com 
4 145 FT/20 PT 20.4 Mark Graver, Pres groverlsinc@juno.com 
0 45 FT/180 PT 20 William H. Canon, Pres www.whGnon.com 

i i 50 FT/200 PT 20 Ronald Tucker, CFO 
1 240 FT/280 PT 20 Frank Adams, Pres www.odysseylandsGpe.com 
4 68 FT/200 PT 19.8 Marva J. Stassi, Mktg Dir www.realtylandsGping.com 
4 150 FT/260 PT 19.2 MarkD. McFall, Pres www.mcfallandberry.com 

» i 135 FT/180 PT 19 Russ H. Dupper, Pres rdupper@rhdupper.com 
1 300 FT 18.6 Craig Mohns, VP www.benchmarklandsGpe.com 
1 125 FT/430 PT 18 Sue Zwolinksi, Bus Dev www.completelandsGpingservice.com 

[ { I 1 165 FT /110 PT 17.2 C. Brent Mayberty, VP www.mnlsa.com 

II « 32 FT/140 PT 17 Steve Brodt, Pres www.wdlinc.com 

http://www.trugreen.com
http://www.valleyaest.com
http://www.brickmangroup.com
http://www.davey.com
http://www.acconstructors.com
http://www.osu.scottslawnservice.com
http://www.gothidandscape.com
http://www.weed-man.com
http://www.LawnDoctor.com
http://www.vila-n-son.com
http://www.landsGpeconcepts.com
http://www.chapelvalley.com
http://www.ameriGnlandsGpe.com
http://www.sanitorsinc.com
http://www.bruceco.com
http://www.aaesgroup.com
http://www.jensencorp.com
http://www.oakleaflandscape.com
http://www.groundskeeper.com
http://www.lipinskiland.com
mailto:mdichia@tollbrothersinc.com
http://www.Ggwin.com
http://www.nanaks.com
mailto:autumnkv@earthlink.net
http://www.coGl.com
http://www.marianilandsGpe.com
http://www.aaalandsGpe.com
http://www.chaletlandsape.com
http://www.tropicsnorthinc.com
http://www.dintar.com
http://www.spring-green.com
http://www.scottbyron.com
http://www.thegreenery.com
http://www.nl-amer.com
http://www.urbanfarmerinc.com
http://www.lmilandscapes.com
http://www.groundmasters.com
mailto:groverlsinc@juno.com
http://www.whGnon.com
http://www.odysseylandsGpe.com
http://www.realtylandsGping.com
http://www.mcfallandberry.com
mailto:rdupper@rhdupper.com
http://www.benchmarklandsGpe.com
http://www.completelandsGpingservice.com
http://www.mnlsa.com
http://www.wdlinc.com


L f f i L BIG 1 0 0 C O M P A N I E S 

Branches & Employees 
Company Headquarters Services Franchises (full t ime / part time) 

51 The Highridge Corp. Issaquah, WA MN 22%, DB 65%, IR13* 1 183 FT/67 PT 

52 Clarence Davids & Co. Chicago, IL MN 39%, DB 50%, SR6%, FA 5% 2 75 FT / 200PT 

53 Northwestern Landscape Puyallup, WA LC 65%, DB 35% 3 175 FT/270 PT 

54 DuBrow's Nurseries Livingston, NJ MN 35%, DB 29%, SR 23.5%, Other 12.5% 5 75 FT/185 PT 

55 Gachina Landscape Menk) Park, CA MN 60%, IR 10%, Other 30% 1 240 FT 

56 N e w Garden Landscape & Nursery Greensboro, NC MN 30%, DB 28%, IR 6.5%, SR .5%, Other 36% 2 138 FT/75 PT 

57 Dora Landscaping Apopka, FL MN 70%, IR 20%, 0ther10% 1 110 FT 

58 HighGrove Partners Smyrna, GA MN 75%, DB 20%, Other 5% 2 140 FT/30 PT 

59 McHale Landscape Upper Marlboro, MD MN 10%, DB 90% 2 150 FT/10 PT 

60 Sebert Landscaping Bartlett, FL MN 66%, DB 34% 2 50 FT/150 PT 

61 Mariposa Horticultural Enterprises Irwindale, CA MN 70%, DB 25%, Other 5% 3 350 FT 

62 Outside Unlimited Hampstead, MD MN 5%, DB 25%, IR 25%, FA 2%, SR 10%, Other 33% 1 120 FT/144 PT 

63 Ecoscape Solutions Charlotte, NC MN 70%, IR 20%, Other 10% 2 150 FT/50 PT 

64 ProGrass Wilsonville, OR MN41%, DB 29%, FA 30% 5 225 FT/75 PT 

65 Senske Lawn & Tree Care Kennewick, WA MN 22%, DB 1%, IR 4%, SR 4%, FA 63%, Other 6% 140 FT/220 PT 

66 Lied's Nursery Sussex, Wl MN 25%, DB 62%, SR 3%, 0ther10% 1 120 FT/130 PT 

67 Stiles Landscape Fort Lauderdale, FL MN 70%, FA 10%, Other 20% 3 185 FT/40 PT 

68 Swingle Denver, CO MN 4%, IR 5%, FA 12%, Other 79% 150 FT/200 PT 

69 Mainscape Fishers, IN MN 55%, DB 17%, IR 3%, SR 19%, FA 6% 3 79 FT/100 PT 

70 Naturescape Greeley, CO MN 8%, DB 50%, IR 10%, SR 1%, Other 31% 1 50 FT/180 PT 

71 Phillips Environmental Services Clearwater, FL MN 60%, DB 40% 4 155 FT 

72 Arazoza Brothers Homestead, FL IR 10%, Install. 90% 101 FT 

73 BIO Landscape Houston, TX MN 52%, DB 38%, IR 18%, FA 2% 1 110 FT/171 PT 

74 Ocean Woods Hilton Head Island, SC MN 56%, DB 41%, IR 3% 1 180 FT/20 PT 

75 Visionscapes Tucker, GA MN 15%, DB 85% 2 75 FT/125 PT 

76 Gibbs Smyrna, GA MN 75%, DB 2% 3 200 FT/220 PT 

77 ILT Vignocchi Wauconda, IL MN 22%, DB 55%, IR 4%, SR 7%, Other 11% 33 FT/150 PT 

78 Heads Up Albuquerque, NM MN 25%, DB 75% 1 120 FT/200 PT 

79 James Mart in Associates Vernon Hills, IL MN 39%, DB 45%, IR 5%, SR 8%, FA 3% 1 70 FT/65 PT 

80 Arteka Shakopee, MN MN 10%, DB 10%, IR 15%, SR 5%, Other 60% HI 25 FT/100 PT 

81 James River Grounds M g m t Glen Allen, VA MN 70%, DB 20%, IR 1%, SR 4%, FA 5% 3 65 FT/120 PT 

82 Yardmaster Painesville, OH MN 60%, DB 30%, SR 10% 3 100 FT/150 PT 

83 Wheat's Lawn & Custom Landscape Vienna, VA MN 40%, DB 45%, IR 3%, SR 2%, FA 9%, Other 1% 1 120 FT / 50 T 

84 Precision Landscape Sallas, TX MN 100% 1 120 FT/60 PT 

85 Frank & Grossman San Francisco, CA MN 20%, DB 20%, IR 40%, 0ther20% 2 110 FT 

86 Gardners'Guild San Rafael, CA MN 66%, DB 30%, IR 4% 3 125 FT 

87 GreenScapes Columbus, OH MN 1%, DB 99% 56 FT/2 PT 

88 Lambert Landscape Dallas, TX MN 30%, DB 55%, Other 15% 85 FT / 5 PT 

89 Stephen Hillenmeyer Lexington, KY MN 50%, DB 26%, SR 3%, FA 13%, Other 8% 1 100 FT/75 PT 

90 Ptantique Allentown, PA MN 10%, DB 80%, IR 1 %, SR 2%, FA 3%, Other 4% 1 100 FT/20 PT 

91 Greenlink Gaithersburg, MD MN 40%, DB 50%, SR 10% 1 50 FT/100 PT 

92 N e w Way San Diego, CA MN 75%, IR 5%, Other 20% 3 160 FT 

93 The Byrd's Group Charlotte, NC MN 65%, DB 34%, IR1% 1 105 FT/55 PT 

94 KCS Falls Church, VA MN 48%, DB 29% IR 3%, SR 2%, Other 18% 2 16 FT / 76 PT 

95 Delconte's Landscaping Fremont, CA MN41%, DB 22%, IR 12%, Other 26% 3 75 FT/120 PT 

96 Jenkins Landscape Hobe Sound, FL MN 35%, DB 40%, IR 10%, Other 10% 1 90 FT/130 PT 

97 The Pattie Group Novelty, OH MN (inc IR, SR, FA) 35%, DB 65% 2 65 FT/95 PT 

98 Peabody Landscape Group Columbus, OH MN 26%, DB 25%, IR 6%, SR 5%, Other 38% 0 55 FT/125 PT 

99 Carol King Landscape Orlando, FL MN 65%, DB 20%, IR 5%, FA 5%, Other 5% 0 115 FT/40 PT 

100 Grant & Power Landscaping West Chicago, IL MN 1%, DB 98%, SR 1% 1 25 FT/60 PT 



Revenues 
fin millions) Principal Web site / E-mail 

17 Maiylou Rossman, CFO www.highridge.com 

1 '7 Gary Borgman, VP Fin www.darencedavids.com 

17 CS Jonathan Bartels, Pres www.northwestemlandscape.com 
17 Michael Branch, COO www.dubrows.com 

16.5 Will Rogers, COO www.gachina.com 

* 16.2 J. Morris Newlin, Pres www.newgarden.com 

16 James H. Oyler, Pres www.doralandscapingcompany.com 

16 Jim McCutcheon, COO www.highgrove.net 
16 Kevin McHale, Pres www.mchaleandmchale.com 

WÈm^m Kim Pyszka, Mktg Dir www.sebert.com 

16 Terry Noriega, Pres www.mariposahorticultural.com 
15 Stephanie Machrone www.outside-unlimited.com 

15 Tony Pope, Pres www.ecoscape.com 

14.6 Ken Christopherson, VP www.prograss.com 
14.5 Chris Senske, Pres www.senske.com 
14.2 Robb Lied, Pres rtlied@lieds.com 
14.1 Bill Peace, VP www.stiles.com 
,4 Thomas Tolkacz, Pres www.swingletree.com 
14 Scott Miller, Pres www.mainscape.com 

13.2 Jack Fetig, Pres www.naturescape.com 

. 12.7 Christopher Phillips, Pres www.phillipsenvironmental.com 

Albert Arozoza, Pres arazoza@bellsouth.com 

12 John "Robert" Taylor, Pres sallemorse@biolandscapecom 
12 Joe Short, VP www.oceanwoods.com 

12 Frank Coleman, Pres www.evisionscapesinc.com 

I Peter Copses, VP www.gibbslandscape.com 
11.8 Donna Vignocchi, Pres www.iltvignachi.com 
11.5 Gary Mallory, Pres www.headsuplandscape.com 

11.5 James P. Martin, Pres www.jamesmartinassodates.com 

• ¡ • • I David Luse, Partner www.artekacompanies.com 

11 Maria Candler, VP www.jrgm.com 
11 Kurt Kluznik, Pres www.yardmaster.com 

10.3 Mike Wheat Pres www.wheats.com 
10 Bruce Birdsong, Pres bruceb@plmine.net 
10 Myron Grossman, Pres, GM www.bayarealandscape.com 

9.6 John Osso, Pres www.gardners-guild.com 

Bill GerhardtPres www.greenscapes.net 

i 9.5 Daniel L. Morgan, CEO www.lamberts.net 
93 Stephen Hillenmeyer, Pres www.hillenmeyers.com 

9.1 Michael D. M6hane, Pres/CEO www.plantique.com 

9 MarkS. Shekletski, Pres www.greenlinkinc.com 

9 Randy Newhard, Pres www.newwaypro.com 
8.5 Bobby LByrd, VP www.byrdslawnandlandscaping.com 
8.3 William D. Hudspeth, Pres bhudspeth@kcslmi.com 

8.2 Tom Delconte, Pres www.ddandscaping.com 
8 Harold Jenkins, Pres www.jenkinslandscape.com 

8 Steve Pattie, Pres/CEO www.pattiegroup.com 
7.8 David Peabody, Pres www.peabodylandscape.com 

7.5 Bruce Bachand, VP www.carolkingscapes.com 
7.5 GeneR. Grant Jr./CE0 www.grantandpower.com 

It's raining, 
it's pouring. 
Revenues generated from 
irrigation services in '05 stayed 
the same or were somewhat 
less than the past two years 
due to an easing up on drought 
conditions in some areas. Many 
clients have systems already 
installed from previous dry 
spells. Landscape contractors, 
however, continue to garner 
profits by maintaining current 
installations. 

IT-
P e r c e n t a g e m o r e l andscape 
c o n t r a c t o r s w h o a r e a d d i n g 
s n o w r e m o v a l services t h a n 
w e r e r e p o r t e d in 2 0 0 3 a n d 
2 0 0 4 . A n e s t i m a t e d 9 % o f 
t h e c o n t r a c t o r s c i ted m a j o r 
b l i zzards in t h e M i d w e s t a n d 
N o r t h e a s t (as l a te as June 1 
in s o m e areas) f o r a d d i n g 
th is service t o t h e mix . A n d 
m a n y say t h e y w i l l c o n t i n u e 
t h e service th is w i n t e r . 

Enlightening j 
There's a slight increase in the 
number of landscape contrac-
tors who offer holiday light 
installation service. It saves the 
customers time, ladder hauling 
and climbing, especially on larg-
er homes or properties and for 
commercial clients. 

http://www.highridge.com
http://www.darencedavids.com
http://www.northwestemlandscape.com
http://www.dubrows.com
http://www.gachina.com
http://www.newgarden.com
http://www.doralandscapingcompany.com
http://www.highgrove.net
http://www.mchaleandmchale.com
http://www.sebert.com
http://www.mariposahorticultural.com
http://www.outside-unlimited.com
http://www.ecoscape.com
http://www.prograss.com
http://www.senske.com
mailto:rtlied@lieds.com
http://www.stiles.com
http://www.swingletree.com
http://www.mainscape.com
http://www.naturescape.com
http://www.phillipsenvironmental.com
mailto:arazoza@bellsouth.com
http://www.oceanwoods.com
http://www.evisionscapesinc.com
http://www.gibbslandscape.com
http://www.iltvignachi.com
http://www.headsuplandscape.com
http://www.jamesmartinassodates.com
http://www.artekacompanies.com
http://www.jrgm.com
http://www.yardmaster.com
http://www.wheats.com
mailto:bruceb@plmine.net
http://www.bayarealandscape.com
http://www.gardners-guild.com
http://www.greenscapes.net
http://www.lamberts.net
http://www.hillenmeyers.com
http://www.plantique.com
http://www.greenlinkinc.com
http://www.newwaypro.com
http://www.byrdslawnandlandscaping.com
mailto:bhudspeth@kcslmi.com
http://www.ddandscaping.com
http://www.jenkinslandscape.com
http://www.pattiegroup.com
http://www.peabodylandscape.com
http://www.carolkingscapes.com
http://www.grantandpower.com
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W E TAKE CHARGE A N D TAKE RESPONSIBILITY' 

Wallace Landscape 
^ m ^ T n out-of-towner may have trouble 

J y ^ finding Wallace Landscape Asso-
dates nestled in the southeast 
comer of Pennsylvania. But 

folks in the area, as well as in surrounding 
states, keep their number handy. 

Located in Kennett Square, PA, the com-
pany was founded in 1976 and sold to Terry 
Wallace and a partner in 1980. In 1989 Wal-
lace bought his partner's shares and moved 
the firm to its present location. That year, 
sales exceeded $1 million. Wallace projects 
$4.8 million in revenues for 2005. 

This award-winning, full-service opera-
tion evaluates and preserves valuable 
plants and oversees sensitive site work, 
manages the installation of swimming 
pools, pool houses and other structures, 
and closely observes the implementation 
of lighting and irrigation systems. "We take 
charge and take responsibility for every-
thing," says Wallace. 

He adds that all team members — eight 
graduate landscape architects, five of whom 
are RLAs — sell, design and collaborate on 
all projects. 

Wallace's marketing program is one to 
3e envied for a number of reasons. One of 
which is a "thank you" gala. 

"After our larger gardens are installed 
and have matured a bit, we throw a catered 
garden party for the homeowners," Wallace 
says. "They invite their guests and we invite 

a few prospective clients. Their design team 
attends and I am on hand to be sure every-
thing runs smoothly so our clients can relax 
and enjoy their guests and their new out-
door environment. These parties cement 
client relations and create new ones for us." 

His company's presence and its name 
are in front of the public often. "Each 
spring we clean up and plant annu-
als at our community swim 
ming pool," Wallace says. 
"We donate designs to be 
sold for the benefit of 
local school and charity 
fund raisers such as for 
a playground in a low-
income neighborhood, 
or for a nearby preschool, 
a town center beautification 
or park clean. In addition, we 
encourage employees to be active in 
service organizations, charity boards and 
business associations." 

Among Wallace's distinctive projects is a 
planting design for Union Hill Cemetery in 
Kennett Square; designing the rooftop gar-
den for Carvel Center in Wilmington, DE; 
designing the landscape for the State of 
Delaware Emergency Operations Center; 
and designing the entrance to Winterthur 
Museum in Wilmington. 

"Besides advertising in Architectural Di-
gest, we differ from other firms in the 

Green Industry in that we provide full ben-
efits to everyone who works for us, includ-
ing seasonal labor," Wallace reports. "We 
pay 80% of employees' health insurance, 
which covers dental and prescription costs 
as well as medical. We offer a 401 (k) plan 
with a generous match, and a section 125 
cafeteria plan. We also reimburse employ-

ees for career related education 
courses, seminars and associa-

tion registrations." 
Wallace Landscape is 

an ESOP company, 
providing employees 
with an additional op-
portunity to build re-

tirement security, adds 
Wallace. He says every-

one receives a paid vacation 
and personal days. 

He adds that he has "been blessed 
by having amazing employees. I am excited 
by their level of creativity and enjoy seeing 
young people join us and grow and learn 
from our senior people. I also enjoy seeing 
the pride they take in their work." 

He concludes, "The landscapes we pro-
duce are very exciting. I love seeing the tran-
sition from an uncomfortable, often unattrac-
tive outdoor area to a functional and 
beautiful living space. It makes the challenges 
of running the business worth all the effort." 

— BY SUE GUARD 



RIDING THE WATER W A V E 

Meyer 
Aquascapes 
Few landscape features are more 

popular to homeowners than 
those offering the soothing 
sound of flowing water. Meyer 

Aquascapes and Landscaping Inc. in tiny 
Harrison in far southwest Ohio is riding the 
crest of this water feature wave. 

