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SURVEY SAYS
How valuable do you fi nd 
trade shows?

 Very valuable — I get new product 
information and ideas about how to 
run my business better.

Somewhat valuable — I go most every 
year, and usually pick up some info.

Of little value — I’ll attend if it’s nearby 
and I’ve nothing better to do.

Not valuable at all — I’ve been to 
shows and get nothing from them.

Visit www.landscapemanagement.net to 
share your responses to this survey.

THE SOCIAL SIDE
Landscape Management gives you 
the latest information on Twitter and Facebook. 
Did you catch coverage of our visits to Ball 
Horticulture, Bobcat, Husqvarna or RISE? 
See exclusive photos and content on Twitter 
(twitter.com/LandscapeMgmt) and Facebook 
(facebook.com/LandscapeManagement).

WEB EXCLUSIVE
When is hot too hot?
You need to keep your 
workers in the fi eld to 
make money, but 
when the mercury 
hits triple digits, 
do you say, “It’s 
time for a break” 
or “It’s too hot to 
work today”? We’re all 
driven by the desire and 
the need to earn our keep. 

THE LM DAILY
Senior Editor Beth Geraci writes about the Professional 
Landcare Network’s (PLANET) Renewal & Remembrance 
program at Arlington National Cemetery and Legislative Day 
on the Hill (see page 17). For more on those events and to get a 
personal slant on the news of the day, visit LM’s blog site 
(landscapemanagement.blogspot.com/). IL
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ZZZ�SODQWVN\GG�FRP

3ODQWVN\GG�
Deer Repellent 

Repels deer, elk, and rabbits. 
Available as Ready-to-Use 

Spray (1 qt.) or Jug (1.32 gal) 
and Soluble Powder  

Concentrate (1 lb., 2.2 lb.  
and 22 lb.).

CALL TOLL FREE  1-800-252-6051       info@treeworld.com

For our DEALER LOCATOR, FAQs, testimonials and 
*independent research results, visit our website:

EDITORIAL STAFF

Editorial Director  Marty Whitford  216/706-3766  |  
mwhitford@questex.com

Editor-in-Chief  Daniel G. Jacobs  216/706-3754  |  
djacobs@questex.com

Senior Editor  Beth Geraci  216/706-3756  |  
bgeraci@questex.com

Contributing Editors  Heather & Jamie Gooch  330/723-3539  |  
heather@goochandgooch.com, jamie@goochandgooch.com

Art Director  Carrie Parkhill  216/706-3780  |  
cparkhill@questex.com

ADVERTISING STAFF

Publisher  Patrick Roberts  
216/706-3736  Fax: 216/706-3712  |  proberts@questex.com

Northern National Sales Manager  Dave Huisman  
732/493-4951  Fax: 732/493-4951  |  dhuisman@questex.com

Southern National Sales Manager  Jason DeSarle 
216/706-3758  Fax: 216/706-3712  |  jdesarle@questex.com

Business Development Manager  Ric Abernethy  
216/706-3723  Fax: 216/706-3712  |  rabernethy@questex.com

Account Executive Classifieds  Kelli Velasquez  
216/706-3767  Fax: 216/706-3712  |  kvelasquez@questex.com

BUSINESS STAFF

Vice President  Kevin Stoltman  216/706-3740  |  
kstoltman@questex.com

Administrative Coordinator  Petra Turko  216/706-3768  |  
pturko@questex.com

Marketing Manager  Ryan Bockmuller  216/706-3772
Fax: 216/706-3712  |  rbockmuller@questex.com

Production Manager  Amber Terch  218/206-2129  |  
Amber.terch@superiormediasolutions.net

Production Director  Jamie Kleist  218/206-2107  |  
Jamie.kleist@superiormediasolutions.net

Audience Development Manager  Carol Hatcher  
216/706-3785  |  chatcher@questex.com

MARKETING/MAGAZINE SERVICES

Reprints  landscapemanagement@theygsgroup.com  |  
800/290-5460 x100

Gwen Coryell  Circulation List Rental  609/275-2900 x118

Customer Services  Subscriber/Customer Service
landscapemanagement@halldata.com  |  
866/344-1315; 847/763-9594 if outside the U.S.

Paul Semple  International Licensing
714/513-8614  Fax: 714/513-8845  |  psemple@questex.com

For current single copy, back issues, or CD-ROM,  
call 866/344-1315; 847/763-9594 if outside the U.S.

                        CORPORATE OFFICERS

President & Chief Executive Officer  Kerry C. Gumas

Executive Vice President & Chief Financial Officer  Tom Caridi

Executive Vice President  Antony D’Avino

CLEVELAND HEADQUARTERS

600 SUPERIOR AVE. EAST SUITE 1100  
CLEVELAND OH 44114  800/669-1668

LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 20116





LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 20118

Contact Dan at 216/706-3754 or via email at djacobs@questex.com.

JACOBS’JOURNAL
DANIEL G. JACOBS EDITOR-IN-CHIEF

T
here’s nothing quite like your child’s 
18th birthday to make you feel older. 

By the time this article appears in 
print, Josh will have fi nished his 18th 
year and begun his sophomore year of 

college (see last month’s column for more on that).
Children are constant reminders of not only 

how quickly time passes, but also how it seems to 
accelerate as they grow. Time, it would seem, is 
relative. As Albert Einstein once said, “When a man 
sits with a pretty girl for an hour, it seems like a 
minute. But let him sit on a hot stove for a minute 
and it’s longer than any hour. That’s relativity.” 

That notion describes how quickly time seems 
to pass as we watch our children grow. 

For those of you without children of your own, 
there is another way to feel the ever-quickening 
passage of time. Each year, Wisconsin’s Beloit 
College puts out “The Mindset List” (www.beloit.

edu/mindset) to help professors better understand 
the incoming freshmen class. It’s a look at how the 
world has changed since they were born — or more 
accurately, it’s a description of what has always been 
true since they were born.

Like Josh, the bulk of this year’s class was born 
in 1993. That group, the class of 2015, has never 
known a world without an Internet ramp onto the 
information superhighway, nor has there ever been 
a time in their lives when there weren’t two women 
on the Supreme Court. For you movie buffs, Ferris 
Bueller and Sloane Peterson could be the ones 
sending their child to college.

I remember being awed by the birth of the 
World Wide Web and laughing at Matthew Brod-
erick’s school-ditching shenanigans in the 1986 
classic fi lm “Ferris Bueller’s Day Off” (Yes, I know, 
shenanigans is a word the old caretaker used in his 

rant after getting caught by Shaggy, Scooby-Doo 
and the gang on Saturday morning cartoons — one 
item not on the list, but should be).

Want more?
The class of 2015 is more likely to think LeBron 

James than Lyndon Baines Johnson when you refer 
to LBJ. Amazon has never been just a river in South 
America. O.J. Simpson has always been looking for 
the killers of Nicole Simpson and Ronald Gold-
man.

Feeling old yet?
The Mindset List was created by Beloit’s former 

Public Affairs Director Ron Nief and Keefer Pro-
fessor of the Humanities Tom McBride. According 
to the school’s website, “It was originally created as 
a reminder to faculty to be aware of dated refer-
ences, and quickly became a catalog of the rapidly 
changing worldview of each new generation.”

Giving educators a sense of how their students 
perceive culture and the establishment makes sense. 
It makes sense for business owners as well.

It’s not a bad idea for company executives look-
ing to hire new graduates (millennials) to have a 
little perspective on how these younger workers 
view the world. 

While you might remember the Bay of Pigs 
fi asco, they have never known a time when the U.S. 
government has not housed refugees and prisoners 
at Guantanamo, or at time when there’s been an 
offi cial Communist Party in Russia.

Not interested in, or able to hire, new grads? 
The Mindset List still might be useful. The fi rst list 
was produced for the class of 2002 (those born in 
1980). Those workers are now in their early 30s. 

Warning. If you think the list for the class of 
2015 makes you feel old, taking a look at the Mind-
set List for the class of 2002 is even worse:

Most have never seen a TV set with only 13 
channels, nor have they seen a black-and-white TV. 
Really? Come to think of it, there’s really not that 
much worth watching nowadays. Maybe we should 
return to just 13 channels.

Adjusting my mindset



On campus at The University of Akron.

With four-wheel steering,

it’s easy to handle,
well, anything.

THE TANK™ S ZERO-TURN RIDER. STEERING-WHEEL CONTROL MEETS DIESEL DURABILITY.

Where else can you fi nd a zero-turn rider that delivers consistently remarkable results? With four-wheel 

steering and steering-wheel control through patented Synchro Steer® technology, you enjoy unparalleled 

stability on hills. Plus, a rugged 31.2 HP* Yanmar® diesel engine to easily handle the most vigorous workload. 

And an innovative Select Cut System™ for incredibly precise cutting. No wonder no one else can match it. 

Experience a Cub Cadet today to understand why it’s a better choice.

cubcadetcommercial.com/lm
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  *as rated by engine manufacturer   
**Not all buyers qualify. See dealer or cubcadet.com for details.
 Cub Cadet Commercial products are intended for professional use.

Visit cubcadetcommercial.com/lm to fi nd your nearest dealer and unbeatable factory fi nancing, including 0%.**

facebook.com/cubcadet Great Factory Financing Available

@Cub_Cadet



GREEN INDUSTRY EVENTS, TRENDS AND TIPS

NEWSVIEWS+
           GREEN INDUSTRY EVENTS, TRENDS AND TIPS

When 18,000 industry pros descend upon Louisville’s Kentucky Exposition Center for the 
GIE+EXPO (Oct. 27-29), they’ll be greeted by 750 landscape product exhibits on an expanse 
of ground covering 425,700-sq.-ft. inside and 642,000-net-sq.-ft. outside. They’ll be treated 
to outdoor product demonstrations, see the market’s newest products and rub elbows with 
their counterparts. So it’s not like there will be a shortage of things to see and do.

But the GIE+EXPO isn’t the only game in town. There’s also the city itself. Here are 
LM’s suggestions for things to check out should you have time to kill.

in the spotlight

BY BETH GERACI SENIOR EDITOR
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FOURTH STREET LIVE!
The strip of restaurants, bars and shops in the 

heart of downtown provides no shortage of 

entertainment. Hit the strip Thursday, Oct. 27, 

when country band Stealing Angels (“Paper 

Heart”) gives a free live performance (9 p.m.). 

Do it again Friday, Oct. 28, when country music 

legend Charlie Daniels follows suit in honor of his 

birthday (9 p.m.).

LOUISVILLE SLUGGER 
MUSEUM & FACTORY
Get a close look at the Louisville 

Slugger brand of baseball bats cre-

ated by Hillerich & Bradsby in 1884. 

See bats swung by Joe DiMaggio, 

Hank Aaron, Babe Ruth, Mickey 

Mantle and other legends and tour 

the on-site factory, which produces 

1.8 million bats per year.

KENTUCKY SPEEDWAY
Kentucky hosted its inaugural NASCAR Sprint Cup race July 9. Big names such as Jimmie 

Johnson, Dale Earnhardt, Jr. and the night’s big winner, Kyle Busch, raced before an ener-

getic crowd of 107,000 fans. No race is planned for the weekend of the GIE+EXPO, but see 

www.kentuckyspeedway.com for a calendar of the 2012 season; it’s worth the return trip.

OLD LOUISVILLE
A short cab ride from downtown, 

this charming historic neighborhood 

is renowned for having the country’s 

largest number of restored Victorian 

homes. The neighborhood abounds 

with magnolia and oak trees, but 

its architecture alone makes it a 

standout.

21C MUSEUM HOTEL
Hardly your average hotel, the 21c 

triples as a contemporary art museum 

and an award-winning restaurant. 

Centrally located on Louisville’s 

downtown Museum Row, the 21c was 

lauded by Travel & Leisure Magazine 

as “one of the most ambitious 

unions of art and hospitality ever 

undertaken.” On display in October: 

“Cuba Now”, featuring work by 

contemporary Cuban artists.
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RANGER HD 800 EPS

RANGER DIESEL

RANGER CREW® 800 EPSRANGER 6x6 800RANGER® EV

HARDEST WORKING. SMOOTHEST RIDING.®   With On-Demand 

True All-Wheel Drive, legendary smooth Independent Rear Suspension, 

high ground clearance, and monstrous towing capacity, Polaris® RANGERs 

outwork every other vehicle in their class. Because when you make your 

living as a landscaper, you need a vehicle that works as hard as you do.

Vehicles are shown with optional equipment. Warning: For your safety, avoid operating Polaris RANGERs on paved surfaces or public roads. Never carry passengers unless the vehicle has been designed by the manufacturer 
specifi cally for that purpose. Riding and alcohol/drugs don’t mix. All passengers must be at least 12 years old and tall enough to grasp handholds and place feet fi rmly on the fl oor. Drivers must be at least 16 years old with 
a valid driver’s license. Check your local laws before riding on trails. ©2011 Polaris Industries Inc.

SEE THE COMPLETE LINE 
OF HARDEST WORKING, 
SMOOTHEST RIDING 
WORK VEHICLES AT 

POLARIS.COM
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Call for a Free Quote
1-888-375-7908

Find an Agent
ProgressiveCommercial.com

United Financial Casualty Company and its affiliates, Mayfield Village, Ohio. Available in most states. No. 1 truck from Highline Data’s 2007 written premium data. 09P00560.BA (12/09)

Helping Landscapers save money,  
no matter what they drive.
No matter what kind of vehicle you use for your business, you could save with 
Progressive Insurance. To learn more about Progressive, and see why we are the  
#1 Truck Insurer in America, please visit ProgressiveCommercial.com.

BOBCAT 
BOOT 
CAMP
Sloshing around in 
a mud pit was never 
so much fun. 
BY DAN JACOBS EDITOR-IN-CHIEF
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What is it about mud puddles that 
attract kids like Karaoke Night draws 
Journey front man Steve Perry 
wannabes?

Whatever it is, climbing into a 
Bobcat loader, skid steer or excavator 
after a heavy downpour is something 
of heaven for those kids who never 
grew up completely. That’s just what 
happened at the Bobcat boot camp 
earlier this summer. An overnight del-
uge left the fairgrounds, where Bobcat 
was providing education and training 
to members of the company’s dealer 
network, a massive mud pit. Think 
Woodstock without the music and 
mind-altering substances.

Bobcat, which has manufactured 
more than 750,000 skid steers and 
loaders since the late 1950s, today 
offers about 20 different models in the 
skid steer and compact track loader 
lines. And a few editors were invited to 
test the latest models.

