
The shortest distance between broadleaf and grassy weed control. 
Drive 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient 

application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from 

crabgrass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds 

under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional 

seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or 

after application. To learn more about how Drive 75 DF can help you in your drive for turf perfection, 

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions. 

BASF 
We don't make the turf. 
We make it better. 

http://www.turffacts.com
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I T H E N E W M I D Z - T R A K ® S E R I E S 

Introducing new John Deere-designed and -engineered Mid Z-Trak 

mowers. Complete with formidable seven-gauge steel frames. 23- and 25-hp 

Kawasaki® engines. Deep and strong, 54- and 60-inch 7-lron® mower decks. Effortless, precise 

height-of-cut adjustment dials, unique in the industry. And an amazing two-year limited warranty.' 

Not to mention, the seat. 

Interested? Stop by your local John Deere dealer 

for a test-drive. (Call 1-800-537-8233 to find one near you.) 

And see why deciding on your next machine shouldn't be too hard. 

JOHN DEERE 

N O T H I N G R U N S L I K E A D E E R E 

www.JohnDeere.com/Mowpro 
ltboibi noiiuies every claim. There s no need to go to component 
suppliers for service. See dealer for details. 

G U A R A N T E E D T O M A K E 

A G R E A T F I R S T I M P R E S S I O N . 

http://www.JohnDeere.com/Mowpro
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VISIT US ON THE WORLD WIDE WEB: www.landscapemanagement.net 

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

• Cover story: LMIOO 
We list the "Big 50" landscape 
and lawn care companies, plus the 
top ten niche services, top ten 
small companies, top ten hot news 
topics, and more! 

• Walls, edging and 
pavers 
Read about the latest trends in 
pavers and retaining walls, plus a 
comprehensive listing of the best 
products on the market 

• Corporate 
Capabilities 
Descriptions and contact informa-
tion on the best companies in the 
Green Industry 

• Let's Hear It 
More eye-opening comments from 
readers on mowing rates 

• Patio and deck 
p r o f i t s 

Learn from the experts how to 
make money installing patios 
and decks 

• Owners speak out 
Landscape/lawn care business 
owners speak their mind on hot 
topics in "Inside the Owner's 
Head" 

• And news: The latest news 
that's important to your business 
in Industry Almanac 

Cutter 's Choice 
2008 East 33rd Street, Erie PA, 16514 

Lawnmower parts including blades, 
belts, wheels, air filters, oil filters and 
internal engine parts! 

Chainsaw parts including guide bars, 
sprockets, saw chain, sharpening 
accessories and safety wear. 

Trimmer parts including trimmer line, 
brushcutter blades, air filters and 
replacement heads. 

Tree care supplies including loppers, 
pruners, pruning saws, tree saddles, 
climbing line and gaffs. 

1-888 288 8371 
www.cutterschoice.com 

Circle 143 

Associated Landscape Contractors of America 
150 Elden Street, Suite 2 7 0 
Herndon, VA 2 0 1 7 0 
7 0 3 / 7 3 6 - 9 6 6 6 
www.a lca .o rg 

American Nursery & Landscape Association 
1 2 5 0 I St. N W , Suite 500 , 
Washington, DC 2 0 0 0 5 
2 0 2 / 7 8 9 - 2 9 0 0 

Independent Turf and Ornamental 
Distributors Association 
9 8 6 4 E. Grand River 
Suite # 1 1 0 , BOX # 3 2 6 
Brighton, M l 4 8 1 1 6 
Voice: 8 1 0 / 2 2 9 - 9 4 0 5 I FAX: 8 1 0 / 2 2 9 - 9 4 0 6 

THE OFFICIAL PUBLICATION OF 
American Society of Irrigation Consultants 
2 2 1 North LaSalle St • Chicago, IL 6 0 6 0 1 
3 1 2 / 3 7 2 - 7 0 9 0 
www.asic .org 

The Irrigation Association 
8 2 6 0 Wi l low Oaks Corporate Dr. Suite 120 
Fairfax, VA 2 2 0 3 1 - 4 5 1 3 
7 0 3 / 5 7 3 - 3 5 5 1 
www. i r r igat ion.org 

National Arborist Association 
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Manchester , NH 0 3 1 0 3 
6 0 3 / 3 1 4 - 5 3 8 0 
www.na t la rb .com 
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3 4 1 South Patrick St. 
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opei .mow.org 

Professional Grounds Management Society 
7 2 0 Light Street 
Baltimore, M D 2 1 2 3 0 
4 1 0 / 7 5 2 - 3 3 1 8 

Professional Lawn Care Association of America 
1 0 0 0 Johnson Ferry Rd., NE, Suite C - 1 3 5 
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www.p lcaa .o rg 

Responsible Industry for a Sound Environment 
1 1 5 6 15th St. N W , Suite 4 0 0 
Washington, DC 2 0 0 0 5 
2 0 2 / 8 7 2 - 3 8 6 0 
www.acpa.org / r ise 

Sports Turf Managers Association 
1027 3rd St. 
Council Bluffs, IA 51503 
7 1 2 / 3 2 2 - 7 8 6 2 ; 8 0 0 / 3 2 3 - 3 8 7 5 
www.sportstur fmanager .com 

Turf and Ornamental Communicators Association 
P.O. Box 156 
N e w Prague, M N 5 6 0 7 1 
6 1 2 / 7 5 8 - 5 8 1 1 
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ProSource One can help plant a big green one on your bottom line 
We put our money where our mouth is — quality products and 
services. Because, to us, there's nothing sexier than your success. 