The company founded and run by Dan 
Meyer, designs, installs, rebuilds and main-
tains as many as 60 ponds each season in 
the circle of communities near Cincinnati. 
The company also installs landscapes, offers 
final grading of new construction, seeding 
and sod, and is adept at building stone walls 
and steps. But pond building is Dan 
Meyer's passion. 

"No two ponds are the same," says 
Meyer, who's also a firefighter with the City 
of Cincinnati. "A water feature gives a home 

that piece of paradise that we're all looking 
for to release the stress of the working 
world. The sound of water is one of the most 
serene, relaxing sounds you can create." 

Meyer, at least in this point of his com-
pany's history, is a one-man gang. He does 
all the company's bidding, scheduling, crew 
supervision and customer relations. He is 
working toward the day when he can work 
more "on the business" and less in it. Even 
at this hectic pace, he doesn't have trouble 
dialing into his creative side. When home-
owners challenge him and his team of eight 
employees to design and install one-of-a-
kind water features, they respond. 

One recent project that stretched their 
engineering ingenuity involved installing a 
150-ft. "mountain stream" that twists and 
tumbles over rocks and smaller waterfalls, 

Meyer explains. The stream begins as a wa-
terfall on the property's patio and after it 
gurgles over boulders and rocks and under 
stone bridges on its way down the property 
it empties into a lake. The water is then 
pumped back up a 70-ft. elevation to the 
waterfall at the top. 

This season Meyer is partnering with a 
building architect and a landscape architect 
to install a water garden that will encompass 
practically the whole back yard of a prop-
erty. "It's a very large water garden," Meyer 
says in somewhat of an understatement. 

Meyer got into the Green Industry in 
the early 1990s by signing up lawn service 
customers. "I put an ad in our local tele-
phone director to acquire customers close 
to where I lived," he says. He slowly grew 
the business and added employees. 

In 1998 he refocused his company after 
offering his yard as the site for a "Build a 
Pond Day" event sponsored by Aquascape 
Designs, Inc., a popular pond manufacturer 
based in the Chicago area. "I was impressed 
with the company's methods of construc-
tion," recalls Meyer. "I loved the challenge 
of designing and building water features 
and I added this line to my business." 

In 2000, Dan added a water feature 
Web site to his business, and in 2002 a Web 
store to order pond supplies and pond kits. 

As the business grew and the pond busi-
ness increased, he sold the lawn part of his 
operation to focus on landscape installa-
tions, in particular water features. They 
range from small to those with 70 tons of 
boulders. Increasingly popular, says Meyer, 
are pondless waterfalls with long streams 
that empty into graveled basins. Recently, 
his company began selling product to DIY-
ers. Everybody, it seems, loves water. 

— BY RON HALL 

AQUASCAPES 
513-941-8500 

WWW.AQUASCAPES.C0i 

http://WWW.AQUASCAPES.C0i
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SURVIVING THE "DUMB YEARS" TO DISCOVER CLIENT CARE 

Chris James 
Landscaping 
Chris James breaks down his 

career in landscaping into 
chunks: "The first five years I 
call the 'young and dumb' 

ones," he says. "I made a lot of money. I 
spent a lot of money. I didn't know how to 
run a business." The next 10,1 focused on 
techniques and improving my craft." Now, 
24 years in, James says he considers himself 
a business owner and entrepreneur rather 

than a landscape contractor. My focus is on 
client retention, sales, vision, budget and 
business plans." 

Not a bad progression for the Midland 
Park, NJ, owner of the company that bears 
lis name He built his business around a solid 
core of design/build, maintenance, irrigation 
and snow removal, with a few special re-
quests thrown in over the years, like the time 
a client asked him to dig a grave for 10 cats. 

Plus, it didn't hurt that a lot of his 
clients live in high-end residential neigh-
borhoods. "Our focus is on the share of the 
client, not share of the market," James says. 
'We would rather work for fewer people 

and do all the core services for them. If 
we're not going to build it, maintain it and 
enhance it, we say no." This plan lets James 
and his team really focus on its customer 
base, rarely making them wait. 

Keeping his customers happy 
also makes them coming back 
year after year. His average 
client retention is 15 or 
more years. Once 
spring and summer roll 
around, James says, 
these affluent cus-
tomers keep his team 
hopping, even for party 
preparations. 

"This is definitely a trend," 
he says. "Sometimes it's graduation 
parties, sometimes a customer is entertain-
ing the New Jersey Nets execs." Whatever 
the big event, James' crew responds right 
away by tweaking the irrigation and light-
ing, cleaning up and selling any required 
extra services to prep the yard for enter-
taining. "It's a big upsell," he says. 

Community projects, like work for 
schools, churches and battered women's shel-
ters, also keep the Chris James Landscape 
team busy. He recalls a project with a local 
grammar school that people around town are 
still talking about. James worked with the 
students and faculty to install a peace pole, 
arbor, perennial garden and birdbath. 

"When we were finished the principal 
asked us to stop by. They had cancelled 
classes and had a school assembly," James 
says. "Every grade made us thank you cards 
and posters. It was great." 

James recommends involvement like 
this, and in local and national associations, to 
any Green Industry newcomers. This past 
president of the New Jersey Landscape 

Contractors Association and past 
Board Member of the Snow 

and Ice Management Asso-
ciation says membership 

in these groups spurs 
business growth and 
raises the bar of profes-
sionalism for the Green 

Industry as a whole. 
"The dividends are 

great. My business, prof-
itability and reputation has 

flourished more due to volunteering 
for these associations because I networked 
and built up a team, plus I've been blessed 
to have great employees," he says. 

"It's a wonderful feeling to go by a job I 
did 20 years ago and a job I did two weeks 
ago and know that my company put its 
stamp on that job." — BY STEPHANIE RICCA 



DEAL WITH CLOVER LIKE NEVER BEFORE. 
Make clover and other hard-to-control weeds fold with Spotlight™ specialty herbicide. 
It works fast on established turf and does a consistent job every time. Tank-mix 
Spotlight for an even wider spectrum of control. It works well with all primary broadleaf 
herbicides and its liquid formulation is easy to mix. Or get Spotlight in the powerful 
formulations of new Escalade and Escalade Low Odor herbicides from Nufarm. 

Dom A g r o S c i e n c e s 

Spotlight 
Specialty Herbicide 

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

http://www.dowagro.com/turf
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RURAL WISCONSIN — UNIQUELY 

Lammscape 
John Lamm's a dreamer, an outgoing 

and some might say wonderfully im-
practical dreamer. The dream? The cre-
ation of a regional rural entertainment 
center aptly named Lammsland. But 

more on that later. 
John Lamm of Jackson, Inc., the company 

tie founded 39 years ago, defies easy descrip-
tion. It's actually several businesses in one — 
a full-service landscape company (Lamm-
scape), a nursery with more than 125 vari-
eties of trees and shrubs, and a garden cen-
ter/retail store. It would be appropriate to 
refer to it as a seasonal gathering spot too. 

Something is always going on at this 
unique business that's located on more 
than 100 acres of scenic property a 40-
minute drive northwest of Milwaukee. 

Take the fascinating model railroad that 
chugs around curves and over bridges on a 

tiny landscape just outside the company of-
fices, for example. Model railroaders meet 
regularly at the business and run their tiny 
trains in a room that Lamm supplies them 
next to the garden center/retail store. 

Then there are the Model A car shows, 
the one-of-a-kind Buckskinners Ren-
dezvous/Encampment, garden concerts, ice 
cream socials, autumn hayrides and a 
Christmas celebration complete with 
horse-drawn wagon rides. All of this in ad-
dition to a full schedule of garden and land-
scape seminars at the garden center. 

Lamm and his family (both real and ex-
tended) work hard in their landscape opera-
tion. But they make time to open the beauty 
of their small bit of rural Wisconsin, a com-
bination of woodland, wetland and farm-
land, to others. The rural character surround-
ing the family business is rapidly changing. 

Lamm, now in his 60s, scoffs at sugges-
tions of retirement. He works every day but 
a lot of the landscape business is now run by 
son Hans (John), daughter Laurie Lamm 
McGraw and a loyal team of employees. 

Meanwhile, John Lamm continues to 
work on a project close to his heart. Having 
moved, reconditioned and erected one his-
toric steel bridge over the creek that dis-
sects the property (and readying a second), 
he's searching for a small train to provide 
tours around the perimeter of the property. 
And while he's at it, how about paddle-
boats for the canal that he's planning? 

To say that the greater Milwaukee area 
would lose a vital piece of its rural charm if 
not for Lamm's dirt-under-your-fingemails 
drive would be a huge understatement. 

Did we mention that he's a dreamer? 
— BY RON HALL 



MORE WORK • LESS LABOR • MORE PROFIT 

b; oxers name is quickly becoming world renowned, throughout 
the compact power equipment industry, as the premiere line of 
equipment when it comes to strength, durability and power. 

Contractors, Landscapers, Equipment Dealers and Rental Houses 
know that Boxer Equipment is the one machine capable of handling 

Made available by: 

Your Complete Fleet Provider 
WWW.BOXEREQUIPMENT.COM 

(800) 476-9673 

http://www.BoxerEquipment.com
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M A K I N G CLIENTS' WISHES TAKE W I N G 

LawnTMors 
Birdscaping isn't a concept 

that's often used in the con-
text of landscape design/instal-
lation. Maybe it should be. 

And while you're at it, consider other 
design principles (and language) that rein-
force not only the psychological but also 
the environmental benefits that your land-
scapes deliver to clients. 

LawnTailors, Canton, CT, has earned an 
enviable and unique position in its market 
by consistently delivering stunning garden-
style landscapes that attract colorful visi-
tors such as songbirds and butterflies. 
Clients include homeowners, nursing 
lomes, corporate properties and, in one 
case, a monastery. 

"I became fascinated with birds when I 
ived in the San Francisco Bay area and vis-
ted Hawk Hill," says Jarlath Connolly, pres-
ident of the 33-year-old company, "When I 
returned to Connecticut to join my dad 
(Michael Connolly, company founder) in 
lis landscape management and construc-

tion firm, I brought a real affinity for creat-
ing natural garden environments." 

OK, can the wise cracks. This company 
is definitely not just "for the birds." 

"Building natural bird and water garden 
environments is more of an over-
arching design discipline and a 
way of thinking for us," says 
Connolly, who returned 
to the family business 
three years ago after a 
successful career in 
the corporate world. 
"My profs at Umass 
(University of Massa-
chusetts where he re-
cently completed the Green 
School program) hammered the 
concept of selecting the right plant for the 
right location. Extending this approach to 
creating bird habitats means that knowl-
edge of different bird species, their food 
preferences, and their nesting and shelter 
requirements is critical." 

So what are birdscapes, really? 
Connolly describes them as "natural 

respites that include water features, lots of 
native plants and plants that serve birds in 
one of their key areas of need — food, 
water, shelter, nesting. 

LawnTailors realizes that while most of 
its customers aren't necessarily bird lovers, 
they do warm to the idea of attracting 
birds, especially colorful songbirds, to their 
landscapes. 

This is one company that not only knows 
how to walk the walk but also how to 

talk the talk. 
Here's how Connolly 

describes one of his com-
pany's landscape cre-
ations: "As you walk 
through the door... 
the first thing you no-
tice is a pair of birds 

swooping down one 
after the other from a 

beautiful dogwood into a 
large, fruit-laden Arrowood 

Viburnum. Then you hear the subde trickle 
of water and notice the stunning colors of 
beautiful perennials." 

Ahhhh, doesn't that sound like some-
thing to come home to? 

— BY RON HALL 

C O M P A N I E S 



How to stay ahead 
symbiot of the competition. 

"In this age of 
shrinking profits 
and increasing 

competition, anything a contractor 
can do to gain that competitive 
edge is a good choice. We saved a 
ton of money using Symbiot 

I mean, it really paid off!" 
Corey Handley 

WAC Corporation of Greenville (Grimesland, NC) 

Companies like WAC Corporation know that a Symbiot 
partnership can help your company stay ahead of the 
competition. Gain that extra edge and become a partner 
in the Symbiot Landscape Network. 

Become a Partner Today! 
www.symbiot.biz/sln 

866.223.9049 

http://www.symbiot.biz/sln
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WINNING WITH A UNIQUE SERVICE PROPOSITION 

Nature's Select 
^ P j P ^ ^ hen William "Bill" Hilde-

\ M \ M bolt, Ph.D., left the corpo-
I f I f f rate world and partnered with 
^ff ^ff Gene Queen and Bill Larmore 
in forming Nature's Select Premium Turf 
Services 11 years ago, he knew one thing for 
certain — his wasn't going to build "just an-
other lawn care company." 

'To be successful in the marketplace, re-
gardless of the service you offer, you must 
lave a proprietary position," says Hildebolt, 
owner of the company based in Winston-
Salem, NC. 

'From the first my approach was not to 
go into this business (lawn care) and com-
pete as a commodity. I didn't see any point 
of trying to compete strictly on price or 
quantity. You have to bring something 
unique or a better technology to the market 
to separate yourself from the competition." 

This was just one of many valuable les-
sons that Hildebolt says he learned in his 
former career in the food world. 

After studying food science and eventu-
ally earning a Ph.D. in horticulture from 
The Ohio State University, Hildebolt 
joined Campbell Soup in product develop-
ment. Then came a 10-year stint with R. J. 
Reynolds in Winston-Salem where he 
climbed the corporate ladder, again in 
product development. 

But, he brought something else when 
he set out to build a lawn care company in 
the competitive Triad market. He brought a 
solid working knowledge of agriculture that 
he had gained on the family farm in south-
western Ohio. Specifically, he felt he could 
transfer the "biological" soil-building tech-
niques that he had learned from farming to 
lawn care. 

"The fundamentals are basically the 
same for agriculture and for lawn care, but 
we had to develop formulations that would 
be compatible with pre-emergent and post-
emergent products," he explains. "There's a 
sophistication to the process. You have to 
know what you're doing when you blend 
these materials." 

Hildebolt has developed and now offers 
as part of his lawn care services several spe-
cial formulations, using materials such as 
seaweed extracts and other natural ingredi-
ents. He blends them using an elaborate 
system of mixing tanks, valves and hoses lo-
cated just outside of his offices. 

While his company offers traditional 
lawn care, the majority of his more than 
1,200 customers opt for the premium serv-
ice, with its strong emphasis on biologically 
active ingredients. This, in spite of it being 
more expensive. 

"You have to have a pretty good sales 
presentation to maintain that," admits 
Hildebolt. 

As part of its lawn care service, Nature's 
Select technicians sample clients' soils 
every other year. This gives the company a 
comprehensive set of soil data for each 
client's property allowing techs to identify 
and correct nutrient deficiencies or other 
potential problems. 

"Our goal is to continually improve the 
soil of our clients' properties," says Hilde-
bolt. "We realize that you have to feed the 
soil first. Our program builds up the or-
ganic matter in the soil; it stimulates the 
micro-organisms in the soil. And then, of 
course, the soil will feed the plants." 

— BY RON HALL 



Mites give up so easily, it's almost not fair. 
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AT COMPANIFS 

BRING THE OUTDOORS TO LIFE 

ood Landscape R c 
M j T K hen dealing with clients 
m M M Ê who have high incomes, 
U I f you have to be the best in 

p r ^m order to fill requests for high-
end outdoor enhancements. That's no 
problem for Rood Landscape in Jupiter, FL, 
oca ted in north Palm Beach County. 

Founded in 1946, Rood Landscape célé-
brât 60 years of service next March. 
'We're still a full-service company," notes 
Bert Clattenburg, who became CEO of the 

firm in 1996, just 10 years after joining the 
company as a design sales representative. 
He earned a degree in landscape architec-
ture from Louisiana State University. 

In addition to designing, lighting, in-
stallation, irrigation and maintenance serv-
ices, Rood has been called upon to help 
clients in areas not found in any land-
scaper's job manual. 

For example, "We set up plants and flo-
ral arrangements for parties and weddings. 

Are you 
making 
30% 
Net Profit 
You too can make 3 0 % l\let Profit! 
Unbelievable? NO, you can make 30% NET PROFIT in 
your service based company. Our customers achieve this by 
using CLIP software's exclusive routing, scheduling and job 

costing. Only CLIP tracks every minute spent on every job. You 
only have a few minutes each hour to make profit, don't lose 
it. Only CLIP can give you a virtually paperless office with links 

to PDA's, real time GPS tracking and Cell Phone technology. 
BELIEVE IT, we do it everyday in our own lawn company. 

Profit, Paperless, and Automatic Billing 
Transfer invoices to QuickBooks™ if desired. 

What NET PROFIT are you making? 
Can you afford to wait? 

Call 800-635-8485 for a Free Demo. 
D o i t MOW! 
www.clip.com 
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On one of our accounts, we washed the 
cars and walked the dog," Clattenburg says. 
"We've also been called upon to put up 
hurricane shutters to help owners of the 
larger estates prepare for the approaching 
storm and wind." 

Clattenburg says he enjoys working with 
employees and customers. 'We have assem-
bled a solid team of employees and ensure 
the customer feels part of the team. Build-
ing trust with the employee and the client is 
very important for a successful business." 

He finds transforming a desolate ap-
pearing property into an inspiring, award-
winning and head-turning vista a rewarding 
and gratifying event. However, there can be 

jobs that are quite the opposite and offer 
even bigger challenges than beautification. 
These jobs have one common denominator 
— a hurricane. 

Clattenburg remembers the 2004 hurri-
cane season vividly. 

"We had two direct hits from the hurri-
canes within a three-week period. We had 
structural damage to our buildings, shade 
structures; and our green house completely 

http://www.clip.com


collapsed. Some of our employees lost their 
homes," relates the CEO. 

There was no electricity for seven days 
after the first hurricane and for six days after 
the second. No electric power meant there 
were no office phones, no fax machines and 
no computers. The crews worked in 94-de-
gree weather with 90% humidity. 

Clattenburg notes that he and others 
had to travel to areas where hurricane relief 
supplies were available "so we could pro-
vide ice and water for our crews. Things 
you never think about in a crisis became 
very important. For example, our employ-
ees were running out of clean clothing." 

He adds that generators were used to 
get fuel from the gas pumps to the crews' 
vehicles. "We were very fortunate to have 
had our fuel tanks filled before the hurri-
canes hit." 

All of Rood's resources were called into 
service in the storm's aftermath. "One 
problem was not having enough people to 
cover the demand of work our customers 
requested. Labor pools had no employees 
available because those employees went to 
work for independent contractors for three 
times the pay," reports Clattenburg. 

He says he contacted landscape friends 
he knew in Georgia, having met them 
through what is now PLANET Ed Waters, 
owner of Waters & Associates Landscape, 
and Scott Chatham, who owns Chatham 
Landscape, each supplied Rood with a 
three-man crew with trucks after the first 
hurricane. Chatham also sent a Bobcat. 