The company’s latest editions 
— the M-series — were introduced 
starting in 2008, and offer a variety 
of improvements over the previous 
models, including better fuel capacity, 
better traction and increased lift.

(From top left) Tires not neatly, but 

stabily stacked. A brief rain storm 

delayed, but could not stop the fun. 

A view of the playground.



You have enough things to worry about. But with Onetime® herbicide, wasting time tank-mixing isn’t 
one of them. Onetime combines our new patented formulation of quinclorac, MCPP-P and dicamba, 
enabling you to control more than 70 weeds, including crabgrass, clover and dandelion without 
tank-mixing. Plus, its liquid formulation, which includes the same active ingredient as in Drive® XLR8 
herbicide, provides more rapid absorption into the plant in both warm- and cool-season turf. If you’ve 
got weeds, it’s time for Onetime.

Always read and follow label directions. 
© 2011 BASF Corporation. All rights reserved.

betterturf.basf.us



Announcing new, lower list prices on a full range of 

Rain Bird products. To help you stay competitive in these 

challenging times, we’ve lowered list prices on many of our most 

trusted products. We hope these prices will help you continue to 

deliver the industry-leading quality that you and your customers 

demand. Putting performance in the ground and savings in your 

pocket. That’s The Intelligent Use of Water.™

See all of our new, lower list prices at 

www.rainbird.com/PocketTheSavings

Demanding more
and paying less.

That’s intelligent.



Save nearly 50% on 
list price with proven 

Rain Bird performance.

*Based on 2011 U.S. Rain Bird® and Hunter® List Pricing 
eff ective January 1, 2011.

Rain Bird® ESP-SMT 
Indoor Controller: 
Save more than 5% 
over Hunter® Pro-C plus 
Solar Sync.*

 Rain Bird 
 List Price

$260

Hunter 
List Price

$279

Rain Bird® 1804 Sprays: 
Save nearly 35% over 
Hunter® PROS-04 Sprays.*

 Rain Bird 
 List Price

$215

Hunter 
List Price

$325

Rain Bird® MPR 
and VAN Nozzles: 
Save more than 25% 
over Hunter® Fixed Arc 
and VAN Nozzles.*

 Rain Bird 
 List Price

$119

Hunter 
List Price

$160

Rain Bird® 100 DV Valves: 
Save nearly 25% over 
Hunter® PGV-100G Valves.*

 Rain Bird 
 List Price

$1950

Hunter 
List Price

$2550

Rain Bird® 5004 Rotors:  
Save more than 40% over 
Hunter® PGP-ADJ® Rotors.*

 Rain Bird 
 List Price

$1035

Hunter 
List Price

$1800

00 00

TALK TO YOUR

SALES REP OR 
DISTRIBUTOR

Rain Bird® 5004 
Plus Rotors:  
Save nearly 50% over 
Hunter® I-20 Rotors.*

  Rain Bird®
List Price

$1185

  Hunter® 
 List Price

$2300

B
all Horticulture clearly recog-
nizes that landscape contrac-
tors are key components of the 
ornamental supply chain. 

“You are the bellwethers of things to 
come,” says Jeff Gibson, landscape busi-
ness manager for the Chicago-based 
company. “It’s terribly important for 
you, the contractors, to work one-on-
one with our growers.”

In August, Ball hosted several 
contractors and growers as part of 
its annual Landscape Day. The event 
included a tour of the company’s nearly 
9-acre property and new research facil-
ity, as well as a panel discussion looking 
into the latest trends and issues facing 
growers and contractors.

Economic concerns
To say market conditions are volatile 
might be an understatement. At press 
time. the stock market was in the midst of 

400-point swings and there is little clarity 
about where we’re headed. The phrase 
“double-dip recession” crossed the lips of 
a few commentators at the event.

“The economy was better — at 
least it was two weeks ago,” quips Terry 
Carter, Designs by Sundown, Engle-
wood, CO.

That said, homeowners associations, 
homeowners and commercial prop-
erty owners seem to be a little more 
willing to spend money than they have 
been, says Carly Rizor, enhancements 
manager for Christy Webber Landscape 
in Chicago.

While customers might be willing to 
shake off the cobwebs and wipe the dust 
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Having a Ball

The fl ower company 

explores the latest 

trends in ornamentals 

and the industry.    
BY DAN JACOBS EDITOR-IN-CHIEF

continued on page 16

Ball Horticulture’s 
property are a testing 

ground for new varieties 
of ornamentals.



from their pocketbooks, 
few, if any, are expecting 
the economy to return to 
full bloom anytime soon.

“I think our industry is moving in 
the right direction,” says James Russell, 
Armstrong Growers, San Juan Capist-
rano, CA. “We’re forgetting what it was 
like and learning what it will be like.”

One thing that hasn’t changed is the 
growers’ desire to know what they’ll need 
to grow for clients as soon as possible.

“Eighty percent of what we do is pre-
booked,” Russell says. “We need to get 
the clients to understand the timeline.” 

In other words, contractors who 
work with their customers and know 
what they’ll need for the year are more 
likely to get what they want when they 
want it. Nurseries can’t afford to grow 
products no one will buy.

“Nobody likes to have their neck on 
the chopping block all the way,” says Jim 
Clesen, Ron Clesen Ornamental Plants, 
Maple Park, IL.

Christy Webber tries to pre-book as 
much of its business as possible, but cus-
tomers can be a bit of a gamble, Rizor says. 
Customers don’t always know what they 
want, or if a customer gets laid off from 
his or her job or a business goes under, 
homeowners or property managers might 
not have the money they were expecting.

Of course, the economy can only be 
blamed for part of the problem. 

“Budgets are still cut,” Russell says, 
“but there are still customers out there 
to find.” LM
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Set the highest standard for your turf. 

Use Pennington’s Signature Series Tall Fescue Blends 

or Mixtures.

t� "WBJMBCMF�XJUI�.:$0�"EWBOUBHF��4FFE�5SFBUNFOU�5FDIOPMPHZ

t� 1SPEVDFT�UIJDL�HSFFO�TUBOE�UIBU�SFRVJSFT�MFTT�XBUFS

t� (SPXT�B�EFOTFS�EFFQFS�SPPU�TZTUFN

t� .BYJNJ[FT�GFSUJMJ[FS�QFSGPSNBODF

We’ll Stake Our Signature On It!

National

Distribution to

Better Serve our

Customers.

1-800-286-6100 ext 301

proturfsolutions@penningtonseed.com

What’s hot at the

     HOTHOUSE
Three trends gathered from the 
Ball Landscape Day event:

1. Color is still king.
2. Sustainability is moving up 
the royal ranks. 
3. Textures are increasing in 
customer importance, as are 
native plants.

Some customers have 
rushed into sustainability with 
such fervor that they’ve raced 
past reasonable. Armstrong 
Growers’ James Russell cites 
one California resort as an ex-
ample that went past that point 
and ended up with a sterile-
looking environment. 

“There’s a balance,” he says. 
“When the color goes away, 
the comment cards start com-
ing in — and the customers 
start going to other hotels.”

continued from page 15 Visitors 

admire  

Ball’s latest 

offerings.



Perhaps it was the row upon 
row of white gravestones, 
situated in symmetrical 

straight lines. Or the striking 
contrast of green and white every-
where you looked. 

For whatever reasons, even 
as nearly 400 landscapers and 
their families (including 58 
children) from around the coun-
try descended upon Arlington 
National Cemetery on July 25, the place seemed quiet and 
still, resounding with an uncanny, peaceful hush that implied 
the cemetery itself is as resilient as those it holds once were.

The landscape professionals from 101 companies nation-
wide had gathered for the Professional Landcare Network’s 
(PLANET’s) 15th annual Day of Renewal & Remembrance. 
The day of volunteerism is the industry’s way of honoring 

military men and women of past and present, 
and thanking them for their service through 
donating expertise and equipment. 

“Our work here is a small token compared 
to their great sacrifices,” said PLANET Presi-
dent Jerry Grossi in his opening address.

And that sentiment seemed to be the con-
sensus of the day.

“We’re here to donate our time and services 
to all the thousands of people that’ve died for 
our country,” said Todd Tarring, 41, president 

of Chantilly, VA-based Pleasant Valley Landscapes, who was 
volunteering with his family. “We feel it’s a small sacrifice, a 
token of appreciation, and it was something we needed to do.” 

The event was especially moving for veterans like Tim 
Price, an Iraq veteran and territory manager for Herbi-Sys-
tems, Memphis, TN.
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Remembering 
         the fallen

More than 400 Green 

Industry representatives 

beautify Arlington National 

Cemetery at PLANET 

event.  BY BETH GERACI SENIOR EDITOR

continued on page 18

Rows of headstones remind 

visitors of the ultimate sacrifice.



Tears welled in his eyes as he spoke. “It was kind of a differ-
ent world, I guess you could say,” he said, describing his experi-
ence in Iraq. “…. It’s an honor and a privilege to come do it. Just 
spend a few days here, visit the cemetery, just pay my respects.”

According to PLANET statistics, landscapers at this year’s 
event applied 120 tons of lime to 271 acres; aerated 30 acres 
of turf; installed 24 yards of soil; planted 1,381 perennials; 
updated two irrigation systems; and installed lightning pro-
tection on seven trees. And that’s just the start. 

Landscape companies donated $200,000 in staff, time and 
equipment. To date, PLANET has contributed more than $2 
million to the care of the historic landmark.

Few tears were shed at this year’s event. There was no 
laughter, either. 
Just reverence. 
For the 15th year, 
landscapers paid 
their respects 
in the best way 
they know how: 
through their 
work. LM
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NEWS+VIEWS

WE HAVE THE WIDEST SELECTION OF 
LED SOLUTIONS FOR WHATEVER 

DESIGN YOU HAVE IN MIND.

Call 800-766-8478 for a FREE 12 Volt Series 
brochure that details everything.

www.vistapro.com

Leading the industry with the most advanced LED 
technology, Vista offers a longer lasting solid-state design 
available in copper, brass, aluminum, stainless steel and 

composite enclosures to meet all your project needs.

REMEMBERING continued from page 17

A volunteer installs 

cables to help 

protect trees from 

lightning strikes.

BY BETH GERACI SENIOR EDITOR

O
hio Landscape Association 
Executive Director Sandy 
Munley, Professional Landcare 

Network (PLANET) Government Affairs 
Chairman Paul McDonough, and other 
PLANET members representing Ohio 
walked the halls of Congress. 

They were there on July 26 as part 
of Legislative Day on the Hill, PLANET’s 
annual event where reps from around 
the country share their views  with their 
congressional leaders on landscaping-
related legislation before Congress.

Meeting with spokespeople for Ohio 
Senator Rob Portman, Speaker of the 
House John Boehner and Ohio Rep. 
Sherrod Brown, these PLANET mem-
bers spoke out about two key issues 
that would greatly impact the landscape 
industry: the WaterSense bill (H.R. 1967) 
and the federal regulation on H-2B visas.

The WaterSense bill would limit to 
40% the amount of turf that hom-
eowners are allowed on their proper-
ties, as a means to conserve water. 

Problem is, “most turf is not ir-
rigated,” McDonough told Speaker 
Boehner’s liaison. “To tell homeowners, 
‘You can’t have more than 40% of your 

landscape as turf’ is absolutely absurd. 
“If you don’t have turf, you have more 

sediment runoff. It’s counterintuitive.”
Potential changes to the federal 

regulation on H-2B visas would make 
it more expensive for landscape busi-
nesses to hire temporary workers 
from outside the country, requiring 
employers to pay them about $3 more 
per hour. Without action the new regu-
lation goes into effect September 30.

PLANET reps asserted the change 
would hurt small businesses fi nancial-
ly, causing many to forego hiring immi-
grant employees, who often constitute 
the core of their workforce. 

Whether lawmakers were swayed 
remains to be seen. But McDonough 
was pleased with their efforts.

“One of the most encouraging 
things is the turnout that we had,” he 
said, explaining that 80 more PLANET 
members participated this year. “It’s 
certainly encouraging that people are 
willing to be more involved. It’s crucial.”

Getting their voices heard

The Ohio contingent made 

its case on Capitol Hill.



BefZb�flk�dlck`gc\�n\\[j�`e�X�j`e^c\�ifle[%
Fecp�Jfc`kXi\��kXb\j�fe�ZiXY^iXjj#�j\[^\j�Xe[�YifX[c\X]�n\\[j�n`k_�ef�kXeb�d`o`e �̂i\hl`i\[%

N_\e�dlck`gc\�n\\[j�^Xe^�lg�fe�pfl#�k_\i\Ëj�aljk�fe\�jfclk`fe�pfl�e\\[�`e�pfli�Zfie\i1�Jfc`kXi\��_\iY`Z`[\�]ifd�=D:�

Gif]\jj`feXc�Jfclk`fej%�Jfc`kXi\�`j�k_\�fecp�Xcc$`e$fe\�gfjk\d\i^\eZ\�ki\Xkd\ek�[\j`^e\[�kf�_\cg�pfl�Zfekifc�ZiXY^iXjj#�

j\[^\j�Xe[�kfl^_�YifX[c\X]�n\\[j�Xcc�̀ e�X�j`e^c\#�]Xjk$XZk`e �̂Xggc`ZXk`fe%

;lXc$XZk`fe�Jfc`kXi\�Zfekifcj�fi�jlggi\jj\j�fm\i�-'�n\\[j�n`k_flk�k_\�_Xjjc\�Xe[�Zfjk�f]�kXeb�d`o`e^%�Le[\i^ifle[#�

Jfc`kXi\�]`^_kj�j\\[j�Xe[�klY\ij�kf�i\[lZ\�n\\[�gfglcXk`fej�k_`j�j\Xjfe�Xe[�e\ok%�=fi�dfi\�`e]fidXk`fe�fe�Jfc`kXi\�

Xe[�fk_\i�jfclk`fej�]ifd�=D:#�m`j`k�nnn%]dZgifjfclk`fej%Zfd�fi�ZfekXZk�pfli�cfZXc�=D:�DXib\k�Jg\Z`Xc`jk�fi�cfZXc�

=D:�;`jki`Ylkfi%�

Always read and follow label directions. FMC and Solitare are trademarks of FMC Corporation. ©2011 FMC Corporation. All rights reserved. 