Welcome to a Greener World 

www.prosourceone. com 

Read our lips — no one does green like us. 

PRO SOUM I f W . ' / j l 

http://www.prosourceone


ATLANTA, G E O R G I A • S H E R A T O N GATEWAY H O T E L • A U G U S T 9 - 1 1, 2 0 0 2 

Featuring IV2 days of hands-on, minds-on sessions led by acclaimed 
industry leaders sharing proven techniques and state-of-the-art methods for 

creating and maintaining a successful landscape maintenance business. 

LEARN: 
• How to increase your profits 
• How to be a better competitor 
• How to better manage your maintenance sales process 
• How to increase and enhance your company's productivity 
• How to build successful teams 
• How to increase sales and make more $$$ 

This symposium features leading landscape professionals who will share 
innovative and proven techniques specific to maintenance! 

For m o r e informat ion , call (800) 395-ALCA (2522) or visit ALCA's Web site at www.alca.org 

S P O N S O R S : M E D I A S P O N S O R : 

Landscape 
M A N A G E M E N T ! 

"Whether you are currently doing landscape maintenance work or just considering it, 
t h i s is o n e s y m p o s i u m y o u s h o u l d n o t mi s s . I ' v e b e e n invo lved in t h e i n d u s t r y f o r m o r e 
t h a n 30 yea r s , a n d I ' m v e r y i n t e r e s t e d t o h e a r w h a t the e x p e r t s in t h e field h a v e t o say. 
This s y m p o s i u m s h o u l d p a y f o r i tself in n e w i d e a s a n d p r a c t i c e s f o r y o u r b u s i n e s s . " 

S T E V E N G L O V E R , C L P , C H A I R M A N / C E O 
S Y M B I O T B U S I N E S S G R O U P , S A L T L A K E C I T Y , U T A H 

S Y M P O S I U M 

http://www.alca.org


BY RON HALL / EDITOR-IN-CHIEF 

Canada's industry under siege Playing out in Canada is what lawn 
care business owners in the United 
States have long feared. Professional 
turfgrass and landscape application 
services there are under attack. 

Every town in the country appar-
ently has the green light to make 

whatever pesticide regulations it wants. 
A ruling by Canada's highest court in the spring of 

2001 gave the town of Hudson the right to ban profes-
sional lawn applications. That decision ended a 10-year 
battle between that town of 5,500 people and two lawn 
care companies that had been doing business there. 
The floodgates fly open 
A coalition of activist groups reacted like sharks smelling 
blood in the water. Vocal even before the ruling, 
they've intensified their efforts and are pestering cities 
across Canada to restrict or ban the activities of profes-
sional landscape services that use chemical pest controls. 

At last count, about 50 towns in Quebec Province 
had passed some form of lawn care legislation. Imagine 
the confusion and waste for any company doing busi-
ness in more than a few communities. 

More cities are being targeted by these "crusaders," 
including Canada's most populated ones. The City of 
Halifax in Nova Scotia, which has about 70,000 
households, will outlaw chemical lawn and garden care 
on residential properties on April 1, 2003. Toronto, 
Canada's biggest city in Ontario Province, is looking at 
bylaws. Ottawa and Vancouver are on the hit list, too. 

Playing for keeps 
These activist groups — the Sierra Club, the World 
Wildlife Fund, and others — mean to have their way. Their 
goal is to rid Canada of all chemical pest control product 
use, say the Green Industry people we've spoken to. 

The activists started with the easiest 
group to pick on, the lawn Care people. 

The activists started with the argument that pesti-
cide use is unnecessary on turfgrass and landscapes for 
"aesthetic" or "cosmetic" purposes. We should ask, 
loud and clear, "Says who?" 

That argument is just a smokescreen, say Canadian 
landscape professionals we talk to. The ultimate target 
is pesticide use in Canada's huge agriculture industry. 

So, the activists started with the easiest group to pick 
on, the lawn care people. And, until recently, the battle 
has been pretty one-sided. They attacked; the lawn care 
people reacted. In recent months, however, the profes-
sional landscape industry has closed ranks. Owners who 
heretofore viewed each other as competitors joined 
forces to defend their profession. Dozens now attend 
town meetings when the topic of pesticide use is de-
bated. The scary part is that they have to do this town 
by town, meeting by meeting. 

In spite of these efforts and a campaign to develop 
industry-wide acceptance and implementation of the 
principles of integrated pest management (IPM), the 
lawn care industry in Canada remains on the defensive 
. . . and pretty much on its own. 