'We provided the housing," says Clatten-
burg. "Gaining the assistance from two ex-
perienced crews was a tremendous boost. 
The only bad thing was when the Georgia 
boys were helping us they experienced the 
second hurricane head on. This was their 
first hurricane. They, too, could not believe 
the intense heat and humidity after it hit. 

They also learned to adjust to liv-
ing conditions without electricity." 

Rood can now add education 
to its list of services for clients and 
others in the business. Adds Clat-
tenburg, "The unique thing for the 
crews from Georgia was to share 
the different techniques used to 
perform different aspects of the 
jobs at hand. They were able to 
take back a few good ideas and 

use them in their everyday operations." 
The gentry in north Palm Beach County 

now know that if they dream big or dream 
small when it comes to their outdoor envi-
ronment, Rood is there to make their 
wishes turn into realities, even if it includes 
walking the dog. 

— BY SUE GUARD 
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Your top customers want their 
lawn to be the envy of the 

neighborhood. Heritage® fungicide 
works longer, providing up to 28-day 

protection against brown patch 
and most major turf diseases. 

www.syngentaprofessionalproducts.com 

Important: Always read and follow label instructions before buying 
or using these products ©2005 Syngenta. Syngenta Professional 

Products. Greensboro, NC 27419. Heritage? Primo MAXX\ and the 
Syngenta logo are trademarks of a Syngenta Group Company. 

AgriLawn 
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FROM THE GROUND UP 

Roger Jacobi, 42, started Agri-
Lawn in 1991 by himself. Ex-
cept for a part-time person 
who helped administratively, 

he did almost everything on his own. Now 
AgriLawn's 30 employees offer services to 
25-plus communities in and around Okla-
homa City. 

"The early years saw us 
grow at annual rates of 40 
to 50%. We hit $1 million 
in revenue in 1998 and 
we have experienced 
steady growth since," 
says Jacobi. 

AgriLawn has grown 
and prospered in the com-
petitive lawn application 
business by emphasizing its local 
roots along with the knowledge-based 
service delivered by trained employees. 

"Our technicians let us know what 
they're experiencing in the field," says Ja-
cobi. "Being local we have the flexibility to 
quickly make adjustments in our service as 
local conditions dictate." 

Being able to keep lawns healthy in cen-
tral Oklahoma is no easy task. The region's 
climate delivers more than a few chal-
lenges. Most lawns are either bermudagrass 
or tall fescue or a combination of the two. 
Harsh winters result in "a fair amount" of 
winterkill on some properties, says Jacobi. 
These thinned out areas can become weed 
infested before the bermudagrass starts ac-
tively growing again. Then there's always 
the threat of diseases, such as spring dead 
spot in bermudagrass and brown patch in 
fescue lawns. 

"We treat each of the two general types 

Online: 
www.agrilawn.com 

Location: Oklahoma City, OK 
Owner: Roger Jacobi 

Years in business: 14 
Employees: 30 

of turf (warm-season and cool -season) dif-
ferently throughout the year. This makes it 
more time consuming for our technicians 
but it's the correct thing to do," he says. 

This past spring AgriLawn moved into 
its new 18,000-sq.-ft. facility. 

"We designed the office portion with 
convenience and accessibility in 

mind," explains Jacobi. "Our 
CSRs, scheduling coordi-

nator and office manager 
are in close proximity 
to allow for good com-
munication. Our field 
managers as well as our 

sales and marketing 
manager are also close by 

and available to answer 
scheduling, routing or technical 

any of the office staff." Similarly, su-
pervisors and technicians share similar 
spaces in the new building. 

The warehouse is set up to allow for effi-
ciency and safety with a fully contained in-
door mixing area. Just two or three people 
are responsible for preparing the tank mixes 
used on clients' lawns and landscapes. This 
ensures consistency in the product mixes. 
The fill bay area can accommodate four 
trucks simultaneously. This area also serves 
as the wash bay. Ail rinsate from washing 
and filling operations is collected in pits and 
reclaimed for use in our lawn mix. For 
safety, we have a shower in our locker 
room, which is located in the warehouse. 

"Due to the design of our facility the 
community at large can be assured we are 
operating with little or no environmental 
impact during our mixing and loading 
process," says Jacobi. — BY RON HALL 

http://www.syngentaprofessionalproducts.com
http://www.agrilawn.com


YARD SMART LANDSCAPING 

Yard Smart 

To learn more, call the Syngenta Customer 
Resource Center at 1-866-SYNGENTA. 
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Bob Smart knows what it's like 
to stop and smell the roses. In 
fact, he did it just last week. 

"I was telling one of my 
team supervisors the other day that some-
times we get so tied up in the roar of the 
season that we forget to enjoy it," the 
owner of Olmsted Falls, OH-based Yard 
Smart Landscaping explains. "I asked him, 
do you ever stop and just lay down in the 
landscape? Once in a while I'll just liter-
ally lay down in the grass and close my 
eyes so I can just take in all of the sounds 
and smells." 

That connection with the 
landscape around them got 
Smart and his company 
co-founder and business 
partner Bruce Stone 
into the business in 
the first place, and it's 
what keeps them 
there. They founded 
their company in 1986 
taking the backwards 
route — they started out in 
snow removal, then expanded to 
general landscape maintenance and contract-
ing. Today, the Cleveland winters keep them 
busy in the snow season, while maintenance, 
design/build, weed control and turf fertiliza-

tion make up the rest of their sales year. 
They built their business by taking a 

progressive approach. "We try a lot of new 
ideas, with equipment, organizational struc-
ture and implementing new systems," 
Smart says. "Some work and some fail, but 
we're ever-changing." 

Yard Smart was one of the first in its 
business area to maintain logoed trucks, uni-
formed team members and fully enclosed 
trailers, he says. 'We've also been running 
one-man mowing crews for several years 
and nobody can figure out how it's working 
so well for us," he says with a chuckle. "Even 

industry guru Frank Ross has an-
alyzed this theory and side-

stepped the discussion 
because of our ability 
to make money with 
this system." 

Smart has noticed 
a recent trend of 

time-sensitive projects, 
especially among his 

high-profile corporate 
clients. It puts a squeeze on 

the team, he says, but lets the 
company shine and provide excellent client 
service. 'We do a large corporate building in 
Cleveland, and two years ago they built a 

continued on page 43 • • 

Primo MAXX® plant g rowth regulator 
enhances grass by developing the root 
system and strengthening the turf . To 

discriminating customers, this can mean 
the lawn looks even more lush and 
beauti ful . Heritage® fungic ide and 

Primo MAXX PGR. Better for them, added 
revenue for you. It's a beautiful package. 
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Willamette 
It's not enough to deliver exemplary 

services when providing landscape 
maintenance services for home-
owner associations, condos and 

townhomes. (After all, what competitor 
would claim their services less valuable 
than yours?) 

No, you have to know how to work 
with these special clients. This requires, 
well, how do we say it best... diplomatic 
skills? After all, you're called upon to meet 
the expectations of all kinds of 
people on a single property 
— association officers and 
board members, land-
scape chairs and com-
mittees and, often 
(perhaps too often), 
residents themselves. 

Willamette Land-
scape Services, run by 
Randall McManus and 
Matt Triplett, targeted this 
tough market niche a decade 
ago. It's now recognized as one of the top 
service companies in the Portland, OR, 
market. 
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"We spend a lot of time training our em-
ployees and managers about how to interact 
with the various layers of associations," ex-
plains Triplett, WLS vice president. Even so, 
he admits that servicing multi-family prop-
erties presents unique challenges. 

"The sometimes frequent disagreements 
that crop up can be really tough to manage," 
says Triplett, "We think that our general atti-
tude towards life helps us patiently work 
through the contentious situations to reach 

positive resolutions. It doesn't al-
ways pan out that way but 

we always want to give it 
our best, honest effort." 

McManus, a Texas 
A&M grad, and 
Triplett, whose formal 
training came at Ore-
gon State, both earned 

valuable practical expe-
rience working for some-

one else. Both are former 
employees and managers for two 

respected companies Portland-area compa-
nies, Northwest Landscape and Drake's 7 
Dees. The lessons they learned as employees 

BEAUTIFYING PROPERTIES, HUNDREDS AT A TIME 

http://www.gardenmarketexpo.com


of other quality companies now serve them 
well as owners. Since joining forces, they've 
built WLS from a half million in revenues to 
more than $2.5 million in less than 10 years. 

They insist upon a drug-free work-
place, provide weekly safety training, make 
sure their drives have valid licenses and 
clean records, and provide uniforms for 
their employees. 

"We're successful when WLS is remem-
bered by customers, employees, vendors 
and the community as a good company 
that created a great lasting impression," says. 

As far as the path his company has 
chosen to travel, says Triplett — "Making 
one home look beautiful is very satisfying 
but beautifying hundreds of homes simul-
taneously is unbelievably gratifying." 

— BY RON HALL 

Yard Smart 
< < continued f rom page 4 1 

multi-million dollar sea wall project while 
leaving us just a couple of weeks to get 
everything in the landscape in top-notch 
condition for their corporate picnic," he 
says. "This year we're in the process of in-
stalling more landscaping just in time for 
another corporate function." 

This pride in his team's work fuels 
Smart's staff to keep constructing unique 
projects from scratch, even if it means they 
often misses out on their own personal time. 

"The jobs that stand out in my mind 
are the ones that win awards when we did-
n't even expect it," he says. "Over the years 
we have received awards out of the blue 
from garden clubs, associations and cities. 

We didn't enter for these awards on pur-
pose, so it's a nice feeling to get that call 
telling us one of our client's properties was 
honored for its beauty." 

Smart finds time to give back by work-
ing with younger contractors just starting 
out in the business. What's his advice? "Get 
involved in professional organizations and 
associations like SIMA, PLANET and local 
organizations in order to network," he says. 
"Then, get financial and consulting advice 
from outside sources like Frank Ross or 
Vanderkoi and Associates. Don't be afraid 
to reach out. I did some when I was 
younger, but I know I didn't do enough." 

Plus, it sounds like it doesn't hurt to 
take a quick rest in a freshly mowed lawn 
once in a while, either. 

— BY STEPHANIE RICCA 

THE IDEAL 8-30' 
solution 

ULTIMATE DESIGN 
FLEXIBILITY 

Compared t o fixed-arc sprays, single-stream rotors or a system 
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W O R K A N D H O M E 

ou're late for Ju-
nior's soccer game 

but your best client 
just called with an irri-

gation disaster. Or maybe 
it's Sunday again, and in-
stead of taking your day 

of rest you're in the office going 
over invoices. Sound familiar, 
especially at this time of year? 

Like many landscape pro-
fessionals, Doug Freer, owner of 
Lawn Lad Inc., Cleveland, OH, 
learned that balancing work 
and home life is a juggle that 
changes as family dynamics 
change, as the seasons change 
and as business grows. 

Freer, however, claims to 
have identified this need for bal-
ance before it was too late. 

in Sugar Land, TX, agrees. Even 
so, he admits it's difficult to 
turn off that switch and think 
outside of the business. "You 
need to decide what goals you 
can accomplish each day and 
when you have to stop to 
watch your kid's recital or 
sporting event," he says. "Also, 
just showing up is not enough. 
You need the courage to turn 
off all the electronic devices." 

Striking that balance doesn't 
have to cost your business. In-
stead, those who have achieved it 
say that taking time for a life out-
side of work — whether it's with 
your family, out on the boat with 
buddies or reading a book — 
makes you (and your business) 
more efficient in the long run. 

"This allows employees to 
get the hours they want, but 
also spend time with family and 
friends," Perrino says. 

William and Sheila Atwell, 
owner/operators of a U.S. 
Lawns franchise in North Char-
lotte, NC, rely on organization 
for discipline. "We live by the 
calendar, reminder pop ups and 
to-do lists," William says. "We 
mark everything on the calen-
dar including customer needs, 
meetings, due dates, baseball 
games for our son, school func-
tions, days off and doctor visits." 

• Do what you love: Re-
member the hobbies you used 
to enjoy before work took over 
your life? Dust off your hiking 
boots or pull out the book 

Balancing art 
Finding the right mix of work 
and home improves your bottom 
line AND your sanity BY PETER FRETTY 

'When I was single I could work 
when I wanted to and as much 
as I wanted," he says. "Once I got 
married I was responsible for 
more than just myself Now 
with a 6-month old, life has 
taken on a whole new mean-
ing." For Freer, having a family 
helped him see outside of work. 

Dean Carpenter, owner of 
Houston Landscapes Unlimited 

Steps to balance 
• Instill discipline: ' Work 
smarter rather than harder," 
Carpenter advises. "It's true 
that where there is a will there 
is a way." 

Andy Perrino, owner of 
Cincinnati-based Perrino Land-
scape, achieves this through a 
firm commitment to a 5-day 
work schedule. Perrino's em-
ployees know they'll be on the 
job two Saturdays a month dur-
ing both of the company's peak 
months, but otherwise, the 
company sticks to a 7:30 a.m. 
to 6 p.m. schedule. 

you've been meaning to read. If 
nothing else, hobbies help you 
bum off stress and frustration 
left over from work. 

A key to achieving balance is 
making time for activities you 
enjoy outside of work. "I run 
marathons and cycle, and many 
of my employees like to hike 
and do other outdoor activities," 
Perrino says. "This allows them 
to take their outdoor experience 
to a new level or perspective." 

Freer enjoys reading. "I've 
started to notice that when I'm 
too tired to read at the end of 
the day, then I've burned myself 



Dean Carpenter, 
above, and Doug 
Freer, right have 
found that a 
balanced life 
improves business. 

out during the day/' he says. "I 
try to leave time each day to do 
some reading, but it's not al-
ways possible." 

Maybe you need the disci-
pline of an organized group to 
get you to shut off that cell 
phone. Get a regular golf game 
going, or volunteer as a coach or 
advisor to another youth activity. 

• Build a network: Make 

good use of your 
time at work by 
streamlining proce-
dures. It's easier to 
leave at the end of 
the day when you 
know the office and 
crews are running 

smoothly and your company 
has a plan for after-hours emer-
gencies. Bounce ideas on office 
streamlining off of others. Their 
input helps keep you focused. 

"As a franchisee, we have a 
network of other franchisees 
to call on as well as our facili-
tator and corporate contacts," 
Atwell says. "We can call and 
see what has worked or not 

worked for others that have 
experienced the same type of 
challenges. This helps us stay 
focused and heading down the 
right path instead experiment-
ing to see if something will 
work and later finding out 
that it doesn't." 

As part of his network, Freer 
uses a business coach. "This way 
I have someone who can objec-
tively look at how I operate my 
business and make suggestions 
on improvement," he says. "I 
know that I have yet to reach 
the optimal level of harmony, 
but having others provide guid-
ance and support along the way 
has definitely helped." 

Find your SELF 
According t o Dr. Kathleen Hall, 
landscape professionals can 
live a more stress-free life if 
they remember and apply t h e 
principles of S.E.L.F. t o their 
personal lives. 

S is for stress and serenity. 
Spend t i m e twice a day in si-
lence, medi ta t ion or listening 
t o calming music, Hall explains. 
" W h e n you do this, your blood 
pressure changes and you get 
t o calm d o w n . " 

E is for exercise. W h i l e land-
scaping has numerous physical 
demands, it doesn't fulfill all of 
your physical requirements. 
"You need t o take a f e w min-
utes and go for a wa lk t o re-
lease endorphins," Hall says. 
She recommends going for a 
family wa lk in t h e evening. 

L is for love. W h e n people 
participate in a group activity 
once a week , they live seven t o 
t en years longer and have less 
cancer and heart disease, Hall 
says. "Join a group and mee t 
w i t h the same people on a 
consistent basis. Talk about 
your business, family and let 
out steam," she says. 

F is for food. "Food goes be-
yond w h a t you are eating; it in-
cludes w h a t you are watching 
and w h a t you are listening to ," 
she says. "You w a n t all these 
aspects t o release stress and 
create a healthy environment. 

Even t h o u g h w e may say 
w e cannot a f ford t o spend t h e 
t ime away f r o m t h e business, 
t h e reverse is t h e t ruth ." 

—PF 



Tips for achieving balance 
Lisa Whaley, author of "Finding my Soul from the Lost 
and Found," advises people to avoid these common mistakes 
tha t crop up w h e n work ing t o w a r d a w o r k / h o m e life harmony. 

DON'T let your career overcome your life: "When you let 
work consume your life, it becomes your existence," Whaley 
says. "You need t o consider w h a t happens if it ever disappears. 
W h a t do you have?" 

DO take your vacation days: "This does not mean you need to 
go on elaborate trips," she says. "But it does mean that you need 
to make sure that w h e n you are on vacation, you are actually 
away f rom your work. You need to truly be out of your position." 

DO remember that life is short: "Enjoy life and have fun," she 
says. "Think of all the people that died in 9/11. You need to won-
der how many of these people put off the things that they 
wanted to do wi th their lives, but never did because they always 
thought they could do it later." — PF 

B U S I N E S S W O R K A N D 

Benefits of balance 
Finding this cherished balance 
between your work life and 
your personal life enhances 
business performance. After 
Carpenter found the right mix 
he became a happier person, 
which shows up in his work. 

"It wasn't until I settled 
down and started my family 
that our business truly became 
successful," he says. "We need to 
look at why we're working so 
hard to achieve success, when 
the people we're trying to sat-
isfy would rather have us home 
than have an abundance of ma-
terial possessions." 

Freer adds that balancing his 
work and home lives has made 

him more efficient. "Now, I 
have lots of energy and a lot of 
passion. I also realize that it's 
too difficult to concentrate on 
your goals if you're tired and 
distracted," he says. "Three years 
ago, I could not figure out how 
to grow my business beyond 
what we had which was only 
producing a nominal profit. We 
are now doing 20 percent more 
revenue with half the number 
of employees while turning a 
profit that has paid for the 
growth and will allow for con-
tinued future growth." 

Freer realized that he was 
sacrificing the health of the 
business to add more cus-
tomers, employees and trucks. 

"Keeping the business at a 
manageable size was a difficult 
mental hurdle since I wanted to 
race ahead," he says. "But by 
stepping back and really looking 
at what we were doing, I real-

ized the goal should be on run-
ning a better business rather 
than a bigger business." lm 

— The author is a freelance 
writer in Whitehall, MI. Contact 

him at peterfretty@msn.com 

VERMEER 
Leading Versatility in Landscape 
The Vermeer' compact equipment 
line is built rugged to meet the 
customers' need for reliable work 
site productivity. Labor savings 
ideas, versatile solutions, and 
local dealer support are just 
the beginning of the Vermeer 
commitment to the landscape 
market. To us, it's simple. We've 
been doing it for more than five 
decades. Call 1-888-VERMEER 
or visit www.vermeer.com. 