D
JD
8

8CK<IE8K@M<

JZXe�k_`j�kX �̂n`k_�k_\�D`Zifjf]k�KX �̂I\X[\i�Xgg�fe�pfli�jdXikg_fe\�kf�

m`\n�Xe�\oZ`k`e �̂m`[\f�]\Xkli`e �̂Jfc̀ kXi\�_\iY`Z`[\%
E\\[�k_\�dfY c̀\�Xgg6�>\k�̀ k�]i\\�Xk�_kkg1&&̂ \kkX %̂dfY`



LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 201120

PROGRESS
50 YEARS OF INDUSTRY TRENDS  » BY BETH GERACI

Turf takes a stand

Turfgrass technol-
ogy has progressed 
dramatically over the 
years, say turfgrass 

scientists from around the 
country, and the result is stronger grass 
that is denser, more uniform, more 
colorful and more attractive. And that’s 
just the beginning.

In the 1960s, Kentucky bluegrass 
and fine fescues were the only turfgrass 
games in town, says Peter Landschoot, 
Ph.D., professor of turfgrass science at 
Penn State University. 

Back then, Kentucky bluegrass was 
prone to leaf spot and was not very 
resistant to disease. Today, bluegrass is 
drastically more disease resistant.

Advances in turfgrass breeding 
happened largely due to the efforts of 
retired Rutgers University turfgrass 
professor and breeder Reed Funk, 
Ph.D, say Landschoot and Funk’s Rut-
gers colleague William Meyer, Ph.D. 

“I really think that the most impor-
tant thing discovered was the work that 
Funk started here in 1960, where he 
proved you could go through cycles of 
improvement on cool season grasses 
and make an improvement in them 
every year,” says Meyer, professor of 
Plant Biology and Pathology and direc-
tor of turfgrass breeding at Rutgers. 

When Funk and his students dis-
covered in the 1970s that flowers of all 
Kentucky bluegrass open after mid-
night, a new era dawned on turfgrass 
breeding. 

“Dr. Funk and his students found 
out if they sprinkled pollen from one 
bluegrass onto another they could 
make hybrids,” Meyer says. “That was 
a phenomenal discovery. And today all 
the new varieties that are performing 

well evolved from making hybrids in 
that greenhouse.”

Major strides also have been made 
in ryegrass and tall fescue.“The first 
improved perennial ryegrasses were 
Manhattan and Pennfine perennial 
ryegrasses, and now we have over two 
hundred perennial ryegrasses,” Land-
schoot marvels.

Ryegrass is a prime example of 
higher turf quality today, in disease 
resistance, uniformity, color, mowing 
quality, texture, density and brightness, 
says Meyer.

When Meyer started at Rutgers, he 
recalls, bluegrass constituted two-thirds 
of the turfgrass market. Then ryegrass 
came along in the early 1970s and 
trumped Kentucky bluegrass’s popular-
ity, thanks to its quick establishment 
and wear tolerance. 

Even with ryegrass’s popularity, in 
many areas today tall fescue reigns, 
especially in the South. The first 
improved tall fescue emerged in 1980, 
Meyer says. It was called Rebel. 

“Before that,” he says, “there were 
a couple hundred million pounds of 
Kentucky 31 in the 1940s, a forage type 
grass that has one redeeming quality: 
It’s cheap.”

Tall fescue is popular, Meyer says, 
because “it comes up fast. It has a root-
ing system that’s three to four feet deep, 
so it uses more of the water resources in 
the ground.”

Whereas tall fescue traditionally 
was a coarse yellow pasture grass used 
for ground cover along highways, once 

it was accepted for use on lawns and 
sports fields, Landschoot says, breeders 
began to seek ways to produce finer tex-
tured tall fescue that were darker green 
and appealed to homeowners. 

In the past, says turf expert Clark 
Throssell, Ph.D., there was an emphasis 
on turf aesthetics. Now that they’ve 
been mastered, the challenge is to make 
turf even more drought tolerant and 
disease resistant, he says.

Giant leaps also have been made in 
pesticide formulation, experts say. “The 
pesticides we use are much safer than 
the ones of 30 or 50 years ago and are 
applied at much lower rates,” says Karl 
Danneberger, Ph.D., professor of hor-
ticulture and crop science at The Ohio 
State University. 

In the ‘50s and ‘60s, chlordane was 
used, and it contained arsenic, he says. 
“There’ve been huge improvements 
since the days of mercuries and arsen-
ics, which were used until the ‘70s. 
Now we have much cleaner products 
and much lower rates.”

Just as advances in breeding and 
pesticides have shaped today’s turfgrass 
formulation, so has technology such as 
aerators, seeders and mowers. 

Together with improved breeding 
science, better equipment engineering 
accounts for about 50 percent of the 
advances made, says Landschoot.

“It’s impossible to transport your-
self back to those early days,” Land-
schoot says. “Once in a while I think, 
‘Oh my God, that’s what we had to 
deal with back then.’”

Advances in breeding, equipment and  
pesticides get the credit for today’s better turf.
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Stay ahead of the game when what you need for the job 

rides with you. The Mercedes-Benz Sprinter Crew Van 

pairs cargo and a crew of five with Best-In-Class* features 

like interior standing height**up to 6'6". Prepare for 

what’s next by visiting MBSprinterUSA.com and your 

local dealer today.

Some jobs require you to do the growing.
Get more done carrying crew along with cargo.

The New Mercedes-Benz Sprinter 

Crew Van 144" Wheel Base

* Based on a comparison of Automotive News classification of full-size commercial vans.

               In base configuration.**
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Well equipped

The clanking of the axe against the 
tree rang out ... When the tree careened 
to the ground, I felt triumphant.

R
ob Foster of Strata-G Com-
munications sent me the 
Husqvarna photos today. 
There were so many, it took 
more than an hour to down-

load them. 
When I came to the shots of myself, it felt 

surreal. I scrolled through them slowly, savor-
ing each one as one might savor a rich dessert.

Why? Because the photos, taken in July at a 
Husqvarna demo, were taken from a photog-
rapher’s perspective. And the photographer’s 
perspective of me proved to be vastly different 
from my own. 

That the contrast should be so stark amuses 
me. Throughout the two-day demo, I felt insecure 
about putting my limited landscape experience on 
display for all to see.

The photos, however, portrayed an adept, 
confi dent newcomer who rose undaunted to each 
challenge presented.

The demo was held concurrently with the 
unveiling of Husqvarna’s new state-of-the-art 
research and development center in Charlotte, 
NC. I went to Charlotte oblivious to what level of 
participation was expected of me. And that was the 
key to everything that followed.

It was daunting enough being the newcomer in 
my group, and even more so being the only female. 
I would have been quite content to sit idly by and 
watch as the guys in my group worked the tractors 

and the chainsaws and the pole saws without me.
So when Husqvarna chainsaw safety pro Cary 

Shepherd pointed to a tree and told me I was going 
to chop it down with an axe, I was surprised.

But Shepherd presented it so matter-of-factly, 
I didn’t know saying “no” was an option. It didn’t 
even occur to me.

So off I went to chop down a tree. As the guys 
looked on in silence, and the clanking of the axe 
against the tree rang out, it felt like an eternity. But 
when the tree careened to the ground, I felt trium-
phant. That was my reward.

And so it went throughout the day. Through the 
chainsaw demo. And the edgers. And the zero turns. 
I felt pained and elated all at once.

The Husqvarna safety crew stood closely by 
through it all. They provided us with full safety 
gear and were quick to intervene when necessary. 
Thanks to their care and expertise, I always felt safe 
and protected. Through their example, I not only 
learned how to better operate landscape equipment, 
I also learned the importance of working responsi-
bly and safely.

I am grateful to them for that. And I am just as 
grateful to them for throwing me into the fi re—
for giving me the tools to not only cut down a tree, 
but to grow.

For more on safety in the industry, see our cover 
story (beginning on page 26).



Fall means turf renovation, and RYAN makes it easy. With every hard working, dependable RYAN machine  
you buy, we’ll give you a free Business Resource Kit containing revenue generating tools that will help you market  
your business. Begin growing your business today. 

There’s 60 years of solid engineering and experience behind every piece of RYAN equipment.  

This fall, don’t just be ready…be RYAN ready.

THE TOOLS TO DO IT 
THE RESOURCES to SELL IT

* Offer good at participating RYAN dealers, Aug. 1–Oct. 31, 2011. © 2011 Schiller Grounds Care, Inc.

AERATORs    |    dethatchers    |    overseeders    |    sod cutters

ryanturf.com  |  (866) 469-1242  |                  ryanturfrenovation  



—  Chris Paisley

Mariani Landscape

Lake Bluff, IL



Always read and follow the label. The DuPont Oval Logo, DuPont,™ The miracles of 
science™ and Acelepryn® are trademarks or registered trademarks of DuPont or its 
affi liates. Copyright © 2011 E.I. du Pont de Nemours and Company. All rights reserved.

Make a statement with 

DuPont™ Acelepryn® insecticide.

Evolve your business with DuPont™ Acelepryn,® the 
latest advancement in grub control. One application 
provides unparalleled performance against every 
turf-damaging white grub species as well as key 
surface feeders. The Acelepryn® Application Advantage 
delivers timing that fi ts every grub preventative 
treatment program. Acelepryn® also provides effective 
control of key insect pests infesting landscape 
ornamentals. And, Acelepryn® is the fi rst and only grub 
control product to be granted reduced-risk status by 
the U.S. EPA for application to turfgrass. Customers 
will appreciate the excellent environmental profi le and 
the exceptional performance of Acelepryn,® while you’ll 
benefi t from a reduced number of costly callbacks. 
To learn more visit proproducts.dupont.com/acelepryn. 
DuPont™ Acelepryn.® Start an evolution.
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Safety         

TRAINING TURNS  
EMPLOYEES INTO 
CHAMPIONS,  
WHICH DECREASES 
INJURY, IMPROVES  
PRODUCTIVITY  
AND HELPS KEEP 
COSTS IN LINE.

STORY BY BETH GERACI, SENIOR EDITOR 
ILLUSTRATIONS BY DAVID V. GRIGG
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According to the South Florida  

Sun-Sentinel, a 38-year-old land-

scaper was weeding a lawn near a chain 

link fence at a middle school in Davie, 

FL, when he was struck by lightning. 

Dazed, the man was taken to an area 

hospital. He was one of the lucky ones; 

he survived. Some aren’t so fortunate.

According to the most recent Occupational 
Safety and Health Administration (OSHA) statistics, 
13 landscaping-related fatalities were caused by elec-
trocution in 2009. And it’s just one example of how 
dangerous landscaping can be. 

Whether they’re mowing, tree trimming or saw-
ing wood, landscapers can never be too careful in the 
field. Problem is, when workers are on the job, they 
don’t always contemplate that. On-the-job accidents 
happen for many reasons, business owners and con-
sultants say, not the least of which are carelessness, 
ignorance and machismo.

For workers to work safely in the field, they need 
more than just thorough safety training. A quality 
company safety policy is meaningless without strict 
enforcement and continual worker oversight.  » »
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COVER STORY

continued on page 30

Randy Reinke is president of Custom Products, a manufac-
turer of cabs and rollbars based in Litchfi eld, MN. The com-
pany sells cabs and rollbars to vehicle manufacturers such as 
Toro and Bobcat and to landscape and tractor dealers.

Reinke’s been building cabs since 1963 and rollover pro-
tection since 1971.

Custom Products operates a 130,000-square-foot facility 
featuring a test lab where the company 
tests its designs before certifying them. 

“The safety really has to be pushed 
starting with the manufacturer,” Reinke 
says. “Then it’s important that the safety 
message comes all the way down — to 
the dealer, then the purchaser. It’s impor-
tant that the safety message comes all 

the way down through the distribution channel.” 
Some employers may forget that it’s actually an OSHA 

legal requirement to provide a safe workplace for employees. 
“Why do you do it?” asks Reinke. “You want to avoid 

injury and you also want to avoid liability. The end goal is 
protecting that person — that human being at the end of the 
line. Safety saves lives.” 

Cary Zielinsky, president of Rider Tailgate Accessories, is a 
forest engineer who does timber work for the State of Utah. 

He recently developed 
new truck accessories 
called Tailgate Cable Ex-
tension Links. The links 
make loading and un-
loading landscape equip-
ment safer and easier, 
Zielinsky says, because 
they decrease a loading 
ramp’s steepness. 

“I had the idea quite a few years ago,” he says. “I had an 
ATV, and the steep angle of the loading ramps on the tailgate 
wasn’t good.” As a result it was diffi cult to load heavy equip-
ment, which often slid down the ramp, he explains. 

The steel links can pull about 4,700 pounds. 
“Anyone who has to load on ramps knows going back-

wards throws the weight a little bit,” Zielinsky says. He adds 
that Rider links reduce ramp steepness by about 16% and 
allow a tailgate to be lowered past 90 degrees. As a result, 
low ground clearance equipment such as riding mowers do 
not get stuck on the tailgate edge.

“For me it was all about the safety,” Zielinsky says. “If 
it’s less steep, you’re less likely to lose traction going up 
the ramps.” 

According to Texas’ www.starlocalnews.com, a landscaper was 

mowing a lawn in McKinney, TX when his hand somehow 

touched the lawnmower blade. The blade was still active. The 

accident severed several of the landscaper’s fi ngers and he was 

rushed to a local hospital.

MAKING THE SAFETY GRADE IN MANUFACTURING

A mower is loaded 

into a pickup truck 

with the help of Tail-

gate Cable Exten-

sion Links. The links 

lower the tailgate 

by 5.3 inches.

Dangers of yard work
Such accidents are common in the 
landscape industry, as Eastern Land 
Management president Bruce Moore 
knows. The top injuries the company 
sees are cuts from mowers and back 
injuries due to heavy lifting, he says. 

“We’ve seen guys putting their 
hands under a mower deck,” Moore 
says. “You never know why some people 
do what they do. We had one guy trying 
to adjust the belts that drive the blades 
while the machine was running and he 
lost part of his fi nger with that.”

David Estrada is AAA Landscape’s 

new safety director. He started on the 
job in June. A hands-on leader, Estrada 
spends 80% of his time in the fi eld, 
making the rounds. 

The company has a training room, 
where safety leaders show presentations 
on safety before taking new employees 
out in the fi eld for hands-on training. 

“If they can’t operate the major 
equipment like weeders, chainsaws or 
blowers, they don’t get hired,” Estrada 
says. Presentations cover everything 
from fi re extinguishers to scorpion 
protection, and the company even has a 
separate defensive driving program.