Contact Ron at 440/891 

2636 or e-mail at 

rhall@advanstar.com 

on the record 

mailto:rhall@advanstar.com
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LOOKED LIKE THE 

IT TAKES A LOT OF MEN ANO EQUIPMENT TO MAKE THINGS LOOK BEAUTIFUL. AND NATURAL. ON SCHEDULE. WE PUN CAREFULLY. AND WE WORK 

WITH THE BUILDERS TO COORDINATE OUR EFFORTS. BUT OUR BIGGEST ASSET IS OUR IRONCLAD COMMITMENT TO GETTING IT BIGHT. 

W H A T L I N E OF W O R K ARE Y O U I N ? SO ARE WE. 
CLOCKWISE FROM LEFT: F-260 SUPER DUTY; F-350 SUPER DUTY; 

F-750 SUPER DUTY; F-550 SUPER DUTY STAKE TRUCK 
For more info, call I-800-392-F0RD or visit www.commtruck.ford.com 

TOUGH 
Circje No. 106 

BUILT 

http://www.commtruck.ford.com


BY JASON STAHL / MANAGING EDITOR 

It's the battle of 

After a busy day, a land-
scape professional might 
lie in bed and ponder 
this question: Which is 
more important, gener-
ating revenue or con-
trolling expenses? 

Judging from the responses from mem-
bers of The Owners' Network, this ques-
tion could sustain a lengthy debate. 

Watch those expenses 
"I've shown more bottom line profit by con-
trolling expenses rather than raising prices," 
says Michael Hatcher of Michael Hatcher 
and Associates, Memphis, TN. "Look at the 
income statement to determine which ex-
penses carry the largest percent and attack 
that area of your cost expenses." 

Brian Akehurst of Akehurst Landscape 
Service, Joppa, MD, is a proponent of 
watching expenses, too, but that's not the 
most exciting thing to do. "Since generat-
ing revenue is the easy part, I think a lot of 
owners catch themselves spending more 
time in that role," he says. 

"I remember a quote from some famous 
coach that goes, 'Offense wins games, but 
defense wins championships,'" says Jerry 
Merrill of Weed Man East Idaho/Merrill 
Quality Landscapes, Rexburg, ID. "With-
out a detailed cost control system (de-
fense), the championship (a good net profit 
number) is out of reach." 

Go make money! 
Scott Ziebol of LandCrafters, Inc., New 
Berlin, WI, says he's an offense-minded 
player. In his opinion, a cost efficient organi-
zation without adequate revenues will die. 

"Generating revenue requires more 
time and attention, and when you stop fo-
cusing on it, it goes away," Ziebol says. 
"Even the most basic cost control systems, 
once in place, have their own inertia and 
can be incrementally improved." 

Dan Rooney of Rooney Landscape, 
Rolling Meadows, IL, believes that owners 
are entrepreneurs at heart and want to build 
revenues. But to do that, he says, you need a 
sound budget. "I spend time preparing a 
budget, and I review it on a monthly basis. 
Get confident with your budget, then turn 
your attention on building your business." 

Johnette Taylor of Roundtree Land-
scaping, Dallas, TX, keeps it simple with 
regard to this subject: "I focus my attention 
on ways to generate revenue. I leave con-
trolling expenses to the bookkeeper." 

Scott Ziebol (left) says go make money, while 
Mark Baldwin favors a more balanced method. 

Rub your tummy and pat your head 
Some landscape pros advocate giving equal 
attention to both generating revenues and 
cutting expenses. As Billy Holly of Central 
Coast Landscape and Maintenance, Santa 
Cruz, CA, says — it's like rubbing your 
tummy while patting your head. 

"If you don't generate income, you'll have 
no expenses to control, so the income has to 
come first," Holly says. "However, don't dare 

When cost control 
can backfire 
Scott Ziebol pointed to the typical 
strategy during tough economic 
times as an example of why cost 
control can backfire. "When revenue 
drops and cost cutting is chosen as a 
correction, the first things to go are 
the important things necessary to 
support revenue production. These 
include things like customer service 
support, marketing, training." 

He continues: "The next step is to 
try to beat more productivity out of 
the production staff while cutting 
things necessary to support them." 

lose track of where your money is going." 

"What's more important to a car, the 
tires or the engine? They both need to be 
in working order for the car to run prop-
erly," says Mark Baldwin of Mark J. Bald-
win & Associates, Plymouth, MI. "If you 
have a selling machine with only fair pro-
duction, or great production but no cost 
control, there will be problems." 

Taylor, while admitting she's a revenue 
generator, also advises caution on one-way 
thinking. "Generating revenues is the 
fastest way to add to the bottom line, but 
you need to make sure you're not just 
making a sale. It has to be profitable." 

— Information provided by The Owners' 
Network, a program created by JP Horizons, 

Inc. and sponsored by Weed Man. Visit the 
Web site www.ownersl .com or call 

877/574-5267. 

inside the owner's head 

revenue vs. expenses! 

http://www.ownersl