Vermeer9 

VERMEER and VERMEER LOGO ara reg«tered trademarks oI Vermeer Manufacturing Company r itie U S and'or other countries 
O 2005 Vermeer Manufacturing Company. AN Rights Reserved 
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Fast control of the toughest weeds . 
No w o n d e r Quicksi lver is the perfect add i t ion to you r t ank m i x . 

What makes QuickSilverM T & O herbic ide the perfect 
tank mix partner? M a y b e it's because w h e n 
applied in a tank mixture w i th other post-emergent 
herbicides, QuickSi lver increases the speed of kill 
and expands the spectrum of control of mature, 
perennial b road lea f weeds. QuickSi lver is tough on 
weeds, like clover a n d thistle, but soft on grasses, 
including Bermuda a n d St. August ine. 

Just a d d a little QuickSi lver to your tank. It's rainfast 
in one hour a n d effective in 2 4 - 4 8 hours. A n d 

•FMC 
©2005 FMC Corporation. FMC, the FMC logo, QuickSilver, 
and the QuickSilver logo are trademarks of FMC Corporation. 
Always read and follow label directions. 

since QuickSi lver is effective across a w i d e range 
of temperatures, it can be used in many geograph ic 
regions across the Uni ted States. 

For more in format ion, contact our Customer 
Satisfaction Center at 1 -800-321-1 FMC, or 
visit: www.pestso lut ions. fmc.com. 

^QuickSilver 
T&O HERBICIDE 

http://www.pestsolutions.fmc.com


1
Stand up straight 
This is more than just posture 

advice from your mother. Horticul-
turalist and arborist (and now in-
ventor) Bob Goltz developed his 
TreeLegs polymer system to keep 
trees anchored before planting 
and while they're in the ground. 
The set of plastic mold-injected 
tree legs prop against root and 
balled trees, holding them upright 
in even the windiest conditions. 
The anchoring system can stay in 
place after the tree is planted. The 
system is easy to install, Goltz says, 
and replaces current propping 
methods and materials like cinder 
block or mulch, which can remove 
nitrogen from the tree or intro-
duce pathogens and fungi into 
the root system. 
For more information contact Up-
right Systems at 716/864-0075 or 
www.upr ightsystems.biz I 
circle no. 250 

2 In the family 
Horizon's new private label 

product line, TurfGro, includes 
spray heads, controllers, oil, fertil-
izer and pumps. The label's first 
product, TurfGro Overseeder, 
launched last year. The TurfGro 
vortex trimmer line is created by 
Desert Extrusions for Horizon. Turf-
Gro nozzles are designed for com-
plete compatibility with all leading 
irrigation brands, and Horizon's 
new extended irrigation line in-
cludes TurfGro sprays and TurfGro 
Pro controllers. TurfGro also offers 
a high-grade ISO L-EGD standard 
motor oil and bar and chain oil. 
TurfGro fertilizer is available this 
summer at all Horizon stores in 
four varieties. 
For more information contact 
Horizon at 602/276-7700 or 
www.hor izononl ine .com I 
circle no. 251 

3 Sweep it up 
The American Water Broom 

cleans hard surfaces quickly and 
easily using less time and water 
than ordinary hoses, the company 
says. Connect the broom to a gar-
den hose to get a controlled blast 
of high-pressure water three ft. 
wide, inches from the surface. The 
Water Broom is ideal for decks, 
tennis courts, driveways, service 
bays, parking areas and any place 
a hose is used for cleaning a paved 
area. The product is built from 
heavy gauge steel and brass, and 
heavy-duty double ball bearing 
swivel casters allow the broom to 
move in any direction. The product 
is available in several models, in-
cluding industrial models with at-
tached hoses and reels. 
For more information contact 
American Water Broom at 
800/241-6565 or visit 
w w w . w a t e r b r o o m s . c o m I 
circle no. 252 

4 Easy 
lifting 

New company Gate Flexor 
launches its flagship product, the 
Gate Flexor trailer gate lift system. 
The do-it-yourself assembly is easy 
to install and helps landscapes lift 
heavy-duty landscape, utility and 
split trailer gates with ease. It fits 
most trailer gates and ramps and 
features an industrial-strength 
spring, heavy-duty saddle straps, 
durable hardware and colored ca-
bles and screw caps for safety. A 
video demonstration and addi-
tional product specifications are 
available online. 
For more information contact 
Gate Flexor at 866/353-9671 or 
www.gate- f lexor .com I 
circle no. 253 

http://www.uprightsystems.biz
http://www.horizononline.com
http://www.waterbrooms.com
http://www.gate-flexor.com




C O M M E R C I A L P O W E R 

Weigh the pros and cons of gasoline and 
diesel engines to make an educated buy. 
In order to make a fair judgment, do an 
apples-to-apples comparison. 

The first difference is in the fuel source itself. 

Presently, there is not much of a cost difference 

between fuels purchased at the pump. However, 

diesel fuel has a higher amount of energy by vol-

ume than gas. Diesel fuel contains approximately 

138,000 BTU/gal. and gas holds 115,000 BTU/gal. 

This energy difference along with engine design 

means that a Briggs & Stratton diesel engine pro-

vides close to a 30% savings in fuel vs. the same 

size gas engine. In addition, diesel fuel is less 

volatile to ignite than gas. 

Diesel engines do not have the spark ignition 

system that gas engines do. Due to the higher 

compression ratio engine design, a diesel engine 

generates more than 400 psi of compression pres-

sure verses a gas engine generating approximately 

150 psi. What this higher compression does is rap-

idly heat the air from the intake stroke. When the 

piston is almost at the top of the compression 

stroke, diesel fuel is precisely injected into the 

cylinder. The heated air causes the fuel to ignite, 

powering the engine. Since diesel engines do not 

have an ignition system, this reduces maintenance 

and troubleshooting for the technician. 

The high compression ratio of a diesel engine 

also produces a major advantage in the torque 

output of the engine. This benefit is noticeable 

when the engine is under a heavy load. 

Higher compression ratio does not come with-

out cost. Typically a diesel engine will weigh more 

than the same size gas engine. These added man-

ufacturing requirements can add to a higher initial 

price for the engine. It is also harder for a diesel 

engine to start in cold weather. That is why a glow 

plug system is normally required to pre-heat the 

cold air to aid in the initial ignition of the fuel. But 

with these strong components comes long life. It's 

not unusual to see a diesel engine last two to 

three times longer with proper maintenance. 

aî î j i î I i i ï iMi i i j i j 
TECHNOLOGY FOLLOW DIRECTIONS 

Engine and equipment 
manufacturers are the 

experts on their equipment. 

Follow their advice. 

Common knowledge 
debunked 
BY HARRY SMITH 

can't recall who said this but I 
believe it: "It ain't so much 
what people don't know that 
hurts as what they know that 
ain't so." 

Consider these fallacies: 

Ilt's OK to install piston rings with 
your fingers. 

WRONG. Twisting rings stresses them in a 
direction they're not engineered to resist. 
You get premature ring failure on a newly 
"rebuilt" engine. That's expensive ignorance. 

2 You can run all the gas out of a two-
or four-cycle engine and store it 

successfully for several months. 
WRONG. There's usually enough residual 
gasoline in the tank, lines, filter and carbu-
retor to result in a gummy mess that must 
be cleaned before the engine will run again. 
Two words: fuel stabilizer. 

3 If you use expensive synthetic oil you 
can extend the oil change intervals on 

your air-cooled engines. 
WRONG. Briggs & Stratton says no. Oil 
contains additives that get used up. When 
they're gone, damage results. 

4 It's better to rev an engine up to warm it 
up quickly and prevent engine damage. 

WRONG. High rpms and cold engines 
don't mix. The oil is cold and not distrib-
uted over the moving parts. This causes 
scuffing and microscopic damage each time 
you follow this practice. 

5 Premium gasoline makes small engines 
run better. 

WRONG. This is similar to the belief that 
automobile engines, like faithful pets, need 
to be rewarded with a treat. Premium gaso-
line is not a treat. If an engine is designed to 
run on regular fuel it will run fine on regu-
lar. You will not get any measurable in-
crease in performance and if the engine is 
properly matched to the equipment you 
should not need additional horsepower or 
torque. You waste 20 cents per gallon giv-
ing your engines a treat — costly ignorance. 

Common or accepted practices need 
periodic analysis. What might have worked 
yesterday can be a harmful practice today. 
Save your equipment and your money. 
Read the owner's manual. Engine and 
equipment manufacturers are the experts 
on their equipment. Follow their advice. 

— The author is turf equipment professor at 
Lake City Community College, Lake City, 

FL. Contact him at smithh@lakecitycc.edu 

By Mark Nelson, 
Product Service Trainer, 
Briqqs & Stratton Commercial Power 

mailto:smithh@lakecitycc.edu


LOOK AROUND, VANGUARD" BIG BLOCKS 
ARE REALLY CUTTING IT UR 

VANGUARD™ BIG BLOCKS™ FROM 25.0 TO 35.0 HORSEPOWER 

You're always on the lookout for ways to be even more profitably productive. 

That's why you should give Vanguard BIG BLOCKS a serious look. These air- and 

liquid-cooled BIG BLOCKS power the machines that get a lot more done. So don't 

just sit there. Click on commercialpower.com to be linked with BIG BLOCK-powered 

machines that'll have you looking at a better bottom line. 



T E C H N O L O G Y H I D D E N C O S T S 

Some estimates place the Total Cost of 
Ownership at 3 tO 4 times the purchase price. 

Lower total cost of ownership 
BY TYLER WHITAKER 

The phrase "batteries not included" is 
in my Top 10 list of worst gifts you 
could receive on your birthday. It in-
variably results in delayed joy and an-
noying trips to the comer market. 
Unfortunately, we have this same 
problem when purchasing computer 

hardware and software. Rarely do we receive every-
thing we need in one nice package. However, the bigger 
problem is the sticker shock you experience when 
adding up the extra costs of using technology over its 
operating lifetime. Finding the total solution at the right 
price is paramount to your success. 

When buying software we often fail to recognize 
the soft costs of certain purchases. We look at the initial 
purchase price and consider the case closed. Some esti-
mates place the total cost of ownership at three to four 
times the purchase price. 

Evaluate the 'extras' 
What other costs are involved in addition to the acqui-
sition price of the computer and software? External 
service and support plans can run anywhere from 15% 
to 20% of the initial purchase price. With most vendors, 
that includes minor "bug fix" software upgrades. Inter-
nal costs include IT support staff to maintain and con-
figure the solution, train users and answer basic techni-
cal support questions. In addition, don't forget that 
most hardware and software becomes obsolete within 
three years and should be replaced. 

The best practice in purchasing computer software 
and hardware is to evaluate your options using an "all 

things considered" total-cost-of-ownership approach to 
make the best long-term decision. For example, low-
cost generic PCs from a local vendor can be a great so-
lution based on initial purchase price. Yet they may ex-
perience more frequent hardware failures, resulting in 
higher repair costs. Paying a higher initial price from a 
name brand vendor with a low cost service plan can re-
duce your expenses in the long run. 

Consider online software tools 
In purchasing software, online solutions available for a 
monthly subscription fee are the emerging trend in the 
industry. Application Service Providers (ASP) offer all 
kinds of software to consumers through a Web browser. 
You can find everything from sales tools to accounting 
packages. They offer an affordable "pay as you go" alter-
native to pricey up-front fees for traditional premise 
based software. 

For a low monthly fee you get a full-featured solu-
tion with service and support including upgrades. Ven-
dors like salesforce.com have great training and support 
that can reduce your internal IT costs as well by provid-
ing an all-inclusive solution that alleviates the need to 
install software, perform data backups and handle many 
of the usual technical support calls. 

Added benefits come from an Internet-based solu-
tion. Now your employees can work from anywhere. 

Let's face it, whether you're buying computer hard-
ware or software, finding the solution with the lowest 
total cost of ownership takes effort. Check into online 
solutions, your bank account will thank you. 

— The author is the chief technology officer for Symbiot 
Business Group (wunv. symbiot.biz). Contact him at 

801/733-6900 or twhitaker@symbiot.biz 

mailto:twhitaker@symbiot.biz
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BAYER ENVIRONMENTAL 
SCIENCE 
m 

kayer Environmental 
| Science manufactures a 
'full line of turf and 

ornamental products for use on 
home lawns, golf courses, sports 
fields, commercial landscapes, 
nurseries and greenhouses. The 
company follows a tradition of 
innovative research and 
developing top-of-the-line 

DAN 
CARROTHERS 
Director, Chipco 
Professional Products 

professional products, backed 
by highly trained sales and field 
development representatives. 

Our focus at Bayer 
Environmental Science is 
the creation of inventive 
technologies and solutions 
for the challenges our 
customers face every day. 
Field development, sales and 
technical representatives 
located throughout the country 
offer regionalized support 
for all Bayer Environmental 
Science products. Go to 
www .bayerprocentral. com 
to find the representative 
nearest you. 

Dedicated 
Research Facility 
In addition, Bayer 
Environmental Science supports 

its green industry products with 
a dedicated turf and ornamental 
research facility in Clayton, 
N.C. There, industry experts 
develop new chemistries and 
conduct research to improve 
existing products. 

Our newest products, 
Allectus™ insecticide and 
Armada™ fungicide, were 
introduced earlier this year. 
Allectus G and Allectus SC 
provide unprecedented 
control of turf pests both 
above and below the surface, 
including white grubs, 
cutworms, sod webworms, 
billbugs and many other 
surface insects. 

Armada is the first 
fungicide designed and priced 
specifically for the lawn care 
industry. It controls more 
than 14 tough turf diseases, 
including the most prevalent 
problems, brown patch and 
dollar spot. 

From trusted standards 
like Merit® insecticide, 
Ronstar® herbicide and 
Bayleton® fungicide to newer 
herbicides like Revolver® 
herbicide, Bayer 
Environmental Science offers 
a product to fit all areas of 
turf management and 
ornamental pest control. The 
well-regarded Bayer product 
group offers the most 
complete line of products in 
the green industry. • 

Bayer Environmental Science 
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BLUEYELLOW, LLC, 
manufacturer of BlueYellow™ Engineered Turf System 

R |orn of an identified 
|need within the turf 
'industry for a reliable, 

self-contained, seeding 
method, BlueYellow lawn 
system is an engineered turf 
system that provides a one-
step solution to turf 
establishment. It combines 
seed, fertilizer and mulch in 
one simple application, which 

means the days of manual 
seed calibration are gone. The 
two-ply mat holds seeds and 
fertilizer in place during the 
germination process, so even 
in wind and rain, there's no 
seed migration into non-grass 
areas. In addition, the 
cellulose mat is completely 
biodegradable, so there's 
nothing to remove after 
installation. 

BlueYellow products are 
more economical and far 
easier to work with than 
conventional sod. In addition, 
the shelf-life and 
transportation challenges that 
sod present are eliminated. In 
short, BlueYellow lawn 
system yields sod-quality 
results without typical sod 
headaches. 

As illustrated through 
university research, 
BlueYellow products are 

safer for the environment 
than traditional seeding 
methods because it reduces 
fertilizer run-off and is 
completely biodegradable. 

Ideal for slopes and easily 
contoured around trees, 
irrigation components, 
landscaping details and other 
obstacles, BlueYellow 
products are the perfect 
solution for new lawn 
establishment and 
renovation projects. 

F e a t u r e s a n d Benef i ts : 
One-step application of seed, 
fertilizer and mulch can 
realize substantial labor 
savings. In addition, no special 
skills or equipment is needed. 
One person can install an acre 
of BlueYellow lawn system in 
about six hours. 

Keeps seed and fertilizer 
in place during germination 
reducing migration into non-
grass areas. 

Precise seed and fertilizer 
distribution for uniform turf 
establishment. 

Biodegradable mat 
provides natural weed 
suppression and leaves 
nothing to remove after 
installation. Please visit 
www.blueyellowpro.com 
for additional information. • 

G 
W W / / - . 

B L U E Y E L L O W Ì 
R O F E S S I O N A L I 

T T - ' 

BRIGGS & STRATTON 
COMMERCIAL POWER 
W h o W e A r e 
Briggs & Stratton 
Commercial Power designs 
and manufactures robust, 
high-performance engines. 
Premium-grade commercial 
Vanguard™ engines are 
application-engineered to 
power equipment that works 

DOUG PAGE 
Director Commercial 
Marketing 

for a living. From single-
cylinders and BIG BLOCK 
V-Twins to three-cylinder 
gas, diesel and turbo diesels, 
when the commercial 
cutting industry needs a 
mower, there is a Vanguard 
engine available to power it. 

W h a t W e Del iver 
Leading commercial 
equipment manufacturers 
routinely team up with us to 
arrive at power solutions 
that provide performance 
advantages. They work with 
us because we have the 
resources—and a 
demonstrated 
commitment—to put 

together the best total 
solution. 

The Vanguard V-Twin 
BIG BLOCK Air-Cooled 
Engines are available in 25-, 
27-, 29-, 31-, 33- and 35-
HP models. The engines 
feature an advanced debris 
management system that is 
incorporated into the 
engine's air-cooling system 
and allows the engine to run 
cooler and cleaner, while 
enhancing durability and 
performance. 

Available in 25-, 28-, 29-, 
31-, 33- and 35- HP models, 
the Vanguard V-Twin BIG 
BLOCK Liquid-Cooled 
engines have high-capacity 
liquid cooling that allows 
engines to run cooler, 
smoother and longer, while 
giving the highest level of 
commercial engine 
performance and durability. 

Be M o r e Prof i tab ly 
Produc t ive 
Our extensive dealer network, 
parts performance, dedicated 
toll-free phone and web 
support services are designed 
to keep our commercial 
customers up and working. 
For more information, visit 
www.commercialpower.com. • 

COMMERCIAL POWER 

http://www.blueyellowpro.com
http://www.commercialpower.com
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DOW AGROSCIEIMCES 
Is it possible for one word to 

describe an entire 
company? If you are Dow 

AgroSciences, it is. All that we 
are and everything that we do 
is driven by our commitment: 
commitment to agricultural 
and specialty markets; to 
innovation in science and 
technology; to proven, reliable 
solutions; to responsible 
stewardship; and to customer 

This series of 
commitments is what Dow 
AgroSciences is all about. 
We've been in this industry 
for more than a century, and 
today we are a world leader. 
In the green industry alone, 
our full product portfolio, 
which includes Dimension® 
specialty herbicide, MACH 
2® specialty insecticide and 
Eagle® 20EW specialty 
fungicide, is an example. 

The reason we diligently 
follow a series of 
commitments is so we can 
fulfill our final key area of 
focus: our commitment to 
customer success. 