Vehicle accidents common
AAA has “zero tolerance of cell phone 
use while driving,” Estrada says, 
“because we’ve had several vehicle 
accidents,” including a recent incident 
in which an employee was talking on his 
cell phone, opened the door, hit it on a 
mailbox and smashed the window.

Moore’s Eastern Land Management, 
Stamford, CT, recently was awarded an 
Overall Safety Achievement Award from 
the Professional Landcare Network 
(PLANET). The award recognizes 
ELM’s commitment to providing safe 
work environments for its workers. 

ELM and other companies were 
evaluated on overall number of acci-
dents, number of days that employees 
were away from work, and reported 
injuries and illnesses, as well as the qual-
ity of its safety programs. 

Increased safety “is something we’ve 
worked hard on,” Moore says. “I’m very 
proud of the award.”

To improve driver safety, in January 



WORK READY VEHICLES BUSINESS CENTRAL DEALERS KNOW DOWNTIME IS MONEY. SO WE KEEP VEHICLES ON 

OUR LOT, AVAILABLE AT A MOMENT’S NOTICE. OUR WIDE LINEUP INCLUDES THE NEW 2011 CHEVROLET SILVERADO HD 
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“WE HAD A COUPLE NEW 
EMPLOYEES GET INJURED 
BECAUSE THEY WEREN’T 
USED TO WORKING IN THE 
SUN. THEY’RE NOT USED TO 
WORKING OUTSIDE IN 100 
DEGREES FOR 8 HOURS, 
AND BY THE END OF THE 
DAY THEY GET CONFUSED 
AND DIZZY AND THAT’S 
WHEN WE HAVE ACCIDENTS.” 

— DAVID ESTRADA 
AAA LANDSCAPE, SAFETY DIRECTOR

Staying hydrated on hot 

days helps prevent injury 

and lost productivity.

ELM installed GPS units on all of 
its vehicles and receives a weekly 
report of the speed limit at which 
employees are traveling.

Because its trucks travel the 
highway daily, ELM sets the limit 
at 60 miles per hour. Every Friday, 
ELM receives a spreadsheet showing 
which vehicles exceeded 60 mph. Once a 
driver exceeds 65 mph he or she receives 
a written warning and repeat violators 
are fi red after their third infraction.

OSHA statistics indicate that 20 
landscape workers died in highway 
accidents in 2009; and Bureau of Labor 
Statistics 2010 preliminary data states 
transportation accidents in all indus-
tries declined from 2009-2010 yet still 
accounted for nearly two out of every 
fi ve work-related deaths.  

Like AAA, Green Lawn Fertilizing 
forbids its employees to use cell phones 
while driving, says Vice President of 
Operations Tom Knopsnyder. “You’re 
driving a 9,000-pound vehicle on the 
road,” he says. “We’re driving through 
residential neighborhoods. We’re aware 
of the risks. We take it very seriously.”

Also, last July, Green Lawn began 
providing chains to restrain equipment 
in its trucks. The chains are installed by 
a mechanic before any truck goes out in 
the fi eld.

“It’s a 2,000-pound machine,” says 
Knopsnyder. Obviously, you know what 
can happen if that machine falls off and 
hurts somebody.”

Like ELM, Knopsnyder is proud to 
say that Green Lawn received a safety 
award from PLANET last year for 
having no road-related accidents. “We 
didn’t hit a parked car or hit a mailbox 
off the side of the road,” he says. 

Heat a factor
At AAA, based in Phoenix, temperatures 
often rise to 118 degrees, so employees 
can become overheated. 

According to OSHA preliminary 
statistics, more than 30 workers died 
in 2010 from heat-related illnesses. In 
June of this year, the administration 
launched a campaign to educate land-

scapers about the risks of working in the 
heat. The campaign reminds workers 
that they need “water, rest and shade,” 
according to OSHA’s website. 

AAA has a heat illness preven-
tion plan showing employees how to 
recognize and treat heat stroke and heat 
exhaustion symptoms. When workers 
suffer a heat-related illness, they are 
required to do exactly what OSHA 
suggests — go to shade and loosen 
clothing. Their fellow workers are told 
to fan them and put an ice pack under 
their armpits and on their legs.

On each job site, AAA also provides 
an ice machine, water, electrolyte pow-
der and salt tablets. If employees do not 
get better, they are driven home. 

Chemical risks
Speaking of risks, Knopsnyder says 
working with chemicals and heavy 
equipment can be extremely danger-
ous, and that’s why safety is among the 
company’s top fi ve priorities. 

At Green Lawn, the guys doing 
the fertilizer applications have the 
most dangerous job. That’s why Green 
Lawn provides them with rubber 
gloves, rubber boots, safety glasses and 
long-sleeved shirts. In the four years 
Knopsnyder’s worked at Green Lawn, a 
worker’s never suffered a chemical burn. 

Because working with fertilizers can 
be dangerous, Green Lawn audits its 
workers and watches them apply chemi-
cals in the fi eld, showing them what 
they did right and what they did wrong.  

“If it’s a major violation they’ll be ter-
minated on the spot,” says Knopsnyder. 

Knopsnyder wishes more compa-
nies would take applying fertilizers 
seriously and train employees prop-
erly. More companies need to be well 
versed on rules and regulations, he 
says. But unfortunately, “if you have 
a truck and a spreader, you can start a 
lawncare company.”
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Tree care a risky profession
The young man was discovered uncon-
scious in his trimming unit’s bucket (see 
anecdote below). Paramedics per-
formed CPR on Chisolm for more than 
half an hour before he was pronounced 
dead, the paper reported.

Tree care is routinely listed among 
the top five most dangerous professions 
in the world. Preliminary 2010 Bureau 
of Labor statistics show that fatal work 
injuries involving forestry, farming and 
fishing rose by 9% in 2010, while fatali-
ties among logging workers specifically 
also increased, from 36 in 2009 to 59.

Ninety percent of all accidents 
can be attributed to unsafe behaviors, 
asserts Peter Gerstenberger, senior 
adviser for safety compliance and 
standards at the Tree Care Industry 
Association (TCIA). 

Gerstenberger runs a certified 
tree care safety program at TCIA, an 
association for commercial tree care 
companies that strives to reduce acci-
dents and improve worker safety. 

Dangers usually emerge when tree 
care veterans — not new workers — 
become overconfident, Gerstenberger 
says. 

Dave Marren, vice president 
of safety and regulatory affairs for 
Bartlett Tree Experts, agrees.  

“Workers must remember that you 
can do something right 99.9.% of the 
time and that .1%, that one day at 11 
o’clock in the morning on that oak tree, 
you can make a mistake and get hurt.”

COVER STORY

continued from page 30

According to the Valley Courier newspaper in Alamosa, 

CO, Jerod Chisholm, 25, was trimming trees at the Blue 

Waters Hacienda apartment complex in Saguache County, 

CO. Everything was going great, that is until the arm 

of his tree-trimming device touched an electrical line, the 

paper reported.

FATALITIES RESULTING FROM TREE-
RELATED WORK ACCIDENTS IN 2009
Source: Tree Care Industry Association (TCIA)

22
The number of 
workers killed 
by a falling tree 
or tree limb

17

14

2

The number 
of workers 
who died 
after falling 
from a tree

The number 
of workers 
who died 
from electric 
shock

9
The number 
of workers 
who died 
from being 
struck by 
vehicles or 
equipment

The number of 
workers who 
died from being 
caught in or 
under a tree 

The number 
of workers 
who died from 
being caught 
in a chipper

3
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At Bartlett, if an employee com-
mits the same infraction twice he or 
she is fired. Some infractions, such as 
not being tied in when working above 
ground, are one strike and you’re out. 

“We’re not playing baseball,” Mar-
ren says.

Training key to  
preventing accidents
Marren oversees all of Bartlett’s safety 
and compliance programs, and Bartlett’s 
is among the most intensive safety train-
ing programs in the industry. It operates 
a state-of-the-art, 400-acre facility dedi-
cated solely to safety. Workers attend 
50- to 60-hour safety courses covering 
everything from rigging to cabling.

“We go out and actually apply 
techniques with seasoned instructors 
and look at the pros and cons of each 
type of system,” Marren says. “It’s more 
than, ‘OK, we’ve told you the right way 
to do it. You’re on your own.’ You have 
to make it part of their behavior.” 

“It’s like learning how to drive,” 
adds Dane Buell, director of general 
tree care at SavATree. “You’re more 
careful when you’re first starting out.”

Inspired to modify SavATree’s 
safety policy after attending a tree con-
ference last winter, Buell says SavATree 
is now revising its safety policy, focus-
ing more on injury prevention.

It already holds a monthly safety-
related conference call, where its safety 
committee discusses accidents, near 
misses and how they can be prevented 
going forward.

The TCIA compiles information 
on all arbor-related accidents reported 
in the media. The association’s most 
recent data show that in 2009, 89 
fatalities were reported. 

Of those deaths, 22 workers were 
struck by a tree or tree limb when 
removing trees; 17 fell from trees; 
14 died from electric shock; 9 were 
struck by vehicles or equipment; and 
the remainder were incited by various 
other causes, such as chipper accidents 
and asphyxiation. 

One big problem is that smaller 
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JOIN THE T3OOO 

REVOLUTION.

More properties per day. 
More money in the bank. 

The T3000 will give 
you something 
to talk about.

To see the T3000 in action, go to
WWW.TURFCODIRECT.COM or call 

800-679-8201 for a demo or DVD.

“ The T3000 is more effective and 
less physical on my staff.”
       --Chris Schurpp, Minnesota Turfcare

“ You don’t get tired, the application 
rate is consistent, and it saves time.”
       --Matt Girdzis, Arboreta Landscapes

“Our productivity is up over 50%.”
        --Buster Taylor, Taylor’s Trees & Turf

“ The labor savings are unbelievable...the 
T3OOO is the best investment you’re 
going to make.”
       --Andy Klasons, Andy’s Lawn & Landscaping

“You get more bang for your buck.”
        --Jon Rubey, Rubey Lawn Care, LLC

“ It works unbelievably well…I can do a lot 
more property in a little amount of time.”
       --Brian Ernst, Green Masters

Workers operate 
a wood chipper.
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companies aren’t always aware of 
hazards or don’t have the resources to 
address them, Gerstenberger says, and 
workers often have accidents because 
they have no training.

He should know; he worked in 
tree care for 10 years. “In a sense I 
am a poster child for what I’m talking 
about,” he says. During those 10 years, 

he suffered minor injuries, which 
happened because his company didn’t 
provide safety training. 

Hefty price to pay for injuries
When Moore recalls the mowing 
accident in which his employee lost 
part of his fi nger, he bristles when he 
thinks of the cost, not only to the man 

but also to the company. 
“It’s unfortunate, but at the same time 

workers don’t understand that it costs 
the company a lot of money, because as 
your insurance claims rise, your premi-
ums go up.” And when rates rise, they 
stay that way for three years, he says.

The last major claim ELM had was 
15 years ago, Moore says. An employee 
who was pruning fell off a ladder, twisted 
his knee and needed two surgeries. 

“It was well over $150,000 that the 
insurance company paid,” Moore says. 
“Our rates went up 15% just from that 
one accident. In today’s market you 
could lose your insurance altogether.”

Simple accidents, even an emer-
gency room visit, can cost a company 
several thousand dollars, Moore adds.

It’s crucial to have a hefty insurance 
plan, as Green Lawn does, says Knop-
snyder. “If you’re not insured, it’s just a 
bad accident waiting to happen and it’s 
bad for everybody in the business.

“When a company doesn’t follow 
the rules we all get lumped into that. It’s 
not good.”

 Insurance “is a big deal,” says SavA-
Tree’s Buell, “but the trick to having 
competitive insurance rates is to reduce 
your losses. It’s like the stock market. You 
buy low and sell high.”

Hearing stories like those of a 32-year-
old weed-whacker who got too close 
to the street and was killed by a car in a 
hit-and-run accident always hits home, 
Gerstenberger says.

Such stories are stark reminders that 
no worker is immune to tragedy.

“The majority of the accidents hap-
pen to people who have been on the job 
for years,” Estrada says. “They feel like 
they can do it with their eyes closed, 
and they can’t.”  LM

COVER STORY

“THE TRICK TO HAVING 
COMPETITIVE INSURANCE 
RATES IS TO REDUCE 
YOUR LOSSES.” 

— DANE BUELL 
DIRECTOR OF GENERAL TREE CARE, 

SAVATREE
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The author, owner-manager of 3PG Consulting, is a 25-year industry veteran. Reach him at kkehoe@questex.com.

THEBENCHMARK
KEVIN KEHOE

I
n the old days, the phone rang and there was 
more business than we could handle. Yeah, 
I really miss the old days, too. But we aren’t 
likely to see them again for at least fi ve years 
— or until the real estate market heals. 

All that being said, it is essential to build a sales 
machine within your business. There are fi ve parts 
of a well-functioning sales machine: 
1. Your plan must address the volumes 
required to achieve a return on investment. 
2. Your pricing must be competitive 
enough to win a fair share of what you bid. 
3. Your sales people must be able to 
execute the plan — weekly. 
4. Your methods must make it easy for 
your team to focus on the primary objective: 
maximum face time with prospects. 
5. Your message must resonate in the 
prospect’s gut. (Hint: Their primary need is 

not for higher quality landscape).

More on the message
Your message must demonstrate an understand-
ing of the prospect’s core needs. Only after this has 
occurred can you offer solutions. The prospect’s 
needs are both logical and emotional, but are always 
driven by business considerations.

Let’s use an example of primary needs in the 
commercial maintenance services arena. The fol-
lowing message:
› demonstrates an understanding of the 
prospect’s world;
› suggests (not provides) potential solutions; and 
› provides a common platform for print 
media, advertising, marketing, emails, proposals 
and sales calls.

When you consider the following challenges 
you face, selecting the right company to achieve 
your business goals becomes more than a matter of 
a green lawn.

Supply and Demand: Vacancies for commercial 
space over the next fi ve years are expected to 
increase by 10% in our market. This put pres-
sure on rents and retention. When you consider 
that retention is driven by rental rates, and rental 
rates are driven by good management and curb 
appeal, it makes sense to fashion a maintenance 
services strategy that gets you the best return on 
investment.
Energy Cost: The cost of energy and water are 
expected to rise by 20% by 2012. Combining this 
with pressure on rents, property managers can ill 
afford to waste water or continue to invest in high 
energy-consuming landscapes. It makes sense to 
assess these costs and invest in necessary upgrades 
to save money.
Litigation: The primary sources of litigation stem 
from issues regarding accidents related to poor 
maintenance practices — 70% of which are outside 
the building where people come to and from the 
offi ce. Mitigation can involve line of sight, lighting, 
water/snow slip-and-fall, and damages from main-
tenance equipment and contractors. When you 
consider the probability of these events, a preven-
tion plan can save you plenty. 
Weather: Storms cost property owners more than 
$400 million in our market last year. The greatest 
threats stem from windblown trees, hail dam-
age to walls and structures, and poor drainage 
because of outdated landscape design. These are 
high-cost insurance items that can be addressed 
by low-cost landscape practices. Managing this 
annual reality has a direct impact on your annual 
revenue. 