Every scientific 
breakthrough, every 
technological invention, 

every innovative product -
they are all developed with 
our customer in mind. Our 
customers are at the core of 
everything we do. In fact, we 
believe our job is to make 
our customers successful. To 
remain a viable company 
today and in the future, we 
continually adapt to the 
challenges of the industries 
we serve by becoming more 
productive and efficient. This 
flexibility, along with having 
the strength and stability of 
the Dow Chemical 
company, a Fortune 50 
company, and the passion of 
more than 5,500 of the 
industry's most talented 
people, ensures we can meet 
our customers' needs. 

We will continue to 
relentlessly pursue 
innovative solutions using 
science and technology. We 
will always look ahead and 
evolve to meet the ever-
changing needs of our 
customers and the demands 
of new marketplaces. This is 
clearly evident in the many 
examples of innovative 
products we have recently 
introduced, and the several 
new products and 
technologies in our pipeline. 

That's our commitment 
to the industries we serve 
and most importantly, that's 
our commitment to you. • 

® Trademark of Dow AgroSciences LLC 

Dow AgroSciences 

THE JOBCLOCK SYSTEM 
If you're like most 

landscapers, one of your 
costliest problems is 

accurately tracking and 
monitoring the time spent by 
your workers at your jobsites. 

According to the American 
Payroll Association, companies 
immediately save an average 
of 9% of their payroll costs by 
switching from handwritten 
timecards to automated 
timekeeping. Research shows 

that 43 minutes of time loss 
per worker occurs every day— 
from time rounding, math 
errors and memory lapses. In 
fact, the landscaping industry 
is one of the largest in which 
labor is recorded using 
handwritten timecards. 

Enter The Jobclock 
System. 
The Jobclock System is the 
only solution for accurate 
timekeeping for landscapers. 

Jobclocks are battery-
powered and can be secured 
anywhere. Workers use a pair 
of green and red "Keytabs" to 
clock in and out for the 
workday and lunch. 

Before payroll, the time 
records are collected from 
the Jobclocks using a Palm 
Pilot. 

Back at the office, the 
payroll clerk uses Jobclock 
Manager Software to generate 
a dozen customized reports. 
AccountLinx software 
automatically transfers time 
and attendance information 
to popular payroll and 
accounting packages. 

What are the Benefits? 
What benefits do time and 
attendance solutions really 
bring the landscaper? 

Isn't it expensive to get 
started? What if the workers 
don't comply or resist the 
system? 

Implementing an 
electronic time and 
attendance system brings 
tremendous benefits but it 
also requires a commitment 
from the business. The first 
step is to realize that the old 
ways of tracking time are 
inaccurate, ineffective and 
extremely costly. 

The next step is to select 
and purchase an appropriate 
solution. 

Finally, management has 
to deploy the solution to the 
workforce. Most companies 
take several payroll periods 
to fully roll out The Jobclock 
System. After that, the 
savings are substantial. The 
typical return on investment 
for most Jobclock Systems is 
about five weeks. 

Find out why 150,000 
workers clocked in today 
with The Jobclock System. 
Call 888-788-8463 or visit 
www.jobclock.com. • 

http://www.jobclock.com


EXECUTIVE viewpoint 

JOHN DEERE JOHN DEERE CONSTRUCTION 
& FORESTRY CO. John Deere has a lot in 

common with our 
professional landscaping 

customers—after all, we're 
both working to exceed the 
expectations of property 
owners who have less time 
to spend beautifying their 
surroundings. 

As you work to simplify 
your customers' lives by 
providing the curb appeal 
they want, John Deere is 

JOHN J. 
JENKINS 
President Worldwide 
Commercial & 
Consumer Equipment 
Division 

working to simplify your 
lives by ensuring you have 
the equipment and services 
needed to get the job done 
profitably. We're proud to 
offer a full line of 
professional-grade mowing 
and portable power 
equipment, compact tractors 
and utility vehicles—all 
available through the Green 
Fleet multi-unit discount 
program. We've also added 
three new commercial 
mowing products for 2005: 

• the heavy-duty 997 Diesel 
Z-Trak™; 
• the productivity-boosting 
A-Series Quik-Trak™; 
• and the 7G18, a 
commercial walk-behind 
mower built with 7-Iron™ 
strength. 

We back all of our 
products with the strongest 
dealer network in the 
industry, so you can focus on 
servicing customers instead of 
equipment. We've added the 
availability of landscaping, 
irrigation and nursery 
supplies through John Deere 
Landscapes and low-rate 
financing through John Deere 
Credit, so you can spend less 
time handling back-office 
chores and dealing with 
multiple vendors. 

Why all the good news? 
As your business grows, so 
does ours. More than 
50,000 independent 
landscapers trust John Deere 
as a business partner 
dedicated to helping them 
do what they do best—sell 
their services and beautify 
the land. 

To learn more about our 
commitment to improving 
your bottom line, contact 
your local John Deere dealer 
or visit www.mowpro.com." 

The John Deere 
Construction & Forestry 
Company produces 

more than 120 machine 
models used in all facets of 
earthmoving, including road-
building, underground utilities 
construction, site 
development and residential 
construction. John Deere 

construction and commercial 
worksite products are also 
used in landscaping, nurseries, 
material handling, road repair 
and maintenance. Through a 
joint venture agreement, John 
Deere also is responsible for 
marketing and sales of Hitachi 
construction and mining 
products in the Americas. 

John Deere construction 
models include articulated 
dump trucks, backhoe 
loaders, compact track 
loaders, crawler dozers, 
crawler loaders, track and 
wheel excavators, 4WD 
loaders, landscape loaders, 
motor graders, skid steers 
and waste handlers. Hitachi 

models include excavators, 
front shovels, and rigid-
frame trucks. 

John Deere employs a 
vast dealer network to 
provide reliable customer 
service, with more than 420 
locations in North America. 
For information on products 
and dealer locations, log on 
to www.johndeere.com or 
call the Customer 
Communications Center at 
800-503-3373. 

Deere's commitment to 
training is reflected in its 
Worldwide Training Center, 
a 55,000-square-foot facility 
in Davenport, Iowa. It was 
the industry's first facility 
solely dedicated to training. 
Deere also maintains facilities 
in Illinois and Arizona for 
demonstrations and training. 

The company is guided 
today, as it has been since 
1837, by John Deere's original 
values: quality, commitment, 
integrity and innovation. 

The John Deere 
Construction & Forestry 
Company was established in 
the mid-1950s. The 
company's people, products, 
programs and strategies are 
driven to provide 
productivity, uptime and 
low daily operating costs to 
all customers it serves. • 

J O H N D E E R E 

http://www.mowpro.com
http://www.johndeere.com
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LEBANON TORF 
Our mission is to 

develop practical 

innovations and 

couple them with world-

class service through an 

independent dealer network. 

In recent years we have 

greatly expanded our 

geographic reach and 

introduced new technologies 

like PennMulch® Seed 

Accelerator, MESA® 

nitrogen, Perk® slow release 

iron and many top-ranked 

seed varieties. W e are also 

leading the way in end user 

support with on-line web-

based seminars and dealer 

proficiency testing, coupled 

with the most experienced 

sales staff in the industry. 

Lebanon Turf innovations all 

have one thing in common. 

They can save time, labor 

and money while delivering 

superior results. 

Today global forces like 

industrialization in China, 

shortages of natural gas, and 

increasing freight expense 

continue to put pressure on 

domestic supplies and costs. 

W e also anticipate 

continuing pressure on 

environment quality, 

particularly water, leading to 

more regulation. Remaining 

competitive and profitable in 

this new era will hinge even 

more on efficiency. Service 

companies should look 

beyond the acquisition price 

of supplies and establish the 

true costs associated with 

these business decisions. 

The landscape sector will 

continue to experience 

tremendous growth for the 

next decade as a result of the 

aging population, increasing 

affluence, and the resulting 

shift away from "do it 

yourself'. W e see a 

tremendous opportunity for 

our dealers and the 

landscape contractor. This is 

why we are very dedicated 

to product innovation for 

the professional maintenance 

market. So, visit us at 

www.lebanonturf.com to see 

how to take your business to 

the next level. • 

LebanonTurf 

RAIN BIRD 
CORPORATION 
Since 1933, Rain Bird 

Corporation's 

research, marketing 

and manufacturing resources 

have been dedicated to 

developing products and 

technologies that use water 

efficiently. Rain Bird calls 

this process The Intelligent 

KEN MILLS 
GeneralManager 
for the Landscape 
Irrigation Division 
Contractor SBU 

Use of Water™ as it is a 

commitment that extends to 

education, training and 

services for our industry and 

our communities. 

Rain Bird follows the 

guiding philosophy of The 

Intelligent Use of Water by 

producing water- and cost-

efficient products and by 

informing others of how to 

practice water conservation. 

Rain Bird accomplishes this 

through our training 

programs available to 

irrigation contractors and 

through homeowner 

education programs. For 

example, Rain Bird has 

collaborated with H G T V ' s 

Paul James in a series of 

public service 

announcements that offer 

tips to significantly reduce 

the amount of water needed 

to maintain beautiful, lush 

lawns and gardens. 

As the incoming 

Irrigation Association 

president in 2006, I feel it is 

an honor to be able to utilize 

my experience with Rain 

Bird to lead an organization 

committed to conserving 

our natural resources. The 

irrigation industry promotes 

the development of new 

technology and methods to 

best conserve water and it is 

my goal to further these 

efforts. 

Rain Bird will continue 

to manufacture water-

conserving products for 

landscapes, agriculture and 

golf and will continue to 

educate others on how they, 

too, can conserve water. 

By working together, we 

can all have a hand in saving 

our vital, life-sustaining 

resource. • 

RAIN^BIRD 

http://www.lebanonturf.com


EXECUTIVE viewpoint 

SYMBIOT BUSINESS SYNGENTA PROFESSIONAL 
GROUP PRODUCTS 
Headquartered in Salt 

Lake City, UT, 
Symbiot Business 

Group offers innovation in 
the realm of regional/ 
national commercial contract 
management. Carefully 
screened local companies 
unite under the Symbiot 
name to offer a nationwide, 

comprehensive portfolio of 
outsourced service providers. 
To date, Symbiot has 
successfully developed 
consortiums in the 
landscaping, interior, pest 
and snow industries that 
currently represent more 
than 537 companies and a 
combined annual buying 
strength of over $1 billion. It 
is the only consortium of its 
kind in the nation that links 
property service companies 
to facility owners and 

LViMItlMÉ 
Innovation. Partnership. Profit. 

managers, bringing one 
package, on one invoice, at a 
lower fulfillment cost. 

The Symbiot Landscape 
Network is the largest 
landscaping entity in the 
United States, with over 500 
partner companies and 
nearly $1.5 billion in 
combined sales. Symbiot's 
InteriorScape Network is the 
largest network of its kind in 
the United States. Symbiot 
invites only the top 1-3% of 
the service industry elite to 
join its networks, with 
proven solutions developed 
through decades of 
experience. 

The phenomenal uptake 
of the Symbiot model is due 
to the credibility of the 
Symbiot management team 
in its target verticals and the 
tremendous value that 
Symbiot delivers to its 
partners. Symbiot delivers 
the benefits of scale in 
national marketing and sales, 
purchasing power and best 
practices sharing. In 
addition, the company is 
developing customized, high 
value subscription-based 
technology solutions for its 
loyal partner base. This in 
turn provides property 
managers with the 
convenience of a property 
services option with national 
reach and pricing with the 
commitment and quality of 
the local entrepreneur. • 

At Syngenta, we know 
that lawn-care 
operators would like 

to have more than just a 
"product in a jug." We've 
listened and understand that 
you also want to learn new 
ways to better serve your 
customers, and how to use 
products safely and more 

STEVE 
STANSELL 
Lawn Market 
Manager, 
Syngenta Professional 
Products 

effectively. You are also 
looking for marketing tools 
to help position your 
services to customers and 
improve the profitable 
growth of your business. 

That's why Syngenta 
offers you the resources you 
need to succeed in today's 
crowded marketplace. In 
addition to our proven 
portfolio of fungicides, 
herbicides, insecticides and 
plant growth regulators, 
Syngenta also gives lawn-
care operators: 

• Its well-trained and 
experienced staff of sales 
representatives, who are 
capable of consulting with 
customers to solve problems, 
and who work in partnership 

with a nationwide network 
of full-service distribution 
partners; 

• Its staff of field 
technical managers who are 
available across the nation to 
assist with problems and 
issues that our customers 
might face in the field; 

• The Customer Resource 
Center (CRC), which 
provides customers with quick 
and easy access to a wealth of 
knowledge about Syngenta 
products and services, as well 
as assistance with marketing 
programs and initiatives; 

• GreenCast® 
(www.greencastonline.com), 
web-based technology that 
provides customized and 
area-specific weather 
reports, disease outlooks, 
and pest alerts, as well as 
feature articles and other 
resources. 

Syngenta is an avid and 
dedicated supporter of the 
industry. We are an active 
member of PLANET and 
other associations, and we 
are instrumental in efforts to 
safeguard the environment 
and protect industry 
interests, such as 
Responsible Industry for a 
Sound Environment and 
Project Evergreen. 

For more information, 
visit www.syngentapp.com 
or call 1 -866-SYNGENTA. • 

syngenta 

http://www.greencastonline.com
http://www.syngentapp.com


EXECUTIVE ViewpOi 

TURFCO DIRECT 

With more than 50 
years of renovation 
equipment 

manufacturing experience, 
and more than 85 years of 
family experience in the turf 
industry, we at Turfco 
understand your need for 
durable, effective equipment, 
as well as quick answers to 
your renovation questions. 

That's why we created 
Turfco Direct more than five 
years ago—to give you a one-
stop shop for all of your turf 
renovation needs. 

Advantages of Working 
Direct With Turfco: 
• Quality Products— 
Working in partnership with 
our customers, Turfco 
Direct provides landscape 
professionals with the most 
advanced renovation 
equipment available. We're 
proud of our industry 
heritage and are committed 
to developing products that 
precisely meet your needs. 
• Order Direct—Our 
renovation experts help you 
choose the right Turfco 

equipment for your 
applications. We walk you 
through your purchase 
options, and will coordinate 
delivery to your door. 
There's no easier way to buy 
than with Turfco Direct! 
• 14-Day Trial - We give 
you 14 days to confirm your 
Turfco equipment purchase. 
During this time, you can 
return the equipment to 
Turfco and receive a refund 
of your purchase price. 
• 2-Year Warranty—We 
back the quality of Turfco 
products with an industry-
leading two-year warranty 
against defects for products 
used in commercial 
applications, or one year for 
equipment used in rental 
operations. 
• Service and Support—We 
created Turfco Direct to offer 
landscape professionals a level 
of service that was missing for 
renovation equipment. 
Working directly with 
Turfco's landscape renovation 
experts, you get the right 
answers the first time. Reach 
us by phone 8 a.m. to 5 p.m. 
CST, or access our online 
service center 24 hours a day 
at www.turfcodirect.com. 
• Quick Financing—We 
make purchasing the 
equipment easy with a 
number of financing options. 
For more information, visit 
www.turfcodirect.com. • 

WALKER 
MANUFACTURING 
Front-Cut Z's Have A Place In Commercial Mowing 

Although the mid-
mount Z riders are the 
most popular style of 

commercial mower on the 
market today, the front-cut 
Z continues to fill a need for 
many contractors and 
commercial mowing 
operators. 

A number of years ago, 
with the trend of the mid-
mount mowers becoming 
more popular, we at Walker 
Manufacturing made the 
strategic decision to not 
enter the market with a mid-
mount design; rather we 
would continue to specialize 
and focus our efforts on the 
front-cut machine that we 
introduced to the market 25 
years ago. 

With years of proven 
success, the front-cut design 
continues to be favored for 
many mowing applications 

because it is based on solid 
operational advantages that 
are not matched by the mid-
mount machine. From an 
application viewpoint, the 
front-cut design offers 
superiority in: 
• Excellent trimming 
capability 
• High quality mowing 
• Light turning resistance 
resulting in quick steering 
response 
• Operator comfort on top of 
the turning point 
• Great platform for a grass 
collection system 
• Easy interchange of mower 
decks 
• Versatility of using other 
front-mount attachments 
• Better balance for safe 
operation on slopes 
• Tilt-up deck for easy 
underside maintenance and 
compact storage 

With all of these great 
benefits derived from the 
front-cut configuration, and 
as mower designs evolve in 
the future, Walker is staking 
our claim on the long-term 
use of the front-cut Z style 
machine in the commercial 
mowing business. • 

W a l k e r ® M o w e r s 

http://www.turfcodirect.com
http://www.turfcodirect.com


N L I N E 

Learning Center 
www.greenindustryhub.com 

What's new in July at the Green Industry Hub: 
Measure Employees' Skills Online 

Encourage your employees t o sign up 
today at t he Green Industry Hub: 
w w w . g r e e n i n d u s t r y h u b . c o m . Try it as a 

f ree subscriber, or jo in as a Premium 
subscriber t o this on l ine c o m m u n i t y focused 
o n educat ion , i n fo rma t i on shar ing and 
industry professional ism. Both f ree and 
Premium subscribers have access t o real, 
on l ine courses in t he Green Industry University, 
as we l l as several o ther n e t w o r k i n g , 
m a n a g e m e n t and personal g r o w t h tools: 

Green Industry University - Free subscribers 
can access f ive courses on m a n a g e m e n t and 
employee deve lopment . Premium subscribers 
can access even more: 

15 easy-to-use on l ine business skills courses 
in sales, marke t ing and m a n a g e m e n t . Plus, 
10 more o n t he w a y soon ! 

23 impo r tan t HR-related courses o n hi r ing, 
re tent ion, pe r fo rmance evaluat ion, substance 
abuse and OSHA compl iance. 

Access t o all Green Industry-specif ic courses, 
inc luding the newest add i t ion — Turf 
Chemicals. Other available courses specific t o 

www.grepnindustryhuh.com 

t he Green Industry include: Landscape Plans & 
Scales, First A id & Safety and Plants & Planting. 

Course of the Month - All subscribers 
can try ou t this month's new course for 30 days. 

Skills Assessment - Have your employees or 
prospects take a skills assessment and check 
thei r s t rengths and weaknesses. 

Share & Compare - Share your opera t ing 
data anonymous ly and get back useful indus-
t ry best practices in fo t o gu ide your f i rm. 

Compete & Win Game - You and your 
employees can learn wh i le you compe te on 
these interact ive games. Industry sponsors 
provide serious prizes fo r nat ional winners. 

Resource Center - Green Industry discussion 
fo rums, events calendar, news feeds and more 
are here. 

Job Center - List your j o b open ings and 
check o u t o ther industry professionals' 
resumes at this n e w Green Industry j ob center. 

Green Industry Hub is brought to you by: L c H l f l S C d P C & P L j A I M E I 
M A N A G E M E N T A ^ 0 Vofess - o\ landca'e Network 

powered by: g f c / mastered and sponsored by: Bayer Environmental Science 

http://www.greenindustryhub.com
http://www.greenindustryhub.com
http://www.grepnindustryhuh.com


GREEN 
INDUSTRY 

HUB 

Measure Your Employ 

Take advantage of the Green 
Industry Hub's online Skills 
Assessments, available to 

registered users. As an owner or man-
ager, you can sign up your employees 
as free subscribers to the Green 
Industry Hub, and have them take any 
or all of these assessments: 

• Leadership Ability Inventory. 
Assertiveness and responsiveness 
• Organizational Cultural 
Assessment: Organizational "f i t" 
• Orientation Toward Individual 
Innovation: Creativity and resource-
fulness 
• Sales Skills Assessment: 
Effectiveness and ethical issues 
Your intuition or "gut reaction" may 

not be the best measure of an employ-
ee's potential. These tests can tell you if 
one is too immature to be a manager, 
trustworthy enough to be a good sales-
person, unselfish enough to be a strong 
team member, or resourceful enough to 
be your go-to assistant. You can have 
existing employees take these tests or 

5s' Skills Online 
use them for prospective job candidates. 

For promotion and employee 
reviews, use the Skills Assessments 
to verify the input from team members, 
supervisors and others. It's up to the 
manager to use employees' skills and 
abilities in the best manner, and the 
insights you gain into an employee's 
desires, skills and needs in a work situ-
ation can be invaluable as you build 
functioning, effective teams. 

It's sad to see a person placed in the 
wrong position for his or her personali-
ty or abilities. They're bound to fail or 
under-perform continuously, which can 
be frustrating. This could be the start of 
a new, more meaningful direction for 
them, as well as a more productive and 
happy employee for your organization. 

Sign yourself and your employees up 
on the Green Industry Hub as FREE 
subscribers. Just visit www.greenindus-
tryhub.com and register. Use the Hub to 
measure skills, assign courses, monitor 
progress, and award completion certifi-
cates to deserving employees. 

Check it out for yourself and your 
employees! For a free or Premium 
subscription to the Hub, visit 
www, greenindustrvhub. com or 
call toll-free 877/745-2745. 
Premium subscriptions are priced 
to make employee education 
thorough and affordable. 
Customized education and 
company adaptations are 
available, as are large group 
discounts by calling Michelle Oddo 
at 800/745-7219x147 or e-mail 
moddo@schergroup. com. 

To sponsor a Green Industry 
course, contact Kevin Stoltman at 
800/225-4569 x2772 or e-mail 
kstoltman@questex. com. 

Green Industry 
courses online now: 
• First Aid & Safety 
• Plants & Plantings 
• Landscape Plans & Scales 
• Turf Chemicals 

Also new: 
• How to Prepare a 

Business Plan 

This month's Compete & Win 
Game prizes provided by: 



T E C H N O L O G Y BAIT ADVANTAGE 

Mole money 
It looks like a n e a r t h w o r m m e a l to 
Mr. 6c Mrs. Mole but it m e a n s control a n d 
extra revenue for this l a w n care pro 

BY MARY ELLEN SPOERKE 

The next time a customer 
asks," What do you guys do 
for moles?" don't flinch. In-
stead, consider it a business 
opportunity, recommends 
Bill Johnson, sales manager 
for All Green Corp. in 

Schoolcraft, MI. 
All Green already has the reputation for 

mole control in south central Michigan. It 
markets itself as "the mole killer" on bill-
boards and to the media, and there are al-
ways more moles to get rid of. The subdivi-
sions that surround Kalamazoo and 
neighboring communities are almost per-
fect for moles. They criss-cross primly 
tended landscapes with their tunnels, and 
dot beautiful lawns with unsightly mounds. 

Until recently, the company used alu-
minum phosphide gas, requiring a fumiga-
tion licene, to fight moles. Some customers 
had concerns about gas. Also, that method 
is not allowed in Indiana where All Green 
does some work. For the past year, the 
company has been offering mole control 
with a new mole bait from Bell Laborato-
ries. The bait, Talpirid, is shaped like an 
earthworm, the mole's preferred food. 

The switch, Johnson says, was initially 
for convenience. He says from a licensing 
standpoint, they could use the product 
right away. 

"Before, only a couple technicians were 
certified in mole control," he explains. 
"Now everybody can use it." It's also prov-
ing to be an excellent control tool. 

Marketing works 
Johnson made the switch to the new mole 
treatment by marketing the service to ex-
isting customers first. "We do lawn inspec-
tion in June and July and we recommend 
Talpirid then," he says. Favorable responses 
are leading to an increase in customers. 
"We'll get a new account just to kill 
moles," he says. 

"When we speak with customers we ask 
if they're interested in mole control. Techs 
sell it when they see mole damage in the 
lawn," Johnson says. All Green's invoices 
contain a box that the technician can check 
and give a service estimate. 

Profitable to use 
"We did an analysis of cost and it's ex-
tremely profitable to use," Johnson says. "If 
we're paying $2 per worm, we can charge 
five or six times that amount. The main 
competition is trapping, which is high-
cost, so any reduction in price for the cus-
tomer is good. 

"Now, because Talpirid is so new, if 
you're the first to offer it, you can make a 
lot more money because you'll be estab-
lished as the one who kills moles. Being first 
is a huge advantage." 

Moles at a glance 
There are six species in North America, 
but the Eastern mole is, by far, the 
most common variety in Michigan and 
throughout the Midwest and East. 
Moles are insectivores. Adul t moles are 6-8 in. long 
and we igh 3-6 oz. Each year a mole can have one litter 
of 2-6 young, litters occurring f rom mid-April th rough May. 

Here are some other facts about moles: 

• A 5-oz. mole will eat 40-50 lbs. of worms and insects each year. 

• Moles can dig surface tunnels at approximately 18 ftYhr. 

• Moles travel th rough existing tunnels at about 80 f tYminute. 

• Moles contain twice as much blood and hemoglobin as other mammals of 
similar size. This allows t h e m t o breathe more easily in underground environments 
w i t h low oxygen. 

SOURCE: OHIO STATE UNIVERSITY EXTENSION FACT SHEET 



Johnson has noticed 
other cost savings, especially 
in application. "There is no 
toothpaste tube, like some 
products, to deal with," he 
says. "You just wear gloves and drop the 
worm down the tunnel. It's also easier to 
decide where to put the worm. Technicians 
can scout out the area better. They can 
focus on where to apply the worm as op-
posed to how to do it." All Green also saves 
money by using the manufacturer's mar-
keting materials. To date, the company has 
had no callbacks on mole control jobs since 
switching to the bait that looks like an 
earthworm, lm 

— The author is director of media/public 
relations with Dunlop Associates 
Contact her at 608-241-9572 or 

mspoerke@dunlopinc.com. 

Michigan's All Green Corp. 
now uses Talpirid, an earthworm-
shaped mole bait from Bell 
Laboratories (shown above and 
at right), to stop moles and the 
lawn damage they cause. 

90 DAYS NO PAYMENTS 
O A C . Subject to terms and conditions 

Kanga Loaders, 25 years of proven excellence in the compact utility 
loader industry. Increase productivity and lower your labor costs with the 
addition of Kanga Loaders to your arsenal. For a limited time you can 
acquire a Kanga Loader and differ payments for 90 days while your 
Kanga begins to pay for itself. 

800.476.9763 
www.cpiequipment.com 

Circle 127 
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T E C H N O L O G Y P E A K P E R F O R M A N C E 

Beat the 
COST 
blues 

W ith fuel 
prices ex-
ceeding $2 a 
gallon, mow-
ing contractors 
must squeeze 

more production out of each gallon to 
hit their numbers. 

Dan Dom from Exmark Manufac-
turing and Cam Litt from Kohler En-
gines say that contractors can get more 
from their fuel dollars in three main 
areas — effective on-site planning, equip-
ment selection and care, and preventive 
maintenance. 

Follow these tips to beat the "fuel 
blues:" 

• Put together an action plan for 
each account. For example, don't allow 
too much time between cuttings, mak-
ing it more difficult to mow efficiently. 
This increases production time and 
wastes fuel. Double cutting taller and 
denser grass, especially when it's wet, 
wastes time and fuel. The same goes 
for bagging clippings that are normally 
mulched. 

• Use the "one-third rule." Cut no more 
than one-third of the turf s total length at a 
mowing. This protects the turf from damage 
resulting from over-aggressive cutting and al-
lows the mower deck to effectively manage 

Easy-to- implement 
strategies for 
w r i n g i n g m o r e 
m o w i n g out off 
every dollar you 
s p e n d on ffuel 

BY MATT GERSIB 

clippings at higher cutting speeds. 
• Mulching as you mow saves t ime 

and labor. It eliminates dumping, hauling 
and disposing of grass clippings, and it 
keeps nutrients in the turf. Finely cut 
clippings break down and provide nutri-
ents for the living turf. When done cor-
rectly (not breaking the one-third rule), 

(it reduces the turf s need for additional 
fertilizer applications to maintain a 
healthy attractive appearance. 

Can't mulch? 
In many cases mowing contractors can't 
mulch. Lots of clippings or clippings with 

high moisture content reduce mulching ef-
ficiency of even the best mowers. Several 
manufacturers offer mulching-specific 
blade sets to maximize mulching perform-
ance in less-than-ideal cutting conditions. 

Even so, there will be times when you'll 
have to bag clippings to maintain the ap-
pearance the client wants. 

Here are some other tips to help you 
get the most out of your fuel dollars: 

• Run mowers at suggested operating 
speeds: "Engines are designed to run most 
efficiently at their operating RPM, which is 
typically 3,600 RPM," Dom says. "Lowering 
the RPM of the engine slows everything 
down — the hydro drive, as well as the 
speed the cutting blades spin at. Blades cut 
grass more efficiently at higher speeds." 

• Keep cutting decks clean: Clipping 
buildup compromises clipping flow, requir-
ing more power to cut grass and manage 
clippings. If the grass is wet or tall you will 
have to clean out decks more often. 

• Sharpen mowing blades often: Grass is 
incredibly abrasive, and while most commer-
cial cutting blades are made of high-quality 
hardened steel alloy, they still need consistent 
sharpening to maintain their cutting effi-
ciency and quality-of-cut. 

• Use fresh, good quality fuel: Don't 
purchase fuel of questionable quality regard-
less of price. An engine that isn't performing 
at its peak due to poor fuel will use more 
fuel in the end, negating any cost savings. 

• Maintain clean air filters: Mowers 
work in extreme dirt and dust. Diligent air 
filter maintenance is essential for maintain-
ing peak engine performance and efficiency. 

• Keep your oil clean: Stay diligent to 
manufacturer-recommended oil change in-
tervals, even with synthetic oil. Dirt can still 
work its way into the oil due to harsh oper-
ating conditions. 

• Use fresh spark plugs in the proper 
heat range: Don't experiment with differ-
ent heat ranges. Manufacturers have deter-
mined the optimum heat range for each 
engine, and any deviation from that specifi-
cation will undoubtedly compromise 
engine efficiency, not enhance it. lm 

— The author is with Swanson Russell 
Associates, Lincoln, NB. Contact him at 

MattG@sramarketing.com 

mailto:MattG@sramarketing.com


Talstar® insecticides. Tough broad-spectrum control of tough surface feeders. 

Whether you're using TalstarOne™ multi-insecticide, Talstar® PL 
or Talstar® EZ granular insecticides, you'll gain outstanding 
broad-spectrum control of even the toughest surface feeder pests. 

Talstar insecticides are tough on cutworms, webworms, mole 
crickets and black turfgrass ataenius. In fact, in field trials* 
Talstar insecticides out-performed DeltaGard® G and Scimitar® 
for control of annual bluegrass weevils and black turfgrass 
ataenius, in some cases, even at lower concentrations. 

But Talstar insecticides don't stop at surface feeders. They 
control over 75 different pests, including all species of ants 
targeted by LCOs, knocking them out and keeping them out. 

Unlike TopChoice,® Talstar insecticides are available in a flowable 
formulation and your choice of two granular formulations. 

•FMC 
O 2004 FMC Corporation. FMC, the FMC logo. TalstarOne. the TalstarOne logo and 
Talstar are trademarks of FMC. Always read and follow label directions. 

For perimeter protection; commercial; residential; and recreational 
uses, choose Talstar insecticides. You'll gain long-lasting, high-
performance, cost-effective control of surface feeders. 

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

* Trials conducted by Dr. Steve Aim, University of Rhode Island. 2001; by Dr. Dave Shetlar, Ohio 
State University. 1999; and by Dr. Dave Shetlar and Dr. Harry Niemczyk, Ohio State University, 1997. 

Scimitar is a trademark of Syngenta Crop Protection, Inc. 
DeltaGard and TopChoice are trademarks of Bayer AG. 

Talstar. 
INSECTICIDES 

http://www.pestsolutions.fmc.com


Solutions Center 
T E C H N O L O G Y REAL ANSWERS TO REAL CHALLENGES 

Don't prune, 

treat 
This pro f o u n d a w a y to slow 
plant g r o w t h a n d r e d u c e 
p r u n i n g costs BY JERRY STEADHAM 

w << M SB Morking with 
Mother Nature." 
That's how The 
Greenery de-

scribes its services. But some-
times it's necessary to slow na-
ture down a little in order to 
satisfy client needs. Shannon 
O'Quinn, The Greenery's land-
scape maintenance supervisor, 
is getting pretty good at this, re-
sulting in big labor savings. 

The Greenery's South Car-
olina service area is peppered 
with beautiful resorts. Property 
owners expect the best. 

O'Quinn has been conduct-
ing shrub pruning trials on be-
half of his employer. Pruning is 
a huge labor item and a major 
cost to clients. 

Tl ie P r o b l e m : 
Too much pruning 
'Two factors can really increase 
our pruning cycles," O'Quinn 
says. "First is the need for an in-
stant landscape. To get that fin-
ished look, you over-plant, 
which means you have to 

prune a lot later on. And four 
or five years down the line you 
have trouble keeping up." Also, 
some commonly used shrub va-
rieties like ligustrum and elean-
gus grow aggressively and re-
quire lots of pruning. 

One of O'Quinn's client 
properties is the historic planta-
tion and private golf course 
community of Berkeley Hall 
near Hilton Head. "We take 
care of a formal ligustrum 
hedge there that measures 
about four feet wide, six feet 
tall and nearly a half-mile long. 
To preserve its natural beauty 
we can't prune it in a boxed-off 
way with powered hedge trim-
mers; we have to do it by 
hand," he says. 

Faced with these challenges, 
O'Quinn tested two plant 
growth regulators (PGRs). 

T h e S o l u t i o n : 
A granular PGR 
One of the products that 
O'Quinn tested was Cutless 
Granular plant growth regula-

tor from SePro. He says it 
yielded "really good results." He 
has used it so far in trial studies 
on boxwood and Asiatic jas-
mine at account properties. "It 
saved three prunings on formal 
hedges, without any discol-
oration or adverse effects on 
leaf size and pattern," he says. 

O'Quinn says the costs of 
buying and applying Cutless 
Granular against the costs of 
pruning labor and debris re-
moval for two prunings on the 
half-mile ligustrum hedge will 
save $1,600 a year. 'We would 
be spending about $400 to save 
$2,000. That's a good deal." 

O'Quinn puts down 8.25 
ounces of the product per 100 
sq. ft. within the plant dripline. 
Using a Spred-Rite-G applica-
tor (or a new, specially cali-

brated scoop for smaller areas), 
he gets a season's worth of con-
trol from a single application. 

Plants that he treated with 
the plant growth regulator have 
flourished. "Less pruning pro-
motes an overall healthier 
plant," says O'Quinn. 

O'Quinn prefers applying a 
granular formulation instead of 
a spray. "It's easier and cleaner," 
he says. "You have better con-
trol without worrying about 
spray drifting. And it's visually 
more appealing to anyone who 
sees you working." 

O'Quinn will soon begin 
additional trials on flowering 
plants, lm 

— The author is a freelance 
writer based in Indianapolis. For 

more information visit 
www.sepro .com 

http://www.sepro.com


First to Start. Last to Quit. shindaiwa 

Better parts and better 

engineering mean 

greater performance 

and longer life. 

At Shindaiwa. we invest 

more in research, design, 

and materials to give you a 

product that out performs the 

competition year after year. 

www.shindaiwa.com 

800.521.7733 

http://www.shindaiwa.com


T E C H N O L O G Y YOUR GIPDE TO PRODUCT RESEARCH 

Mulch blowers and 
hydroseeders 

• Check agi tat ion features. 

• Figure h o w many square feet each 
tank load will cover. 

• Can you t o w or m o u n t the unit 
w i t h an existing truck? 

• Check ease of switching f rom 
mulch t o compost or back. 

• Size and length of hose are 
key features. 

• The material p u m p is more 
important than t h e truck engine. 

• Easy Lawn 
The Contractor Series features John Deere 
turbo engines, stainless steel tanks and mulch 
grinders, and an aggressive paddle design that 
keeps wood mulch and bonded fiber matrix in 
suspension. Machines have a large deck stor-
age capacity, many standard safety features 
and are the only units that have ZDM — zero 
daily maintenance points. The C280 and C330 
(shown) also have the only digital display con-
trol panel available in a hydroseeding unit. C 
SERIES machines are for large seeding jobs and 
erosion control. 
For more information contact Easy Lawn at 
800/638-1769 or w w w . e a s y l a w n . c o m I 
circle no. 254 

McGregor • 
Built to perform hours of trouble-free seeding, 
the Aquaseeder is ideal for commercial and 
residential planting. Designed with the opera-
tor in mind, these units are efficient and easy 
to use. They pump to the bottom of the tank, 
eliminating waste. Clean out is quick and easy: 

BY CURT HARLER 

Quick-connect hose ends and nozzle, straight-
line plumbing, a drain at the tank's bottom, 
the pump clean out feature, and fresh water 
flush tank save wasted time preparing the ma-
chine for the next job. These units are available 
in 200-, 300- and 525-gal. sizes. Several op-
tions are available. 
For more information contact McGregor at 
800/727-9160 or www.mcgregoreq.com I 
circle no. 255 

Sundance 
Blower and vacuum attachment can be easily 
added to the KID III grinder, passing material to 
a flexible hose to external blower. Material is 
then discharged through another flexible hose 
to a distance of 100 ft. for easy, uniform distri-
bution. Attachment converts to vacuum for 
picking up leaves, wood chips and other small 
debris. Material then is reduced and the fin-
ished product goes out a discharge chute into 
the back of the truck. 
For more information contact Sundance at 
800/570-3551 or 
www.sundancegrinders.com I circle no. 256 

http://www.easylawn.com
http://www.mcgregoreq.com
http://www.sundancegrinders.com


Peterson Pacific 
BT 40-A blower truck delivers and applies 
mulch, bark, compost and other materials 
quickly and efficiently. Spreads up to 60 cu. yds. 
per hour through the standard 5-in.-diameter 
hose. Powered by a 2,250 cfm blower that op-
erates at 2,700 rpm. The 40-A weighs 30,240 

lbs. empty and can be fitted to most Class 8 
truck chassis. Offers multi-function radio remote 
control including the company's One-Touch 
control technology. Larger BT-60 (pictured) also 
available. Peterson manufacturers a blower 
truck that offers a dual seeder for installing 
lawns useful for erosion control work when 
seed and mulch are mixed for stabilizing slopes. 
For more information contact Peterson Pacific at 
800/269-6520 or www.petersoncorp.com I 
circle no. 257 

NX-
Save $3,000 in taxes 
with a SIMPLE IRA plan. 
With a T. Rowe Price SIMPLE IRA, you can 
save $3,000 or more* on this year's tax 
bill and help your employees prepare for 
retirement. Both employers and employees 
make flexible contributions to the plan, 
making it easy to respond to changing 
business climates. 