This is a sales message. It is directed at the 
real needs of the commercial property manager 
in this particular market. It is the way you get in 
the door to become a contender instead of just a 
bidder. Everyone has problems these days, and the 
problems are all money problems. Sell your services 
as a solution to these problems, and the prospect 
will listen.

Build a sales machine
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LAWNCAREPRO
LM ’S OPERATOR OF THE MONTH  »

AT A GLANCE
COMPANY: Lawn Dawg, 
Nashua, NH

FOUNDED: 1997

TITLE: President

YEARS IN THE INDUSTRY: 28

INDUSTRY INVOLVEMENT: 
Former president of 
PLCAA and the Massa-
chusetts Association of 
Lawn Care Professionals 
(MALCP); PLANET 
member and Trailblazer.

SERVICE AREA: Northeast 
United States

NUMBER OF LOCATIONS: 8

EMPLOYEES: 72

SERVICES: Lawn and tree/
shrub care

HOBBIES: Spending time 
with family, playing golf 
and being an avid Red 
Sox fan

FAMILY: Wife, Oana, and 
children Joe, Sam and 
Bianca

WEBSITE: LawnDawg.com

“

Jim Campanella started as a technician for Old Fox 
Lawn Care nearly 30 years. he moved into management 
with a variety of companies in the Northeast before 
deciding to set out on his own. “At that time, I decided 
that I had learned all the tools I needed to start my own 
company,” he says. Today, he’s the president and owner 
of Lawn Dawg.

What challenges and op-

portunities do you see for the 

industry in the coming year? 
We will continue to face the 
challenges that we’ve been 
facing in recent years, such 
as legislative activity, rising 
product costs, rising fuel 
costs, rising labor costs, and 
an economy that doesn’t 
allow for price increases.

How did you come up with 

Lawn Dawg as a name? I 
knew I wanted something dif-
ferent in the name, logo, col-
ors and the features and ben-
efi ts of the services I offered. 
While working for Barefoot 
Grass, we had a softball team 
we called The Lawn Dogs, 
so I changed the spelling of 
Dog to Dawg, developed a 
logo that was friendly and 
distinguishable, and built my 
offerings based on all of the 
things customers told me that 
they did and didn’t like about 
lawn services.

You’ve been involved in the 

industry, as a former president 

of the Professional Lawn 

Care Association of America 

(PLCAA, now part of PLANET). 

Why is that important to you? 
Prior to starting Lawn Dawg, 
I had the great fortune of 
working for legends of this 
industry — including Jim 
Wilkinson, Marty Erbaugh, 
Pat Norton and Bill Hoopes. 
The mentoring I received 
from them helped me get to 
where I am today. 

I joined PLCAA in 
1998 with the desire to give 
my support to the next 
generation of leaders, just 
as those guys did for me. 
Over the years, I have 
developed so many friends 

from all over the country, 
thanks to my involvement 
with PLCAA and PLANET.

You’ve expressed frustra-

tion with the way legislators 

approach lawn care issues. 

What can — and should — 

be done about it?  I’ve seen 
bad legislation passed or 
considered that has no sci-
entifi c foundation. Emotion 
plays a huge factor in how 
bills get introduced, gain 
momentum and get passed. 
Our activist opponents are 
very engaged with legisla-
tors, and are constantly 
providing misleading and 
outright false information. 
They have been better orga-
nized than us, and have really 
kept us on the defensive. Of 
course, they have the ad-
vantage of performing their 
activism full time. Lawn care 
operators are busy running 
businesses, creating jobs, 
stimulating the economy and 
providing a benefi cial con-
tribution to the environment 
and the quality of life of our 
customers. 

Have you been able to 

infl uence any legislation? 
In 2010, I lost a lot of sleep: 
A representative in New 
Hampshire introduced a 
bill that would eliminate 
the use of pesticides on 
lawns. The fi rst public 
hearing was like a circus, as 
the activists systematically 
introduced people to testify 
that pesticides have in some 
way devastated their lives. 
They brought people from 
New York, Massachusetts, 
Washington, Maine and 
Canada, including a few 
self-proclaimed “experts.” 
Watching the reaction of the 
committee members made 
it clear to me we were in for 
a battle. Over the next nine 
months I attended about half 
a dozen committee meetings 
— and with the support of 
the National Pest Manage-
ment Association (NPMA), 
Responsible Industry for a 
Sound Environment (RISE), 
PLANET and several indus-
try suppliers, we were able to 
defeat the bill. 

                  THE MENTORING I RECEIVED FROM (INDUSTRY 
LEADERS) HELPED ME GET TO WHERE I AM TODAY.

BY DAN JACOBS
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AN 11-STORY HOSPITAL is rising 
in Escondido, CA, located in hot, arid 
and drought-prone San Diego County. 
Instead of traditional lush green lawns 
and plantings, the landscape will feature 
California native plants, decomposed 
granite pathways, stone and boulders 
found onsite and swales that allow storm 
water to infiltrate the ground instead of 
run off into storm drains.

“The industry and society are steer-
ing toward environmentally friendly 
landscaping,” says John Mohns, 
president and owner of Benchmark 
Landscape, which is installing the proj-
ect. “Even though in the past, people 
loved their tropical oases and green 
lawns, things are changing 
— and landscape architects 
and property owners are 
responding to that.” 

Mohns founded the company 
in 1984, in Poway, near San Diego. 
Benchmark’s landscape installation 
clients are mostly general contractors, 
he says, but much of its client base is in 
the commercial maintenance depart-
ment. He’s opened branch offices in 
San Marcos and Spring Valley, which 
are also in San Diego County — 
mainly for the maintenance division to 

be closer to the properties 
they work on. 

Benchmark has approxi-
mately 260 employees, with 

roughly 220 in the field.  
“As a company, I think our manag-

ers have a passion for the environment, 
landscaping, plants and irrigation and 
drainage systems that function like they 
should,” Mohns says. “We’ve gotten 
very good at value engineering. We 
have some tremendous talent, and we 
have some good ideas.”

The hospital, Palomar Pomerado 
Health, is on a 4- to 5-acre site, says 
Benchmark’s general manager, Bill 
Hoffman. At a cost of approximately 
$3 million, the landscaping project is PH
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SUSTAINABLE LANDSCAPE

Behind the scenes at the environmentally  
friendly landscaping work for a new  
California hospital.  BY JANET AIRD

       THE PICTURE

HEALTH
of

The landscaping 

includes install-

ing bioswales for 

water runoff. 
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one of the largest Benchmark has been 
involved with, and is one of the largest 
in the country. It began in the spring of 
2011, and has a completion date of mid-
2012. San Diego-based Spurlock 
Poirier Landscape Architects designed 
the landscaping. 

“They’re very involved onsite,” 
Hoffman says of the design team. 
“We’re working closely with the 
architect relating to plant procurement, 
plant layout, and site and design issues.”

One of the challenges is the sheer 
size of the site. Another is that the hos-
pital is still under construction. With so 
many people on the job, there’s almost a 
little village of offices to administer and 
manage the various trades 
onsite, Mohns says. Bench-
mark has a project manager 
onsite full time, and has 12 
to 20 employees in small 
sub-crews working in multiple areas. 
Scheduling and coordination among all 
the trades is probably the biggest chal-
lenge, he says. 

“It’s amazing what it takes for 
everyone to do their jobs, and do their 
jobs efficiently,” he adds. “We have to 
work on a very tight schedule to make 
sure we can get into areas that are open 
for us. Other areas, we coordinate with 
other trades. There are some areas on 
the project — for example, the bio-
swales — where we have to work on 
Saturdays because that’s a day when no 
cars are parked there.”

The bioswales, at the edges of the 
parking lots, the perimeter of the site 
and other impervious surfaces, are the 
main storm water features in the proj-
ect: Storm water will flow into them 
from the impervious surfaces.

As storm water infiltrates the 
ground, plant material, mulch and 
soil will filter out pollutants such as 
sediment and hydrocarbons. During 
large rain events, runoff may pond or 
flow in the swales, but it won’t work 
its way offsite. Instead, it will empty 
into surface drains at the lower part 
of the swales, Hoffman says, noting, 
“It’s amazing the effort that’s gone into 
treating the storm water.” 

Reduce, reuse, recycle
Another sustainable feature 
of the project is the reuse 
of materials already on the 

site. Benchmark will excavate the swales 
3.5 ft. deep, and then replace some of 
the excavated soil with a mixture of soil 
from elsewhere on the site. They’ll use 
3- to 8-in. aggregate from onsite for the 
mulch and bring in the remainder from 
elsewhere. They’ll landscape the swales 
with trees, drought-tolerant plants, and 
2- to 4-ft. landscape boulders that were 
already on the site, as well.

“They’re absolutely gorgeous 
boulders,” Mohns says. “There’s a lot of 
beauty in things that in the past might 
have been thrown away.”

They’ll also use boulders from the 
site to build rock walls that designate 
main entrances and exits, driveways and 
other focal points. The boulders retain 
the soil on slopes, they’re natural — and 
they don’t need water, Mohns points out.

“In landscaping, a lot of thought can 
go into how you cover the ground, espe-
cially on a slope,” he says. “The landscape 
architect was very involved in laying 
these out. We’re working with them to 
ensure that their design is implemented.”

The landscaping includes other sus-
tainable features as well, says Hoffman. 
The entire site is being capped with 
approximately 3 ft. of clean dirt that 
was excavated when the site was leveled. 
The decomposed granite pathways also 

allow storm water to infiltrate into the 
ground. The benches are being made of 
Ipê wood from sustainable forests, and 
the landscape mulches in most of the 
planter areas are organic.

The main garden is the healing gar-
den, which is designed to be an area of 
meditation and peace of mind. It will be 
surrounded by other gardens that also 
will be designed to be calming and rest-
ful — and drought-tolerant. San Diego 
is just emerging from a Level 2 drought 
that began in 2009, and designers are 
choosing plant palettes with water 
efficiency in mind.

“The challenge right now is finding 
enough of the right plants,” Hoff-
man says. “Typically, a good nursery 
is actively managing its stock, plant-
ing, moving its stock up as it matures, 
fertilizing and pruning. The recession 
depleted the available quality plant 
material stock. It definitely takes more 
time and effort to locate good plant 
material in the quantities we will need.”

Benchmark is buying blocks of 
plants and contracting with nurseries 
to grow them. If there aren’t enough, 
Spurlock Poirier will make substitutions 
or specify smaller plants.

“We have a very strong team out 
there,” Mohns says. “In the end, it will 
be a very successful job and a beautiful 
job.” LM

The author is based in Altadena, CA.

SUSTAINABLE LANDSCAPE

Bioswales collect 

and filter water 

before it enters 

storm drains. 



Adjusting the way 
you see high effi  ciency.

That’s intelligent.

Introducing the Rain Bird® HE-VAN—the world’s fi rst high-effi  ciency 

variable arc spray nozzle. Believe your eyes. Through more uniform 

coverage, you can now increase water effi  ciency, while actually shortening run 

times. You can simplify your inventory with full adjustability from 0˚ to 360˚. 

And you can do it all with a nozzle backed by the name you trust. Seeing what 

you can accomplish with the fi rst high-effi  ciency variable arc spray nozzle. 

That’s The Intelligent Use of Water.™

NEW

New Rain Bird® HE-VAN Nozzles 
High-Effi  ciency Variable Arc Spray Nozzles

Available exclusively at Ewing Irrigation

www.ewing1.com  |  800.343.9464
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FIFTY AND FABULOUS

The fi rst mechanical 
topdresser celebrates 
50 years of consistent 
spreading. BY SETH JONES

HAPPY FIVE-OH, TURFCO

John Kinkead, CEO of Turfco, 
and Scott Kinkead, executive 
vice president of Turfco.

The fi rst powered topdresser in the industry 

was sold by Turfco. This Mete-R-Matic was 

bought by Christina Lakes Golf Course near 

Grand Forks, British Columbia, in 1962.

In honor of their 50th 

anniversary, Turfco is 

giving away 10 Apple 

iPads and a grand 

prize of a WideSpin 

1540 EC. To enter the 

drawings, visit www.
turfco.com/50years. 

IT MIGHT SEEM hard to imagine, but 
50 years ago, topdressing was done by a 
laborer armed with a shovel. He’d start 
on one end of a property and pitch sand 
until the entire area received a layer.

By the end of the day, the consis-
tency of the amount of sand being 
spread was, well, lacking.

Enter the mechanical topdresser. The 
fi rst Mete-R-Matic — with wooden slats 
and a wooden hopper — was shipped by 
Turfco in September of 1961. 

A lot has changed in 50 years for 
Turfco. Now the company offers riding 

applicators, heavy-duty spreaders and 
advanced edgers.

But that doesn’t mean the 1961 
Mete-R-Matic is totally out of style.

“We still get calls for the old wooden 
machines wanting to know if we have 
replacement parts,” laughs Scott 
Kinkead, executive vice president.

The warranty pool
Turfco Manufacturing, founded by 
John Kinkead, is a family-owned and 
operated company. (John Kinkead’s 
father, Robert Stanard Kinkead, 
founded National Mower in 1919.) 
John’s two sons, George, president and 
Scott, executive vice president, have 
been working with the company 26 and 
20 years, respectively.

The family atmosphere transforms 
into a team atmosphere from the front 
offi ce to the fac-
tory. That’s because 

employees at the facility are driven to 
make machines that won’t break down. 
The better the machines, the better 
their bank accounts.

Every year the company establishes 
what they call “the warranty pool.” The 
pool is money dedicated to repairing 

equipment still under the com-
pany’s two-year warranty.

At the end of each year, the 
money that isn’t spent from 
the pool gets distributed to the 
staff in the factory. So the fewer 
machines returned for service, the 
bigger the warranty pool check.

“It gives them more incentive 
to do good work,” John Kinkead 

says. Scott adds, “Quality is important – 
operators expect this equipment to last.”