There's no cost to start, the plan is free of 
loads or sales commissions, and we keep 
our mutual fund expenses low to help you 
save more. Employer contributions are 
generally tax-deductible, with no 1RS filings 
required. 

Visit our Web site to start your plan, or call 
us today for a free SIMPLE IRA investing kit 
including a prospectus. Set up your plan by 
the October 1 deadline. 

TROWEPRICE.COM/S IMPLE 

• Free plan 
set up 

• Choose from 
over 65 no-
load, low-cost 
mutual funds 

• Employee 
participation 
is voluntary 

1 - 8 0 0 - 8 3 1 - 1 2 9 8 

T.RoweRice 
m 
•m 

I N V E S T W I T H C O N F I D E N C E 

Request a prospectus, which includes investment objectives, 
risks, fees, expenses, and other information that you should read 
and consider carefully before investing. 
* Assumes $75 ,000 business owner salary, 2 5 % tax bracket, $10 ,000 maximum deferral, and 3% employer match. Actual tax 
savings will vary. I . Rowe Price Investment Services, Inc.. Distributor. SIMPI072063 

Cirde 129 

TGMI Inc. 
The Tailgate Mulcher is the fastest compact 
straw blower on the market. Capable of han-
dling straw and hay, wet or dry. Two to three 
bales per minute, belt drive, skid or trailer 
mounted, 18- or 20-hp engine. The Aqua 
Mulcher comes in 500-, 800-, and 1,200-gal. 
sizes. Paddle agitation, positive displacement 
gear pump, 100 ft. of hose and spraying tower 
are included. Unit will pump thick slurries 
through as much as 300 ft. of hose. 
For more information contact TGMI at 800/241-
8464 or www.mulchers.com I circle no. 258 

continued on page 70 

http://www.petersoncorp.com
http://www.mulchers.com
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Express Blower, Inc. • 
Express Blower trucks increase 
productivity and efficiency, the 
company says. The RB-20 is 
designed to blow aggregate 
materials all day at great distance. Blows 

round or crushed rock, beach sand or gar-
den sand, pea gravel, cinder rock, pumice, 

and soil blends. Blows soil behind retaining 
walls, in drainage ditches, into indoor gardens 
or up four stories for rooftop terraces. Works 
for erosion and sediment control, topdressing, 
mud control, Terraseeding or safety surface ap-
plication. Also check out the EB-30 and TM-30, 
entry-level models for the entrepreneur who 
wants to be in the blower application business. 
The TM-30 can be truck mounted, trailer 
mounted or configured as a roll off. 
For more information contact Express Blower at 
800/285-7227 or www.expressblower.com I 
circle no. 260 

Turbo Technologies 
Turbo Turf Hydro Seeding Systems available 
from 50 to 1,600 gallons. Pull-type systems 
ranging from 300 to1,000 gallons are also 
available. The HS-500-XPW-P (pictured) is pow-
ered by an 18-hp Kohler Command engine 
with 4x4-in. pumps and maximum flow of 611 
gpm. It will pass solid materials the size of a 
tennis ball. Custom poly tank with a molded-in 
bale hopper makes loading fast and easy. Fast, 
even mixing with no moving parts inside the 
tank. Request a free hydroseeding video. 
For more information contact Turbo Technolo-
gies at 800/822-3437 or www.turboturf.com 
I circle no. 261 

continued on page 72 

Bowie Industries 
The Bowie 950 comes standard with a 50-hp 
Caterpillar diesel, choice of the Bowie gear 
pump or Deming centrifugal pump. The unit is 
also available in skid mount. The Bowie 3400 
comes standard with either a 127-hp Caterpil-
lar or 125-hp John Deere turbo. It is equipped 
with a MCM centrifugal pump for maximum 
pump distance. 
For more information contact Bowie 
Industries at 800/433-0934 or 
www.bowieindustries.com I circle no. 259 

Zorock Decorative Stone is an innovative 

new product, making residential 

and commercia l properties more 

vivid everyday. If you are tired of 

the dull and boring look of 

natural stone, try new 

Zorock Decorative Stone. 

ZOROCK 
1 -866-4-ZOROCK 
www.getzorock.com 

Circ le 1 3 0 

Healthy Growth. 
Strap the Field King on, and you'll see where it got it's name. 
Thanks to its comfortable, molded lumbar support and soft, 
cushioned shoulder straps, it can be used for hours of stress-free 
operation. Plus it features a left- or right-handed pump handte, 
palm activated trigger with lock and grip, an in-line poly filter to 
protect the trigger and nozzle from clogs, and much more. 

When your job is the outdoors, your work is only as good as the 
tools you use. That's why Forestry Suppliers features more than 
9,000 top-quality products geared especially to outdoor 
professionals. Every product we sell comes with the best technical 
support and customer service in the business, and each is backed 
by a 100% Satisfaction Guarantee! 

Check us out for yourself. Grveusacaflorlogonto www.forestrv-
suooliers.com to pet a free coov of our latest catalog todav! 

A Forestry Suppliers, Inc. 
• www.forestry-suppliers.com 

Sales 800-647-5368 
Catalog Request: 800-360-7788 

©2005 Forestry Supp Inc. Al rights reserved. 

FIELI) KING 

http://www.expressblower.com
http://www.turboturf.com
http://www.bowieindustries.com
http://www.getzorock.com
http://www.forestry-suppliers.com


Write an action plan for your people at the... 
I PLANET Specialty Symposium 
Employee Development: Maximizing the Return on Your Investment 

Successful companies attract, develop, 
and retain great employees. They -

• Recruit carefully 
• Train continually 
• Mentor daily 
• Reward excellent work 
• Promote outstanding workers 
• Retain quality employees for the future 

Platinum Sponsor Media Sponsor 

tandscape 

Register today at landcarenetwork.org 
or call ( 8 0 0 ) 3 9 5 - 2 5 2 2 

Led by Jim Paluch and Bob Coulter from JP 
Horizons, Inc., a company that is known for its 
green industry expertise in "people solutions," 
this two-day workshop will help you build or refine 
all aspects of your employee development - from 
recruiting to training to coaching. Whether you 
are the owner of a small company or a manager or 
supervisor of a medium to large company, you will 
learn the tools that attract, develop, and retain 
great employees. 

Westin O'Hare Airport Hotel 
Chicago, Illinois 

August 12-14, 2 0 0 5 

PLANET 
Professional Landcare Network 
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continued from page 70 

Finn Corp. • 
The T75 HydroSeeder fits between the large 
trailer-mounted models and the small tank 
units. Trailer mounted, it has a G V W less than 

10,000 lbs., making it ideal for towing with a 
three-quarter or 1 -ton truck without commer-
cial license. Its 700-gal. tank covers 8 ,700 
t o i 0 ,500 sq. ft. per load with spray distances 
up to 150 ft. from discharge gun. Other fea-
tures include hydraulically controlled paddle 
agitator, liquid recirculation, toolbox in hitch 
for storing nozzles, and inline common-shaft 
clutch for centrifugal pump that eliminates 
need for belts. 
For more information contact Finn Corp. 
at 800/543-7166 or w w w . f i n n c o r p . c o m I 
circle no. 262 

Mulch Mule • 
Powered by an 11-hp Honda, the Mulch Mule 
uses less than three gallons of gas per day. 
Used for processed soil, compost, or as an en-
closed cargo trailer, it spreads 8 0 yards a day, 
not the typical 30 yards. The 15-yard capacity 
aluminum body won't rust and has great curb 

appeal as a rolling billboard. Hydraulic jack al-
lows for easy hitching and unhitching. Converts 
to leaf vacuum in fall. Remote control, cargo 
deck and extension conveyor available. 
For more information contact Mulch Mule at 
330/453-3300 or w w w . m u l c h m u l e . c o m I 
circle no. 263 

FREE SAW 

.Quality 
^ Diamond 

Tools 
w w w . q u a l i t y d i a m o n d t o o l s . c o m 

SPRING BLOWOUT!! 
Receive 12 blades 

plus the saw 
of your choice $1599.00 Selling Blades Across AMERICAI 

1-800-285-0163 

Circle 132 

http://www.finncorp.com
http://www.mulchmule.com
http://www.qualitydiamondtools.com


Who's telling your story? 

Your wo rk results in m o r e avai lable oxygen a n d f e w e r al lergens, noise reduc t ion a n d 
lower cool ing bills, th icker t u r f t h a t f i l ters po l lu tan ts and landscapes t h a t increase 
property values. There are endless env i ronmen ta l , econom ic a n d l i festyle benef i ts t h a t 
green spaces p r o v i d e — y e t consumers d o n ' t k n o w a b o u t t h e m . They d o n ' t unders tand 
the true value o f your p roduc ts and services. 

Join us in tell ing the w h o l e story of w h a t you do. Project EverGreen is an organizat ion 
dedicated to educat ing the public abou t the value of green spaces and encouraging 
responsible practices. 

To m a k e a c o n t r i b u t i o n o r f i n d o u t m o r e , ca l l 8 7 7 - 7 5 8 - 4 8 3 5 o r v is i t w w w . p r o j e c t e v e r g r e e n . c o m . 

http://www.projectevergreen.com


American University 
2004 PGMS Grand Award Winner for Urban University Grounds 

Property at a glance 
Location: Washington, DC 

Grounds Supervisor: Wi l l iam Suter 

Category: Urban University Grounds 

Total budget: $1,505,000 

Year site built: 1893 

Acres of turf: 18 

Acres of w o o d y ornamentals: 12 

Acres of display beds: 14,000 sq.ft. 

Total paved area: 19 acres 

Total man-hours /week: 1040 

Maintenance challenges 
• Athletic f ield renovation and 
maintenance 

• Snow removal 

• Perennial plantings and seasonal 
rotat ion 

Project checklist 
Completed in last t w o years: 

• Landscaping t h e university presi-
dent's office buildings 

• A rbore tum deve lopment 

• Roper Garden and pond installation 

• All memoria l garden installations 

m 

• 26 full-t ime staff, three seasonal work-
ers, 10 licensed pesticide applicators 

Editors' note: Landscape Management is t h e exclusive sponsor of the Green Star Profes-
sional Grounds M a n a g e m e n t Awards for outstanding m a n a g e m e n t of residential, com-
mercial and institutional landscapes. The 2005 winners will be named at the annual 
meet ing of the Professional Grounds M a n a g e m e n t Society in November. For more 
informat ion on the 2004 awards, contact PGMS at: 720 Light St. • Baltimore, M D 21230 

1*GMS Landscape 
V ^ / ^ ^ M A N A G E M E N T A 

• Phone: 410/223-2861. W e b site: 
w w w . p g m s . o r g 

American University, located in 
the heart of Washington, DC, 
owes its original campus plan 
to Frederick Law Olmsted Sr., 

widely considered a founding father of 
landscape architecture. Today, the univer-
sity's staff is in the process of revisiting that 
original master plan with a goal to incorpo-
rate many of its features for more develop-
ment. Buildings at American University 
occupy only 18% of the 85-acre campus. 

The 26-person grounds 
maintenance department does 
everything from field mainte-
nance to special seasonal plant-
ing projects. "The diversity of 
activities is what I like best 
about it here," says Mark Feist, 
assistant director of grounds 
and recycling, who has been at 
American University for eight 
years. "We do everything from sports turf 
maintenance and management to planting 
large perennial color beds." 

American University became an arbore-
tum and public garden in 2003. It now 
boasts one of the nation's most diverse col-
lections of ornamental plantings on univer-
sity grounds with more than 75 tree species 

Mark Feist left assistant director of grounds 
and recycling, is part of the 26-person AU crew. 

and hundreds of other plantings. Ponds, 
water features, sculptures and other 
memorials and class gifts dot the landscape, 
which welcomes more than 11,000 stu-
dents as well as many tourists and interna-
tional visitors. 

http://www.pgms.org


Special locations lend color and 
history to the 85-acre campus. 
The clock (above) was donated 
by the class of 1992. Patios, sea-
sonal color beds and walkways 
offer relaxation and shade for 
students, faculty and visitors. 



Congratulations to the staffs of Golfdom & Landscape Management 
for winning 17 TOCA (Turf and Ornamental Communicators Association) 

editorial and design awards at the 2005 TOCA Awards Banquet. 

H T O C A 
Turf and Ornamental Communications Association 

^ ^ - ^ - • • S O L U T I O N S F O R A G R O W I N G I N D U S T R Y 

U U M U U I I I M A N A G E M E N T ! 
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August 

3 - 4 INLA Road Show I 
Des Moines, IA; Sponsored by 
Iowa Nursery & Landscape 
Association; 816/233-1481; 
w w w . i o w a n l a . o r g 

4 Rutgers Golf and Fine Turf 
Research Field Day I North 
Brunswick, NJ; Sponsored by 
New Jersey Turfgrass Association; 
215/775-njta; w w w . n j t u r f -
g r a s s . o r g / f i e l d d a y . h t m l 

6 - 1 0 ISA Annual Conference and 
Trade Show I Nashville, 
TN; 888/472-8733; 
w w w . i s a - a r b o r . c o m 

2 - 1 4 PLANET Specialty 
Symposium / Chicago; Sponsored 
by Professional Landcare Network; 
800/395-2522; 
w w w . l a n d c a r e n e t w o r k . o r g 

55-20 APLD Summer 
Conference / Salt Lake City; 
Sponsored by Association of 
Professional Landscape Designers; 
717/238-9780; w w w . a p l d . o r g 

1 5 Snow Business: The Good, 
The Bad, and The Ugly I Boston-
Sponsored by Snow & Ice 
Management Association; 
814/835-3577; w w w . s i m a . o r g 

SmartJMaterJSolirtions. 

Science City at Union Station • Kansas City, Missouri 

(( 71 fff ixed-use developments with heavily traveled public spaces would be 
± VI. wise to engage an ASIC Professional Member. They make the critical 

difference in developing sustainable and innovative water management solutions. 
I don t know who else could design an environmentally friendly bio-swales 
drainage network for a 1,000-car parking lot like the one we designedfor the 
nations second largest train station. " 

ANDY SCOn 
Executive Director • Union Stat ion Assistance Corporat ion 

Professional members of the 
American Society of Irrigation 
Consultants have passed an 
extensive peer review and 
qual i f icat ion process. 

Working with an ASIC member 
gives you the conf idence that 
a highly-qual i f ied irrigation 
consul tant is on the job, helping 
to protect your interests and 
your investment 

Contact A S I C to f ind a 
consu l tant near you. 

PO Box 4 2 6 
Rochester, MA 0 2 7 7 0 

5 0 8 - 7 6 3 - 8 1 4 0 
Fax: 5 0 8 - 7 6 3 - 8 1 0 2 

www.ASIC.org 

http://www.symbiot.biz
http://www.syngenta.com
http://www.turfco.com
http://www.vermeer.com
http://www.zorock.com
http://www.iowanla.org
http://www.isa-arbor.com
http://www.landcarenetwork.org
http://www.apld.org
http://www.sima.org
http://www.ASIC.org


Ariens 
ST8526 LE 
Deluxe 
Sno-Thro 
* Tecumseh 8.5 HP Snow King* engine 
* 26" clearing width 
* Heavy duty axle bushings 
* 26" high back housing with new 16" serrated augers 
* Variable-speed Disc-O-Matic drive ensures 

smooth shifting 
* Six forward and two reverse speeds 

For your nearest Ariens dealer 
call 1-800-678-5443 or 
visit www.ariens.com 

Circle 133 

Smarter By The Yard™ 

STOP LOSING 
MONEY ON 

EVERY PAYROLL. 
(888)788-8463 

WWW.JOBCLOCK.COM 

THE jOBCLOCIC 
THE L A N D S C A P E R ' S T I M E C L O C K 1 

PARKING LOT 
SWEEPING 

FREE information on 
starting sweeping 

• Use your own truck 
• Profit potential 
• How to bid 

m t 
800-345-1246 
www.mascosweepers.com 

Circle 135 

MTI R a i n H B I R D . 
SALE 

5004 4" Pop-up 
Complete Turf Rotor 

Top-Adjusts with 
Just A ScrewDriver 
Call NOW for FREE Sample 
BEST BUY 

For A 
Turf Rotor ea. 

Buy The Box 

Call Us For ALL 5004s 
Order By 1 p.m. 

SHIPS SAME DAY 
w/min. order 

800-600-TURF 
CALL US AND SA VE! 7:30 am -5 pm PDT 

SPRINKLERS4LESS.COM w w w . 
Circle 136 

http://www.ariens.com
http://WWW.JOBCLOCK.COM
http://www.mascosweepers.com


Controllers, Drip Emitters, 
Filters, Microsprinklers 
Your Preferred Irrigation Provider 

Series T O P 12-outlet PC drip emitters: 
Retrofit 1/2" riser, below or above grade with our 
self-cleaning 0.5,1,2 or 3 GPH for a wide range 
of applications. 
Series 5 0 0 bat tery opera ted controllers: No 
wiring, waterproof solution to a power problem 
using our one, four or six station controllers. 
Series 4 0 0 0 & X LEIT A m b i e n t Powered 
controller: Four to 28 station water 
management. Controls your irrigation system in 
any region, under any weather conditions, day 
or night using ambient light as the energy 
source. 

DIG CORPORATION • 1210 ACTIVITY DR. • VISTA, CA 92081-8510 
760-727-0914 • 1-800-322-9146 • FAX 760-727-0282 • www.digcorp.com 

Only Magna-fc^atic provides 
sharpeners with RtAL 
performance (1 blade in 60 
sec), and maintain'perfect 
ahgles effortlessly^Take part 

i a 30 day trial now. Call 
r a free c a t a l o g 

800-328-1110 

Circle 139 

Circle 137 

http://www.digcorp.com


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! 