What it all comes down to for the 
company is the desire to help people do 
their jobs better.

“These guys are running their own 
businesses,” Scott Kinkead says. “We’re 
making products that are fundamen-
tal to them making money. We’re 
involved with helping guys grow their 
business. That’s pretty fun.” LM

Seth Jones is editor-in-chief of 

Landscape Management’s sister 

publication, Golfdom.
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Shilan is editor of FromDesign2Build.com. Contact him at 201/783-2844 or jshilan@gmail.com.

PROFITINGFROMDESIGN
JODY SHILAN

Q Many companies offer “free draw-

ings” to get installation work. We’ve 

always charged for our landscape 

plans, but often lose work because of this. 

What can we do? 

— Bill Smith, Greenscapes Unlimited, Greensboro, NC.

A This is a  common problem no matter 
where your landscape design/build busi-
ness is located. 

There will always be companies that provide 
“free plans” as a strategy to get installation work. 
One could argue this is no different than offering a 
10% discount on a new installation.

Don’t get me wrong. Creating landscape plans 
for free, is bad business. It might get you a signed 
contract, but  the chances of the work being profi t-
able, the customer being satisfi ed, and the project 
coming out well are extremely slim.

There is no such thing as a “free” plan. The time 
it takes to create a design, present it to the client, 
and make revisions in hopes of getting the work, 
costs you, the contractor, a considerable amount of 
time and money. 

Most contractors roll the cost of the plan into 
the installation estimate, thereby charging clients 
“full price” for their “free plan.” This is fi ne if you 
get the installation, but what about the other four 
or fi ve “free plans” that didn’t turn into any work? 
Who pays for those drawings? You do.

 There are many variables at work here, including 
the size of the property, the scope of the work, the 
amount of detail in the drawing and the proximity of 
the project in relationship from your offi ce.

During the typical design/sales process, contrac-
tors can expect to spend about 20 hours creating a 

free plan. That’s half of an average workweek (or 
one-third of a landscape contractor’s workweek).

I’ve listed the basic steps of the design/process 
below, including average times for each step. Keep 
in mind that each step includes drive time to and 
from the offi ce.

Initial meeting: 2-3 hours
Site analysis: 1-2 hours
Concept plan: 3-4 hours
Estimate: 3-4 hours
Client presentation: 1-2 hours
Plan revisions: 2-3 hours
Estimate revisions: 2-3 hours
Client presentation: 1-2 hours
Total: 15-23 hours 

To dissuade clients from working with a free 
plan, the best thing that you can do is educate 
them on the value of working with your design 
team and installation crews. Explain how you will 
work closely with them to make sure the design 
and installation are exactly what they envisioned, 
and how a landscape plan is the least expensive, 
but most important part of any landscape installa-
tion. Compare the benefi ts of hiring a professional 
company such as yours versus the potential pitfalls 
of working with a company that provides free plans.

Clients willing to pay for a professional plan 
and go through the proper design process are 
typically a better clients. They are also the clients 
who usually increase the scope of work and their 
budgets during the design/build process — pro-
viding you with a more profi table project and a 
very satisfi ed customer. 

By charging for plans and weeding out the “tire 
kickers,” you free up countless hours of wasted 
time. You can now use those 20 extra hours a week 
to keeping your paying customers satisfi ed. These 
satisfi ed clients will happily refer you to their 
friends and families, who in turn will expect to pay 
for their drawings.

Competing with value, not price

Profiting from Design is a quarterly column from award winning landscape 
designer, consultant and former design/build contractor Jody Shilan. Shilan is also 
the President of the New Jersey Landscape Contractors Association. If you have a 
question you would like answered in Profiting From Design, please contact Shilan at 
jshilan@gmail.com.
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›

WEEDWATCH

BROUGHT TO YOU BY 

STANDING SENTINEL TO PROTECT PLANT HEALTH

For more information regarding these and other turf weeds — and related control technologies and tips — please visit www.DowProvesIt.com or call 800/255-3726.
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Recommended 
Dow AgroSciences 

solution

Turfl on® Ester Ultra 
specialty 
herbicide

Recommended 
Dow AgroSciences 

solution

Confront® specialty
herbicide*

CONTROL TIPS

 ›Creeping beggarweed 
can reproduce and spread 
in multiple ways. Two or 
more applications of a 
post-emergence herbi-
cide may be needed.

 ›When beggarweed is 
young and actively grow-
ing, apply a two- or three-
way product that will 
translocate through the 
foliage and root system.

 › Keep proper mowing 
height, fertility and mois-
ture to facilitate healthy, 
dense turf that can com-
pete with beggarweed’s 
aggressive nature.

* Confront is not for sale or use in Nassau and Suffolk counties, New York. State restrictions on the sale and use of Confront and Turfl on Ester Ultra apply.

CREEPING BEGGARWEED 
Desmodium incanum

IDENTIFICATION TIPS

 › This prostrate creep-
ing perennial, featuring 
a strong mint odor, has 
square stems several 
feet long that root at 
the nodes.

 ›Rounded, scalloped 
leaves and small, funnel-
shaped purple fl owers 
grow in clusters.

 › It prefers moist, shady 
sites — and can tolerate 
low mowing heights.

CONTROL TIPS

 › Fall is an excellent 
time to treat ground ivy. 
Applications in spring, 
when the ground ivy is in 
fl ower, are also effective 
for control.

 › Products containing 
triclopyr have proven 
to be highly effective in 
spring and fall, and 
more effective than 
2,4-D-based products 
during the diffi cult sum-
mer period.

 ›Alleviate shade, wet 
soil and poor fertility to 
help maintain control.

IDENTIFICATION TIPS

 › This perennial broadleaf 
weed, featuring pink fl ow-
ers, is found across the 
Southeast United States.

 › It develops from a large 
taproot and has many 
branched runners capable 
of rooting at nodes along 
the stems.

 › Leaves are composed 
of three leafl ets — elliptic 
in shape, pointed at the 
tip and rounded at the 
base. Both stems and 
leaves are hairy.

 ›Creeping beggarweed 
spreads by seeds, stolons 
or segments of the taproot.

GROUND IVY
Glechoma hederacea



O F F I C I A L
CHEMISTRY
C O M P A N Y12008 Specialty Product Consultants. ®Dimension is a trademark of Dow AgroSciences LLC. State restrictions on the sale and use of Dimension

specialty herbicide products apply. Consult the label before purchase or use for full details. Always read and follow label directions. ®The swinging
golfer logo is a registered trademark of PGA TOUR, Inc. ©2010 Dow AgroSciences LLC   T38-813-002 (12/09) BR 010-60661 DATOTURF9075

THE HOTTEST SHOW ON THE WEED CONTROL
ROAD JUST GOT EVEN LOUDER.
Only a superstar rolls like this, and you’re about to get a backstage pass to the hottest tour on
the road. It’s the Rock the Weeds Tour featuring Dimension® specialty herbicide, the No. 1
preemergence herbicide brand in the lawn and landscape markets.1 Dimension is cranking up the
volume on tough weeds like crabgrass, creeping woodsorrel, bittercress and many other grassy
and broadleaf weeds. And its nonstaining formulation rocks all season long and delivers outstanding
early postemergence control on crabgrass. On this tour, there are no groupies or wannabes.
It’s brought to you by the company that delivers only proven solutions — Dow AgroSciences.
www.DowProvesIt.com

GOLF LAWN NURSERY ORNAMENTAL

P R O V E N  S O L U T I O N S



T H E  P R O F E S S I O N A L  E D G E .

Right out of the box, EdgePro® ONE Paver Restraint is the 
perfect edge for straight installations. Or, with a few quick 
clips, it’s the perfect paver edge for radius curves. Save 
time and money with a product that’s easier to install and 
will work for any standard paver installation, straight or 
curved. EdgePro® ONE Paver Restraint.

ONE 
AND 

DONE

800.334.3776  t  edgepro.com
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LMREPORTS
YOUR GUIDE TO PRODUCT RESEARCH

LAWN CARE: FERTILIZER 
      & FERTILIZER BLENDS

LebanonTurf
ProScape 
LockUp enables 
post-emergence 
control of annual 
and perennial 
broadleaf weeds 
in residential 
lawns, golf 
courses, parks, 
sports fields, sod 
farms and other 
established turf-
grass. The granu-
lar product pro-
vides activity at 

low use rates — generally 0.02 to 0.06 lbs. 
of active ingredient (penoxsulam) per acre 
— and can be used on wet or dry foliage and 
on warm- and cool-season turf. The specialty 
fertilizer/herbicide also includes Lebanon-
Turf’s MESA, the first nitrogen source to 
combine ammonium sulfate with methylene 
urea in a single particle. LebanonTurf.com 

Agrotain International
Providing consistent nitro-
gen feeding for as long as 
eight weeks, UFLEXX is 
specifically intended for turf 
uses where repeat applica-
tion is desirable. It features 
an exclusive inhibitor that 
blocks urease, which helps to 
minimize nitrogen loss to the 
atmosphere — allowing time 

for rainfall and irrigation to effectively transport nitrogen to the root 
zone for plant utilization. Once in the soil, another inhibitor keeps it 
in a plant available form, ensuring no other losses occur from deni-
trification or leaching. AgrotainTurf.com/uflexx.php

Harris Seeds
Harris is the primary 
distributor of Worm 
Power organic fertil-
izer in the United 
States. Certified by 
the Organic Materi-
als Review Institute 
(OMRI) for organic 

production, the product is odorless and considered 
safe for use around children and pets, the company 
says. Its fine, crumbly texture — like that of ground 
coffee — makes it easy to spread and handle. It de-
livers a guaranteed NPK analysis of 1.5-0.7-1.5, plus 
abundant micronutrients and a robust community 
of beneficial microorganisms essential for plant 
production. HarrisSeeds.com

Agrium Advanced Technologies
The XCU 10-Week Mini feeds turf for 10 weeks 
or more, and is — according to the manufacturer 
— the longest-lasting, mini polymer-coated, sulfur-
coated urea (PCSCU) on the market. Along with 
the XCU 8-Week Mini and regular-sized XCU prod-
ucts, the fertilizer offers a consistent and 
predictable release profile. It also has 
a low risk of leaching and volatiliza-
tion, which means nutrient losses 
to the environment are mini-
mized. AgriumAT.com 
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MAINTENANCE: 
COMPACT EQUIPMENT

Bobcat Co.
The new T750 
joins the Bobcat 
M-Series loader line, 
which includes the T630, 
T650, T770 and T870 compact track loaders and 
the S630, S650 and S850 skid-steer loaders. It 
delivers a lift height-to-hinge pin measurement 
of 132 in. — more than 3 in. higher than a T300. 
It also features a 23 gpm standard hydraulic 
flow, an operating weight of 10,327 lb., a rated 
operating capacity of 3,325 lb., and it’s powered 
by an 85-hp turbo-diesel engine. New job-
enhancing features were added to the optional 
deluxe instrumentation panel. Available only on 
M-Series machines, the panel intelligently moni-
tors key loader functions, and the keyless start 
helps prevent theft. The new 5-in., full-color LCD 
screen offers better readability and interaction. 
Easy-to-read virtual sweep gauges allow the 
operator to quickly read and understand the ma-
chine’s performance. Bobcat.com

Harrell’s
Harrell’s is the exclusive east-
ern formulator and a leading 
distributor of Polyon Con-
trolled-Release Fertilizer, which 
has been used by turf profes-
sionals for nearly 20 years. 
Its patented Reactive Layers 
Coating technology is backed 

by many years of basic and ap-
plied research, both in laboratories 

and field applications on commercial turf 
and residential lawns. Nitrogen is released 

gradually and consistently via temperature-con-
trolled diffusion and it is not affected by moisture. The controlled release 
of nutrients helps professional turf managers achieve green, healthy turf 
and lawns for up to seven months. And, because nutrients are released 
gradually throughout the growth cycle, there is less nutrient loss to the 
environment. Harrells.com/focus/polyon

Toro 
Toro has upgraded its com-
pact equipment line with the 
new TRX-16 (pictured) and 
TRX-20 walk-behind tren-
chers, replacing the TRX-15 
and TRX-19 models. Along 
with the Toro TRX-26 model, 
these gas-powered ma-
chines make trenching easier 
with a tracked design and 
operator-friendly controls. 

The new models are equipped with powerful 4-cycle Kawasaki 
twin-cylinder engines with a large oil reservoir to help maintain 
low engine temperature and prolong engine life. Delivering 10 
gpm of hydraulic flow at 2,900 psi to the boom helps maximize 
digging efficiency. Each unit is also equipped with a standard 
hydraulic oil cooler that provides a cooler running machine in 
the most demanding conditions. Engineered with a low-profile 
tracked design, the Toro TRX models provide a low center of 
gravity for performance on a wide range of ground conditions. 
Tracks help the operator maneuver over perpendicular trenches 
effortlessly, where wheeled units may get stuck in the existing 
trench. The Toro TRX trenchers can be outfitted with a 24-, 36- or 
48-in. boom. All three models offer chain widths of 4 or 6 in., 
and the TRX-26 has an additional 8-in. chain configuration. Avail-
able accessories include a backfill blade, a boring attachment 
and a custom TRX trailer. Toro.com/trx

Masterblend/Tyler 
Enterprises
Greensward was developed 
for athletic field maintenance, 
grounds maintenance and land-
scaping professionals to develop 
and maintain strong and lush 
turf. Constant use and play can 
cause your turf to lose strength 
and make it more susceptible to 
insects, weeds and even total 
loss. Greensward is specially 
formulated and custom blended 
to provide turf the strength it 
needs and the beauty you want. 
Masterblend.com/turf.html
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Case Construction Equipment
With a large boom and arm for greater 
reach, the new Case CX55B compact 
excavator delivers 11,240 lbf of bucket 
digging force. Its 39.3-hp engine, operat-
ing weight of 12,295 lb. and dig depth of 
12 ft. 10 in. give the CX55B enough size 
and power for tackling a variety of ap-
plications. Plus, its compact size and cab 
height of 8 ft. 4 in. make the Case CX55B 
excavator as easy to trailer between 
jobsites as a skid steer. Large front and 
rear windows improve operator visibil-
ity, while a new slide-up front window 
improves air flow and helps the operator 
communicate more effectively with co-
workers near the machine. CaseCE.com

Steam Jenny 
Steam Jenny introduces four models of direct-drive cold 
pressure washers. All models are designed for maximum durability and portability. 
The pressure washers are powered by 9- or 13-hp Honda GX Series engines and 
feature a triplex ceramic plunger pump, which requires little maintenance. The units 
are available with pressure ratings between 3,000 and 4,000 psi, and flow rates 
vary between 3 and 4 gpm. The chassis is backed by a 7-year limited warranty, and 
other components are covered by a 1-year limited warranty. SteamJenny.com

Ditch Witch
Fast, powerful, simple to operate and 
easy to steer, the Ditch Witch RT24 
compact trencher offers a choice of high-
flotation tires or heavy duty tracks, plus 
an optional Roto Witch boring attachment 
that helps you install utilities beneath 
driveways, sidewalks and other surface 
improvements with minimal turf distur-
bance. The fully hydrostatic, 22.3-hp unit 
was designed with more weight on the 
digging chain, so it can put more product 
in the ground faster. A special trail wheel 
supports the oscillating tracks to help 
reduce breakover and increase stability 
over uneven and rough terrain; tracks 
“walk” or oscillate 12° for extra stability. 
Its trenching capacity is 48 in. deep and 
8 in. wide, and easy hand controls are 
grouped conveniently at the operator’s 
station. The optional backfill blade, avail-

able only from 
the Ditch Witch 
organization, 
eliminates the 
need for shovels 
and manual labor. 
DitchWitch.com
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The author, of the Wilson-Oyler Group, is a 30-year industry veteran. Reach him at bwilson@questex.com.