BUSINESS FOR SALE 

ADVERTIS ING 
I N F O R M A T I O N : 

Call Brian Olesinski at 
800-225-4569 x2694 
or 440-891-2694, 
Fax: 440-891-2675, E-mail: 
bolesinski@questex.com 

• If an individual insertion is under $250 it must be 
prepaid, unless it is part of a contract that is S1,000 
or greater. 
• 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 

R E T A I L G A R D E N C E N T E R & 
C O M M E R C I A L N U R S E R Y 
Landscaping Department & Equipment 

Two Nexus Vail greenhouses 10 ,000 Sq Ft 
state of the art computer controlled. 

Includes all plant inventory, equipment & F&F 
Total 16 ,000 Sq Ft under glass. 

Commercial water rights. 
5 + Acres, $1 ,500 ,000 . 

J a m e s Paxton 1-800-658-2773 
C E N T U R Y 21 Aspen Real Esta te 

Ruidoso, New Mexico 

Established 25 years. Successful floral and garden 
business. Newer building, inventory, equipment , 
fixtures, 33 ,750 sq.ft. Corner lot. Outside income 
from Sturgis Motorcycle Rally. Experienced staff. 
G r o w i n g B l a c k H i l ls c o m m u n i t y . T u r n k e y 
$ 2 , 0 0 0 , 0 0 0 . 1 - 8 0 0 - 5 5 0 - 6 8 0 1 . M o r r i s H a l l o c k , 
Century 21 , Amer ican Real Estate , Sturgis, S D 
57785. 7 /05 

LAWN CARE FRANCHISE. Lawn fertilization fran-
chise located in Monmouth County, N e w Jersey. 
Affluent area. History of increasing revenue. Excel-
lent growth potential. All equipment and accounts. 
Gross over $500K/year . Turnkey $375 ,000 . Reply 
to lawncarebiz@comcast.net. 9 / 05 

Make A 
f 

Impression 
With a Full color ad in 

Landscape 
M A N A G E M E N T ! 

For Rates & Schedules, 
call Brian Olesinski 
800-225-4569 x2694 
bolesinski@questex.com 

LAWN PROFESSIONALS 
Are you interested in M A K I N G M O R E M O N E Y & H A V I N G M O R E 
FREE T I M E ? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we W A L K THE W A L K ! Our lawn service was rated as a T O P 10 
service in August 2002. Our manuals and CDs include proven techniques for 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing, 
Advertising, Selling, Letters for Success, Telephone Techniques, Employee 
Policy & Procedures and more. / FT us HELP YOU EARN WHA1 

w Are you interested in M A K I N G M O R E M O N E Y & H A V I N G M O R E 
FREE T I M E ? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we W A L K THE W A L K ! Our lawn service was rated as a T O P 10 
service in August 2002. Our manuals and CDs include proven techniques for 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing, 
Advertising, Selling, Letters for Success, Telephone Techniques, Employee 
Policy & Procedures and more. / FT us HELP YOU EARN WHA1 

Are you interested in M A K I N G M O R E M O N E Y & H A V I N G M O R E 
FREE T I M E ? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we W A L K THE W A L K ! Our lawn service was rated as a T O P 10 
service in August 2002. Our manuals and CDs include proven techniques for 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing, 
Advertising, Selling, Letters for Success, Telephone Techniques, Employee 
Policy & Procedures and more. / FT us HELP YOU EARN WHA1 YOU DESERVE! 

PROFITS UNLIMITED Since 1979 
Call 800-845-0499 • www.profitsareus.com M ka • 

PARKING LOT 
SWEEPING 

FREE information on 
starting sweeping 

• Use your own truck 
• Profit potential 
• How to bid • ' 

800-345-1246 
www.mascosweepers.com 

v .usin^ WANT TO BUY OR 
/ p > r \ S E L L A business? 

S r \ Professional Business 
u*wm i Acq***» sp.ci*/M> Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity. There 

is no cost for this as Consultant's fee is paid by the 
buyer. This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 

Grounds Maintenance, Pest Control and Landscape 
Installation all over the U.S. and Canada. 

182 Homestead Avenue, Rehoboth, MA 02769 

708-744-6715 • Fax 508-252-4447 
lol@aol.com 

Attention: Landscape Professionals 
Add Freedom Fence and Driveway Alert to your 
Existing services and watch your bottom line soar! 

M a d e in USA 800-828-9089 

I Quality Synthetic Grass Surfaces ^ e s l 

mm B R A S S 
Building Successfiil Relationships 

Since 1998 
Call us today 8 7 7 - 8 8 1 - 8 4 7 7 

www.theputtinggreencompany.coni 
www.x-grass.com 

mailto:bolesinski@questex.com
mailto:lawncarebiz@comcast.net
mailto:bolesinski@questex.com
http://www.profitsareus.com
http://www.mascosweepers.com
mailto:lol@aol.com
http://www.theputtinggreencompany.coni
http://www.x-grass.com


FOR SALE 

C O N V E R T Y O U R T R U C K 
I N T O A 4.000 L B . T R U C K ! 

DUMP KIT 
Truck f j r t m s 
ongmsl appasrance 

$901 Fits full size Chevrolet, 
Dodge, & Ford models 

Installs easily on most tmcks. 

Kit c o m e s c o m p l e t e wi th 1 2 V hydraul ic 
p u m p & reservoir , hydraul ic h o s e , d a s h -
m o u n t e d togg le switch, electr ic wir ing, 
m o u n t i n g h a r d w a r e , 4 0 0 0 lb. scissor 
lift, cyl inder, a n d e a s y - t o - r e a d instructions. 

Since 1976 
ORDER ONLINE* 

f - w w w . p i e r c e s a l e s . c o m ** 
¡ i V W t ? ' • 1 - 8 0 0 - 6 5 8 - 6 3 0 1 > v 

549 US Hwy 287 S • Henrietta. TX 7 6 3 6 5 ^ 
(940) 636-5643 « F a x (940) 036-4382 

LANDSCAPE TOOL 

ORGANIZATION 
A System So Good Your Friends will Be Jealous! 

HOOKS snap in so 
they won't bounce 
out, and can be 
rearranged quickly, 
without tools. 

ADJUSTABLE 
hooks, racks and 
shelving for tools 
and equipment 

Performance Trailers, Inc. Call for our accessories 
1 - 8 0 0 - 7 6 8 - 7 7 0 8 

LandscaperRacks.com 

P H Y S A N 2 0 . 
A L G A E A N D O D O R C O N T R O L 

F O U N T A I N S , S T A T U A R Y , 
B I R D B A T H S A N D W A L K W A Y S . 

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

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

i E n h a n c c W o u r / A a ! 

N e w Sundowner Multi-Tasking ATV Tool Family. 
Available with 60"x 9"x6" Blade & Base Unit plus: 

• Aerator 50" x 12" Som^i , 
• Cultivator 48" x 14" x 6" r , S ? 
• Rake 4" x 5" x 72" p " c i n g i 
• Sprayer 25 gal, 3 nozzle & boom 

Solid tubular steel Base Unit construction. 1 5 X 6 
Pneumatic tubeless tires. Electronic tool remote 
controls. Adjustable clevis hitch fits most ATV & 
garden tractors. G o to our Website to find other 
Utility Disc, Box Scraper and Sprayer attachments 
N O T AVAILABLE AT RETAIL! 

www.agforatv.com/land 
(888) ATV-WAGON 

BRING POWER WHERE ¿RTARLE YOU NEED IT! (^Wh 
PORTABLE CAPSTAN WINCH 
RELIABLE: Honda 2.5 HP engine 

LIGHTWEIGHT- FAST r - i EASY TO USE-SAFE 

^ \ H I CONSTANT PULLING POWER 
~ UNLIMITED ROPE LENGTH 

- a a A „ 5 YEAR WARRANTY 

5 0 0 0 I b j S j L 
1 - 8 8 8 - 3 8 8 - P U L L | portablewlncticoni 

1 .800.643.5555 
w w w . h e r i t a g e b u i l d i n g s . c o m 

N D S C A P E D E S I G N KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$ 9 9 + $ 6 . 7 5 s/h. C A a d d 7 . 7 5 % t a x 
( C h e c k s d e l a y s h i p m e n t 3 w e e k s . ) 
V I S A , M a s t e r C a r d , or M o n e y O r d e r s 

- ^ L o c a l 916-687-7102 ^ ^ S S S ^ ^ ^ S S ^ S ^ 
TOLL FREE 877-687-7102 AMERICAN STAMP CO. b X . 

www.americanstampco.com 12290 Rising Road LM6, Wilton, CA 95693 

Put the Dynamics of Classifieds to Work for You ! 

I TURBO TURF I 
HYDRO SEEDING SYSTEMS 

TURBO TECHNOLOGIES, INC 
1500 FIRST AVE, BiAVER FALLS, PA 15010 

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

F L O R A P E R S O N N E L , INC. 
In our third decade of performing 

confidential key employee searches for 
the landscape/horticulture industry and 

allied trades worldwide. 
Retained basis only. 

Candidate contact welcome, 
confidential and always FREE. 

1740 Lake Markham Road 
Sanford, FL 32771 

407-320-8177 • Fax: 407-320-8083 
E-mail: hortsearch@aol.com www.florapersonnel.com 

Cherry Lake Tree Farm is seeking a Pest Manage-
ment T e a m Leader. Join a fast growing agribusi-
ness, currently a leader in the green industry, with 
1200 acres of container specimen trees in Florida. 
Requirements for the job are a B.A. degree and 3 - 5 
years pest management experience with ornamen-
tal t rees. Responsibil i t ies include scouting, IPM 
control of pests, follow up after applications for 
efficiency of control products, pest management 
according to the law, calibration of spray equip-
ment, G P S tracking, record keeping and maintain-
ing the overall pest control process. W e offer an 
a t t r a c t i v e c o m p e n s a t i o n p lan inc lud ing g r o u p 
h e a l t h , d e n t a l , l i fe a n d d i s a b i l i t y i n s u r a n c e . 
Employer matching 401K, paid t ime off, and tuition 
r e i m b u r s e m e n t is a lso a v a i l a b l e . P l e a s e s e n d 
resume to Carolyn.argo@cherrylake.com or fax to 
3 5 2 - 4 2 9 - 4 5 4 8 . 7 /05 

W H E A T ' S L A W N A N D C U S T O M LANDSCAPE. A 
premiere residential l andscape firm in Northern 
Virginia since 1978 has positions available for sales 
and managers. Interested candidates should have 
strong leadership skills, industry knowledge and a 
desire to make a difference. Wheat 's offers: health 
insurance , a d v a n c e m e n t oppor tun i t i es , 4 0 1 (k) 
a n d prof i t s h a r i n g , c o m p e t i t i v e sa la ry , a n d a 
great work environment. For consideration, please 
mail, fax or email your resume to: 8620 Park St., 
V i e n n a , V A 2 2 1 8 0 Fax: 7 0 3 - 6 4 1 - 4 7 9 2 . Emai l : 
wheats@wheats.com www.wheats .com 12/05 

T H E B R I C K M A N G R O U P , L T D . C a r e e r s in 
landscape management available in: CA, CO, CT, 
DE, FL, GA, IL, IN, MD, MA, MN, Ml, MO, NJ. NY. 
N C , O H , P A , S C , T N , T X , V A , W l . Fax : 
3 0 1 - 9 8 7 - 1 5 6 5 Email: jobs@br ickmangroup .com 
W e b site: www.brickmangroup.com 4 /06 

http://www.piercesales.com
http://www.physan.com
http://www.agforatv.com/land
http://www.heritagebuildings.com
http://www.americanstampco.com
http://www.turboturf.com
mailto:hortsearch@aol.com
http://www.florapersonnel.com
mailto:Carolyn.argo@cherrylake.com
mailto:wheats@wheats.com
http://www.wheats.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com


HELP W A N T E D ( C O N T ' D ) SOFTWARE 

P I N E WW R I D G E 
L A N D S C A P I N G , I N C . 

full-service, award winning Northern V A Landscape 
nance company seeks highly motivated, production 

-ted and well organized individuals to join our team 
r growth has created career opportunities in the 

lowing positions: 
• Operations Manager 

• Branch Managers 
» Designers/ Landscape Architects 

• Account Managers 
• Irrigation Division Manager 

rience in landscape maintenance and horticulture 
d. Excellent benefits package to include medical, 

tal, vehicle, Simple IRA and relocation allowance. 

Fax resume to (703) 8 0 3 - 4 5 7 1 

S A N D I E G O , C A L I F O R N I A 

C A R E E R O P P O R T U N I T I E S 
IN L A N D S C A P E M A N A G E M E N T 

Commerc ia l Installation & M a i n t e n a n c e 
HIRING 

•Irrigation Technicians «Crew Leaders 
•Supervisors «Account Managers 
•Branch Managers • Project Managers 

CONTACT 

Fax 858-513-7191 
e-mail: craigm@benchmarklandscape.com 
www.benchmarklandscape.com 

B e n c h m a r k 
Landscape. Inc. 

"Setting tdc StauuUwC' 

0 
G R O U N D S CONTROL 

Grounds Control, Inc. is looking for career-
minded, green industry professionals for 
management positions. We are expanding into 
new markets with our landscape construction 
and maintenance services. Be part of a growing 
company and contact us today at 

myfuture@groundscontroLcom 

NO MORE SPILLS... KEEP CHEMICAL ROOMS CLEAN 

I 

G o a t h r o a t 
Hand-prmunzfd precision pumps that handls snythéitç 

USE WITH 
• Herbicides 
- Nutrients 
• Fertilizers 
- Wetting Agents 
• Pesticides 
- Anything !!! 

866-NewGoat (639 4628) GoatThroat.com 

Circle 170 

GROUNDSKEEPERPRO 
B U S I N E S S 
SOFTWARE Invo ic i Schedul i 
R o u t i e r Estimati l i 

w i ì m S i L -
w w w . a d k a d . c o m / L M . h t m 1 - 8 0 0 - 5 8 6 - 4 6 8 3 

DIRECTOR OF OPERATIONS. Diversified, private-
ly-owned, forward-thinking Houston company, 
established 20+ years, with 40% growth spurt 
needs a dynamic leader for its interiorscape divi-
sion. Senior mgt./entrepreneur exp. required, top 
salary/benefits package. Reply In confidence to: 
Kathy Fediw, CLP, CLT, Johnson Fediw Associ-
ates Consulting, kathy@jfaconsultingbiz.com 12/05 

LABOR 

LANDSCAPERS, Plan your 2006 season now! 
Want legal, reliable workers on the job every day? 
Bring them from Mexico (and other countries) with 
visas. We do all the paperwork. We can select 
great workers, too!! We care about your success 
and lead the way in FAST, FR IENDLY, 
A F F O R D A B L E service. F R E E information & 
booklet. USAMEX Ltd. (501) 724 8844 
DavidDonaldson@USAMEX.ORG (Limited visas in 
2006. Please call now.) 12/05 

SAFETY/COMPLIANCE 

The # 7 all-in-one management 
software for the green industry 
Scheduling, Routing, Automatic Invoicing, Bill 

Paying, Accounting, Payroll, Marketing and more 

Download a free demo of the software landscaping 
and lawn care professionals are all talking about! 

w w w . w i n t a c . n e t 1-800-724-7899 

TRUCKS, TRAILERS & ACCESSORIES 

/Mulch Blowing / Truck 
2001 EB 4 0 

Increase Your Profit & Productivity 

• Well Maintained, Low Miles -
-Seed Injection System-

- Possible Delivery and Training -
$169,000.00 

Contact Robert 
864-270-4192 

Classified Advertising GETS RESULTS! 
Generate sales leads, maintain market presence, conduct market testing, promote 

existing lines, introduce new products and services, or recruit the best - bottom-line, 
classifieds offer you an excellent return on investment! 

Call Brian Olesinski today for details: 1-800-225-4569, Ext 2694, Email: bolesinski@questex.com j ] 
I 

mailto:craigm@benchmarklandscape.com
http://www.benchmarklandscape.com
http://www.adkad.com/LM.htm
mailto:kathy@jfaconsultingbiz.com
mailto:DavidDonaldson@USAMEX.ORG
http://www.wintac.net
mailto:bolesinski@questex.com


I N D U S T R Y T R E N D S BY T H E N U M B E R S 

YOU COULD BE A COW HAND 
How many of you in the Green Industry grew up 
dreaming of becoming an accountant? How about 

an actuary? Not many we'll wager. Strange as it 
seems (to us anyway) the fol lowing jobs were 
selected as the "best" jobs, according to a 

,ent article at CareerJournal.com, an online 
ation of the Wall Street Journal. The list 

of "best" and "worst" jobs measured six main 
factors!Vcome, stress, physical demands, 

curity and environment. 

Best 
Accountant 
Actuary 
Bank officer 
^iologist 

nputer systems analyst 
rial planner 

Parole officer 
So f tware ! 
Statistician 
W e b site manager 

Worst 
Construction worker (laborer) 
Cowboy 
Dancer 
Fisherman 
Garbage collector 
I ronworker 
Lumberjack 
Roofer 
Seaman 
Welder 

SOURCE: CAREERJOURNAL.COM 

MULTIFAMILY IS MULTIPLYING 
The Mul t i fami ly Marke t Index for the first quarter of 2005 
showed significant improvement over the same period in 
2004. The index measures factors such as demand, sales 
and occupancy rates. 

"The demographic factors — baby boomers w h o w a n t 
second homes or smaller-scale, maintenance-free living, 
and the echo boomers just enter ing the w o r k force - both 
serve to support a rising demand for condos and apart-
ments," said David Seiders, chief economist w i t h the 
Nat ional Association of Home Builders. 

HELP! OUR HOUSES KEEP GROWING 
In the United States everything gets bigger and bigger and bigger. People, autos and 
our houses too. Homes being built today are twice as large as those built during 
the 1950s home-building boom, says our government. 

Finished Area (sq. f t . ) 1950 1970 1990 2003 

Average 983 1,500 2,080 2,330 
Med ian — 1,385 1,905 2,137 
Less than 1,200 sq. f t 6 2 % 3 6 % 11% 5% 
1 ,200- 1599 sq . f t . 19% 2 8 % 2 2 % 17% 
1 ,600- 1,999 sq . f t . 17% 2 6 % 2 2 % 2 1 % 
2,000 - 2,399 sq. ft . 17% 19% 
Over 2,400 sq. f t . — 10% 2 9 % 3 8 % SOURCE: U.S. CENSUS BUREAU 
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J O H N DEERE 
Nothing Runs Like A Deeré 

"Space Commander" 
When it comes to navigating tight spaces, some compact 
loaders can be pretty clueless. But not the 244J. Its unique stereo 
steer ing turns 20 percent tighter, yet art iculates less, keeping 
the center of gravity in- l ine for super ior fu l l - turn tipping load 
capacity. Del ivers unmatched breakout, reach, stability, and speed 
range, too. When you add it al l up. choosing the right compact 
loader is a real no-brainer . Stop in and see the new 244J today. 