BESTPRACTICES
BRUCE WILSON

A
s I write this, the country’s debt 
rating has been lowered and the 
stock market has plunged more 
than 600 points. Hopefully by 
the time you read this, things will 

look a bit better. 
Although this has been a long and drawn-out 

decline, and competition has been severe, someday 
soon the situation will improve. Through my own 
experience as a business leader and mentor, and in 
my observation of successful companies, I know 
that some companies will outperform during the 
rebound. As measured against the competition, the 
companies that survive will do so by having a “leap-
frog advantage” over their competitors. 

A desure to make that leap is one thing, but 
doing so is tough. We get defensive. We huddle. We 
retreat. It’s hard to mobilize when the challenges 
seem insurmountable. 

But it is possible. Here’s how.
The following eight steps are guaranteed to 

move your company from defense to offense, and 
position you for the leapfrog advantage: 

1Evaluate your bench strength. Do you have the 
capacity to take on growth, given the opportu-

nity? If you were able to grow sales by 25%, what 
would your organization chart look like? Can you fi ll 
the holes?

2 Evaluate your equipment. Have you held 
off replacing older equipment to conserve 

cash? Has this left you vulnerable? If so, start 
investing now and make sure you have the 
ability to upgrade your equipment to accommo-
date growth.

3Evaluate your fi nances. Do you have funds in 
reserve? If you get a growth opportunity, can 

you fi nance it internally, or do you need to increase 
your credit lines? The best time to borrow is when 
you do not need it. 

4 Evaluate your market position. Have you 
compromised your visibility with marketing 

budget cuts? Do you have suffi cient exposure to get 
the opportunities you want? What is your customer 
thinking? When was the last time you asked?

5 Evaluate your communications strategy. 
Has your audience changed? Have you 

updated your messaging? Have you incorporated a 
plan for social media? 

6Evaluate your people. Do you have a team that 
can get you through austerity? Are they ready 

with the right skills to help you move forward? Do 
you need to re-tool to enhance performance? Are they 
willing to do whatever it takes? It might mean change.

7Evaluate your plan. How thorough is your plan? 
Is it up to date? Does it cover contingencies 

and opportunities? Hire a business coach to help 
you freshen your goals and map out next steps.

8Evaluate your outreach. Are you networking? 
Are you talking to other business leaders in 

your communities? Are you building knowledge, 
creating relationships and sharing best practices? 
Listen to what your peers and colleagues are saying. 
Learn from one another. 

Use this period as an opportunity to evalu-
ate and recalibrate. Some segments are doing 
well; maintenance and residential design-build, 
for example, show a lot of activity. Where is your 
strength? Are you playing to it? Are you concen-
trating on what you do best?

My crystal ball doesn’t tell me whether the 
rollercoaster ride will continue — or whether the 
turnaround will start today, next quarter or next 
year. But it doesn’t take a crystal ball to know it is 
better to be the benefi ciary of the rebound, rather 
than the victim of the turmoil. 

Take the leapfrog advantage





Matrix® pansy makes more blooms for more impact – 
count on season-long color in your plantings.  
Turn to Ball for fast, easy and profitable landscape 
color solutions!

Request your free Landscape Color Solutions catalog 
with poster and photo CD at balllandscape.com.

800 879-BALL

©2010 Ball Hor ticultural Company. ® denotes a registered trademark of  Ball Hor ticultural Company. BHC10332  

matrix®

 

Make money with

pansy
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BALL VARIETY FOCUS: NEW MATRIX® MIXES
Matrix® are the best large-fl owered pansy for landscapes with better branching for less stretch. Plants bloom even through 

the shorter days of winter in mild climates. Outstanding for spring and autumn beds! Matrix custom blends make pansy mix 

use easier in the landscape. Check out new Tricolor Mix of True Blue, Lemon and Purple for fall or spring, as well as Autumn 

Blaze and Citrus Mix. Visit www.BallLandscape.com for more information.

PROUD SPONSOR

FALL COLOR doesn’t just grow on 
trees. Perennials and ornamentals 
can be combined to provide clients 
with late-season showiness in con-

tainers and beds. 
Plant breeders continue to improve the 

color options available to landscapers, as well 
as the length of bloom time, so there are 
many options. Even tried-and-true fall perform-
ers such as Asters and Chrysanthemums are 
available in new colors, sizes and shapes. That 
may be the most diffi cult aspect of adding late-
season color: deciding on the right plants.

Plants of the year
There are thousands of perennials and orna-
mentals to choose from, but you can narrow 
them down by beginning with plants tested by 
associations and botanical gardens. One such 
association, the Perennial Plant Association 
(PPA), has chosen Amsonia hubrichtii as its 

2011 perennial of the year. 
Amsonia hubrichtii, also known as ‘Ar-

kansas Bluestar,’ provides three seasons of 
interest in zones 4 through 9. Even after its 
clusters of light-blue, star-shaped blooms fade 
in spring, the plant’s feathery foliage takes 
over. The green, fern-like foliage turns bright 

‘Glamour Red’ kale can provide 
color all winter in some climates.

Fall
Spring isn’t the only time 
for colorful plantings.
BY JAMIE J. GOOCH
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SPECIAL SECTION OF LANDSCAPE MANAGEMENT

Producing profi ts through 

bedding plants, ornamentals & trees
›

LANDSCAPE COLOR



FALL COLOR
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›

KEEP IT CLEAN
To ensure late-season color has its 
chance to shine in the landscape, 
sell your clients a fall maintenance 
package. It’s important to remove 
dead plant matter not only for aes-
thetics, but to decrease the chance 
of disease. A fall landscape mainte-
nance program can also include:

› Mulching to protect crowns 
and roots from winter weather.

› Dividing certain perennials 
to prevent overcrowding.

› Staking tall perennials so 
that they aren’t damaged by wind 
or heavy snows.

› Weeding and fertilization as 
necessary.

› Planting containerized perennials 
or moving them indoors.

› Fall pruning of certain fl owering 
shrubs.  —JG

1 Amsonia hubrichtii 
has wispy green foli-

age that turns bright 

yellow in the fall. 

2 Hakonechloa macra 

‘Aureola’ stands out 

for its cascading 

yellow blades.

3 Gaillardia x grandi-
fl ora will bloom into 

early autumn.
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yellow in the fall. It mounds to 3 
ft. high by 3 ft. wide, so it works 
well in the landscape when 
massed together and combined 
with ornamental grasses. 

Speaking of ornamental 
grasses, the variety of foliage 
colors and heights make them 
a great addition to a late-season 
landscape. In 2009, PPA awarded 
its plant of the year award to 
Hakonechloa macra ‘Aureola,’ an 
ornamental grass also known as 
Golden Japanese Forest Grass. 
It has variegated yellow blades 
with green stripes. Unlike many 
grasses, it has a cascading growth 
habit that causes the leaves to 
arch in the same direction. During 
the fall the yellow blades of grass 
take on shades of pink. 

AAS award winners
Another organization that tests and 
recommends perennials is All-America 
Selections (AAS). Its 2011 winners include 
two cultivars with late-season appeal: 
Gaillardia ‘Arizona Apricot’ and ‘Glamour 
Red’ ornamental kale.

Gaillardia ‘Arizona Apricot’ has blooms 
with yellow edges that deepen to an 
apricot in the center. AAS judges noted 
the distinctive color of the 3 to 3.5 in. 
daisy-like fl owers. 

“Just 105 days after sowing seed, this 
Gaillardia x grandifl ora will bloom from 
early summer into autumn,” according to 
AAS. “The compact 12-in.-tall plants offer 
bright green foliage and a tidy uniform 
habit best viewed when planted to the 
front of the fl ower bed.”

This long-fl owering perennial is hardy 

in USDA zones 2 through 10. It is bred by 
Ernst Benary of America Inc.

AAS’ fi rst winning kale is ‘Glamour Red,’ 
which has shiny, waxless leaves with vivid 
color. The fringed leaf type Brassica olera-
cea has a fl ower head size of 10 to 12 in. 

This full sun annual ornamental will 
bloom 90 days from sowing seed to fi rst 
color. Leaf coloring begins when night 
temperatures fall below 55°F for approxi-
mately two weeks, according to AAS. You 
can expect frost-tolerant blooms from 
November to March in warmer climates. 
It is bred by Takii & Co., Ltd.

Look local
To make sure plants are viable in your 
area, check with local growers to collect 
their recommendations. Look through 

plant breeders’ catalogs and use them 
as a means to discuss new cultivars with 
your local nurseries.

If you have a land-grant university 
nearby, it might work with the Coopera-
tive Extension Service in your region on 
plant trials. A number of state horticultural 
societies also test and rate plants. A good 
list of these can be found on the U.S. 
National Arboretum site at usna.usda.gov/

Gardens/faqs/pickingplants.html.
Trees and shrubs don’t have to be 

the only bright spots in your clients’ 
landscapes. With the right research and 
planning, perennials and ornamentals can 
bring years of seasonal color. LM

Gooch is a freelance writer based in Northeast 

Ohio. Contact him via goochandgooch.com.
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NEW CULTIVARS ›

Traditional beauty
David Austin Roses’ repeat-fl owering Rosa 

‘The Wedgwood Rose’ (Ausjosiah) — offers 

approximately 70 soft rose pink petals in 

medium to large blooms. They feature a fruity 

fragrance on the outer petals, with a clove-like 

scent at the center. Their ample foliage is 

dark green and glossy. They  work well as a 

climber — as tall as 10 ft. — or a fl owering 

shrub (about 5x5 ft.). Hardy in USDA zones 5 to 

9, they are named for the English pottery com-

pany founded by Josiah Wedgwood in 1759.

DavidAustinRoses.com

Baker’s delight
Named for its yellow-gold fruit, Rubus idaeus 

‘Fall Gold’ is similar to red raspberries in all re-

spects but color. This upright thorny shrub from 

Monrovia provides an abundance of sweet 

berries from mid-summer to early fall. It offers 

green foliage throughout the season and is 

self-pollinating, so it does not require another 

plant nearby to set fruit. It reaches 4x3 ft., and 

prefers full sun in zones 3 to 7. Monrovia.com

Pure performance
Salvia farinacea ‘Evolution White’ is Benary’s new 

silvery white color, with the same performance and 

compact habit as AAS award winner Salvia ‘Evolu-

tion,’ according to the company. Early to fl ower, 

‘Evolution White’ features bright white blooms for 

a clean, fresh look in the landscape all season long. 

Benary.com

Sound choice
The new Astilbe hybrids ‘Hip Hop’ 

and ‘New Wave’ (pictured) are part 

of the Darwin Perennials Music 

Collection. Both false spireas feature 

strong stems and heat tolerance. 

‘Hip Hop’ has an addition of light 

pink plumes with high-contrast hot 

pink stamens. ‘New Wave’ is an up-

ward grower with dark shiny green 

foliage — with plumes that have 

a deep, consistent pink on a dark 

stem.  DarwinPerennials.com

Taste of the tropics
Tesselaar’s ‘Tropicanna,’ ‘Tropicanna Gold’ and ‘Tropicanna Black’ cannas work well in garden 

borders, backdrops, containers, ponds or water gardens. Featuring variegated, exotic foliage and 

brilliantly hued blooms (four to eight per stalk), the plants quickly establish into clumps with an 

upright growth habit. They mature to a height of between 4 and 6 ft., and particularly thrive in 

USDA zones 7 to 11 — in full sun or partial shade. Tesselaar.com
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EXTEND YOUR BUSINESS  »
ADD-ONBIZ

Earning their   stripes
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Three business partners recognize 
huge potential when they stumble into 
a virtually untapped service segment: 
marking parking lots.

Tom Darrow demonstrates 

use of the striping machine.

BY CASEY PAYTON

  SERVICE
       SNAPSHOT»
COMPANY: We Do Lines, 
Ridgefi eld, CT

PARTNERS AND CO-FOUNDERS: 
Christopher Couri, president 
and CEO; Dan Rella, CFO; 
Tom Darrow, COO

WHY PARKING LOT STRIPING: 
The business founders recog-
nized a huge opportunity when 
they couldn’t fi nd a lot of other 
companies in the market that 
offered the service.

INITIAL INVESTMENT: 
The equipment is the main 
piece of the start-up package, 
along with a truck and trailer.

WHY CUSTOMERS LIKE IT: 
“There simply aren’t a lot of 
companies offering this ser-
vice. For a landscape business, 
it makes for one-stop shopping. 
The crew can coordinate the 
landscaping and the line strip-
ing all in one day on the lot.”

stripes

C HRISTOPHER COURI AND Dan Rella had a successful 
Connecticut-based landscape business, but 
they were looking for something else in which 
to get involved. They wanted an add-on service 

that could increase their growth potential. 
Fellow friend Tom Darrow, owner of another nearby 

landscaping/irrigation fi rm, suggested parking lot striping. 
Couri and Rella were intrigued — and today, the trio has 
parlayed that service add-on into a national brand.

“When we fi rst started researching this service we 
didn’t even know what to call it,” admits Couri. “Do 
you call it parking lot marking? Paint-
ing? Striping? It’s just so off the radar 
that there wasn’t even a name for it. 
When we realized there weren’t a lot of 
people out there offering it, we saw a 
great opportunity. We ended up buying 
a machine and getting trained on how to 
use it so that we could inject this service 
into our business.”

The primary investment for the service 
was the machine, which cost just under 
$6,000. The trio already had use of 
trucks and trailers from their landscap-
ing businesses, so that kept the start-up 
costs down. And it didn’t take long for 
the service to really take off. With almost 
instantaneous success, the trio started 
focusing on marketing for their new com-
pany, We Do Lines. 

“We were getting a lot of work in 
Connecticut, but also as far north as 
Maine and as far south as Florida,” says 
Couri. “That told us there was a larger 
need. We realized there was potential for 
a national brand.”

That’s when Couri and his business 
partners decided to become franchisers. 

“We wanted to put this opportunity 
out there on a national basis,” he says. 
“It’s a nice complementary business to 
a landscape company. Most of the time, 

they’re already on the lot doing the landscaping, so it’s 
very easy to integrate the line striping into the process. It 
can defi nitely work as a stand-alone or full-time business.”

Starting a We Do Lines franchise is relatively simple 
for the average landscaper because they likely already 
have most of the equipment — and even the contacts 
for potential customers. 

“You need a truck, a trailer and a machine,” says 
Couri. “There’s no warehouse needed to store equip-
ment or a whole bunch of required machinery. It’s a fairly 
simple business model, and that makes us leaner and 

more attractive.”
We Do Lines has a national supplier 

agreement with Sherwin Williams for 
the paint. Couri says this has worked 
well for franchisees who can go to any 
Sherwin Williams store and access 
paint with one master account. In addi-
tion, We Do Lines also offers the sten-
cil packages that franchisees would 
need to create all the additional parking 
lot markings like handicapped spaces, 
crosswalks and curb painting. 

While Couri didn’t know much about 
the line striping business when he fi rst 
started, he and his partners have since 
become experts on the service. With 
no major competitors in the market, it’s 
become a wide-open opportunity. 

“The market was really ripe for a 
national brand,” says Couri. “Up until 
now, it was mostly part-time and small 
businesses offering this. I know maybe 
20 landscapers in my town alone, but 
there’s only one line striping company. 
And there’s no question that’s also 
helped boost our landscaping busi-
ness. We become more of a one-stop 
shop for the customer.”

The author is a freelance writer with six years of 
experience covering landscaping.
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GREEN INDUSTRY MAINTENANCE LEADERS  »  BY BETH GERACI

“It is very rewarding to serve as CEO of a $20 mil-
lion landscape contractor firm,” says Bill Russell, 
chief executive officer of Russell Landscape Group 
(RLG). The company, based in Dacula, GA, is as 
committed to Dacula’s people as it is to its land-
scapes. The company’s demonstrated that through 
its longtime involvement in the local community, 
Russell said. 

“RLG’s strong community service and  
commitment to giving back financially 
to the area where we’ve prospered has 
afforded us great exposure, yielded 
new clients and increased referrals,” 
Russell says. 

He pauses to tell LM more about 
opportunities and challenges facing 
his business and the Green Industry in 
today’s economy.

Bill Russell

TOP TREND

 › Irresponsible price cutting and low ball bidding. 
I am very concerned with one current industry 
trend in which far too many firms are drastically 
reducing their maintenance pricing without 
regard or consideration for overhead and essen-
tial bottom line profit. The prevalence of irrespon-
sible price cutting and low-ball bidding by a large 
number of companies has created an unfavorable 
environment, which drives markets downward 
to the point that we won’t return contract pricing 
to previous industry standards for several years. 
Russell Landscape Group will continue to strive 
to out-service the competition with its quality 
services at value pricing.

TOP OBSTACLE

 ›High fuel prices and labor costs. The obstacles 
Russell Landscape Group is currently facing in this 
challenging economy are numerous. They include 
intrusive immigration reform by state govern-
ment, unavailable capital, astronomical fuel prices, 
increased tax burden and rising operational and 
healthcare costs. In an effort to reduce high fuel 
consumption and labor costs created when crews 
are stuck in traffic congestion, Russell Landscape 
Group recently established new branch locations 
throughout our five-state service market. These 
new satellite locations have reduced travel time 
and lost job production incurred as crews moved 
among client job sites.

TOP OPPORTUNITIES

 › Effective marketing. RLG’s leaders network 
beyond the ordinary, and we have utilized our 
company website to generate business. The 
Internet continues to present opportunities for 
RLG. The presence of a website lends prestige 
to a firm, is inexpensive, and allows a drastic 
increase in communication speed. Our company 
website provides initial contact with numerous 
potential prospects who are then contacted by 
phone or in face-to-face sales meetings. 

 ›Our current client base. Referrals are RLG’s 
largest new client generator. Taking care of 
our existing clients and providing them with 
more than they expect during tough times has 
afforded us a strong referral base.

 ›Diversified services and landscape enhance-
ment upgrades. Commercial and residential 
properties, even in a challenged economy, are still 
focused on curb appeal by purchasing lifestyle 
elements such as fountains and outdoor patios. 
RLG is receiving one-fourth of its new revenue 
from add-on work orders. Our firm has experi-
enced recent success by expanding services to 
include Department of Transportation highway 
contracts, community improvement districts, cell 
towers and snow removal services. 

RLG is also seizing opportunities for growth 
by partnering with firms who specialize in 
specific Green Industry services, including hard-
scapes, efficient irrigation systems, landscape 
lighting, mulching, water features and hydro-
seeding. Our company often achieves a greater 
bottom line profit when contracting out specialty 
work and partnering with firms who specialize in 
a specific service.

INSIDE INFO
Company: 
Russell Landscape Group

Headquarters: Dacula, GA 
(Northeast Atlanta), with 12 
branches in the Southeast. 

Employees: 475

2010 revenue: $20 million

Key to being a maintenance 
leader: The key to being a 
strong maintenance leader 
is to understand that one 
only wins when surrounded 
by people who are smarter 
than you are. People aren’t 
the greatest asset in any 
company; however, the right 
people are a company’s 
greatest asset (both the right 
employees and the right 
clients). A great maintenance 
leader gets the correct people 
on the bus and then positions 
them in the appropriate seats 
to ensure winning.   

Russell Landscape 
Group’s ownership has found 
that if we help enough people 
get what they want, then we 
can achieve what we want. 
The largest challenge of 
being a maintenance leader 
in the present down economy, 
where quality is going up and 
prices down, is maintaining a 
positive attitude. Business is a 
competitive sport where true 
leaders go from challenge 
to challenge with undimin-
ished enthusiasm. Attitude 
determines altitude and it 
is essential that company 
employees consistently wit-
ness a leader who is positive 
about the company’s future.
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We love GIE+EXPO! We come every year to see all the 
new equipment, take classes and see what others in 
our fi eld are doing.

Katherine Taylor
Lawns Plus
Thompsons Station, TN
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Thursday, Friday, Saturday | October 27-29, 2011
Kentucky Exposition Center | Louisville, Kentucky
web: www.gie-expo.com | email: info@gie-expo.com
Toll Free: (800) 558-8767 | Phone: (812) 949-9200

professional grounds
management society

GIE+EXPO is sponsored by:

REGISTER TODAY AT WWW.GIE-EXPO.COM

Co-located with 
GIE+EXPO 2011.
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Payment must be received by the classified  
closing date. We accept Visa, MasterCard, and 
American Express.

Mail LM Box # replies to: 
Landscape Management Classifieds, LM Box #____ 
306 W. Michigan St., Suite 200 
Duluth, MN 55802 

(please include LM Box # in address)

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

ADVERTISING 
INFORMATION

Call Kelli Velasquez at 
216-706-3767, 
Fax: 253-484-3080,
E-mail: 
kvelasquez@questex.com

CLASSIFIEDSHOWCASE

BUSINESS FOR SALE

BUSINESS OPPORTUNITIES

BUSINESS OPPORTUNITIES

HELP WANTED

All Landscape Management Classifieds are posted online

DID YOU KNOW?
www.landscapemanagement.net
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HELP WANTED
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LMdirect! 
The Mean Streak turned out to be just as nasty as its name. I knew from 
the start I would not emerge from the Mean Streak unscathed.

Athletic Turf News
Safe and resilient synthetic turf fi elds and parks allow kids to be active 
year-round. The opportunity to participate in sports is critical for the
fi tness, self-esteem and leadership development of youth.

LD/B Solutions 
The National Park Service and the Van Alen Institute invite colleges of 
architecture, landscape architecture and related disciplines to participate 
in a design competition to look at the visitor experience of the future.

Get Growing 
The U.S. Department of Agriculture’s Animal and Plant Health Inspection 
Service changed the way it regulates imports of nursery stock.

i-News 
The Land and Water Conservation Fund Coalition praised efforts by the 
House of Representatives to restore $25 million in funding for the LWCF 
that was cut from the program in a bill being debated by the House.

         DIGITAL VAULT
                                      Select stories from our e-newsletters. 
Visit www.landscapemanagement.net/enewsletters to sign up or view.
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MYBIGGESTMISTAKE
LESSONS LEARNED THE HARD WAY  »

»

Payton is a freelance writer with 
six years of experience covering 
landscaping.

COMPANY: 
LMI Landscapes Inc.

PRESIDENT: Jody O’Donnell

HEADQUARTERS: Carrollton, TX

CLIENTELE: 100% commercial

SERVICE BREAKDOWN: 
45% maintenance/55% 
construction

2010 REVENUE: $13 million

JODY O’DONNELL, 

PRESIDENT of Texas-
based LMI Land-
scapes Inc., says 

getting a handle on man-
hours is one of the most 
challenging, but also most 
important feats in running a 
successful business. In the 
past, he says, he might not 
have paid as close attention 
to man-hours as he should 
have — but today, he’s 
learned it’s something he 
can’t let slide.

“Your two biggest 
expenses in a landscape 
business are material and 
labor,” says O’Donnell. 
“Material is much more 
easily controlled than 
people and man-hours, 
so sometimes business 
owners tend to put more 
effort into worrying about 
materials. In reality, it’s 
the man-hours that really 
need your attention. It’s 
not something that can 
be ignored.”

O’Donnell says that 
years ago, as his busi-
ness grew rapidly, he was 
overloaded with a lot of 
tasks that took up time and 
attention. He says back 
then, he wasn’t as attentive 
to man-hours. 

“There are a lot of 
things business owners 
and their managers are ac-
countable and responsible 
for, and sometimes there’s 
a tendency to take care of 
some of the easier stuff,” 
he admits. “It’s not always 
easy to focus on the chal-
lenging tasks like managing 
man-hours. But once you 
start paying closer atten-

tion to what your actual 
costs are versus what your 
estimates were, you realize 
how important it is to keep 
better track of the man-
hours on each project.”

Today, O’Donnell holds 
weekly meetings where he 
forecasts and scrutinizes all 
the jobs he has going on. 

“We go over a man-hour 
report at every meeting, 
so that we know exactly 
where we are,” he says. 
“Now we know exactly 
where our estimates are 
falling in terms of what’s 
actually happening.”

Gaining control
In terms of getting better 
control over your com-
pany’s man-hours, the 
biggest investment is time. 
O’Donnell stresses that 
there’s no need for any fan-
cy system. “You can do it 
with an Excel spreadsheet 
if you want,” he says. “It’s 
just a matter of looking at 
what you had budgeted 
for in terms of labor, and 
then looking at what you’re 

actually doing. There are a 
lot of ways to keep track 
of that information — and 
honestly, the simpler you 
make it, the more effective 
and implementable it will 
become. If you make it too 
complicated, you’re not 
going to want to put the 
time in.”

While the manage-
ment of labor can be 
delegated to other manag-
ers, O’Donnell says this is 
an area that should start 
with the business owner’s 
attention — at least in the 
beginning, until he or she 
has gained control. 

“The function of man-
aging man-hours should 
emanate from the owner 
and trickle down to all the 
appropriate managers re-
sponsible for your different 
crews,” he says.

O’Donnell adds that the 
best advice he can offer 
to help other business 
owner better manage their 
man-hours is to “make it a 
priority.” 

“You can talk about 
how important it is all 
you want, but you actu-
ally have to do something 
about it to make a differ-
ence in your business,” he 
says. “In a perfect world, 
business owners would 
be able to stay on top of 
everything. But if you had 
to pick one key area to re-
ally focus on, I’d defi nitely 
say it should be managing 
man-hours. Once you start 
staying on top of it, things 
begin to take care of them-
selves — and you realize it 
should have been a priority 
all along.”

BY CASEY PAYTON

Business owner Jody O’Donnell learns the 
power behind managing man-hours.

PH
O

TO
 C

O
U

R
TE

SY
: L

M
I L

A
N

D
SC

A
PE

S 
IN

C
.

IF YOU HAD TO
PICK ONE KEY 
AREA TO REALLY 
FOCUS ON, I’D 
DEFINITELY SAY IT 
SHOULD BE 
MANAGING 
MAN-HOURS

Jody O’Donnell





Fred Titensor sells and services equipment and machinery to about 1,000 

customers in the ag business and believes in “doing transactions over the hood 

with a handshake.” He rarely visits his West Motor Co. dealership because his 

BusinessLink dealer knows Fred’s time is valuable and always comes out to 

see him. When Fred wanted to fl y 30 customers to a combine factory, he asked 

if he could rent a couple minivans to take them to the airport. “They said ‘we got 

you covered’ and the next day they had a fl eet of minivans there for me.”

With his free BusinessLink membership, Fred gets priority service for the Dodge 

and Ram trucks that he considers his lifeline. These trucks live a hard life, but 

so far he hasn’t had to take advantage of the shuttle service, 24/7 towing or 

options for free loaner vehicles.

See why businesses choose BusinessLink.

Watch a BusinessLink video 

featuring Fred on your smartphone. 

Download the Microsoft Tag Reader 

app at http://gettag.mobi and capture 

a photo of this tag. 

Got a BusinessLink story of your own? Send it to facebook.com/ramtrucks and you may be featured in our next ad!

The fast lane for small business.

chryslerbusinesslink.com . 877-2THELINK
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BusinessLink Commercial Finance Provider

2011 Ram Heavy Duty

“For me, trust is a big deal. My BusinessLink dealer might ask 
 me to sign a paper down the line, but we don’t worry about paper. 
 We understand each other.” 

                                                                Fred Titensor, Manager 

                                                                Valley Implement, Preston, ID




