Sjuus

Opportunity is Knocking

Will You Answer?

Diversify your services, save time, save labor, expand
to markets you could only have imagined. An Express
Blower™ truck opens the door to Erosion Control, Turf
& Terraseeding™, Building Construction, Golf Courses,
Playgrounds, and much more. It's Opportunity.

Don't let it pass you by. Call us today.

Express Blower™ and Terraseeding™ are trademarks, and the Express
Blower design logo is a registered trademark of Express Blower, Inc.

New Markets
Full Year Applications
Commercial
Volume

ZHpress Jlower:

800-285-7227

www.expressblower.com



OPERATIONS MANAGEMENT

Strategies to reduce confusion

continued from page 40

No one seriously objects to these mea-
> sures, Loyet claims. “I've been doing this for
17 years,” he says. “I learned about taming
. the mormning circus the hard way, but now
we have everything squared away. You have

to be mindful of the cost of time in this busi-

b
ness and any other business. Every wasted
4 ;
man-hour works against you, so when you
have 60 guys screwing around for even an
> hour, it can kill you. We're talking about los-
ing big bucks here. Fortunately, our people
> know that, and we make sure they also know

that their job security depends greatly on the

health of the company they work for.”

Tractor
Attachments

ATV

Attachments

Push & Tow
Products

Powered &

Non-Powered

www.agri-fah.com

Circle 116
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<4 Storing equipment in
the proper place goes a
long way in taming the
mormning circus.

Labor hours are the
building blocks of profit in

the lawn maintenance busi-

ness, and labor is the

biggest production cost. Smart company
owners spec their jobs with that in mind.

“We map out all the day's activities in
advance,” says Joe Munie, President of
Munie Outdoor Services, Inc., Caseyville,
IL, a company with 100 trucks and 170
employees. “We also do contingency plan-
ning. If rain cancels a sod or grassing job,
we switch to mulching. We stagger start
times as well, which really helps cut back
on congestion. The idea is to get everyone
out and about as quickly as possible. Right
now, we try to get the trucks on the road
within 10 minutes of their start time. We
think that's pretty good, but we want to do
better. Where efficiency’s concerned, you
can always do better.”

Be the enforcer

Allan Davis, Executive Vice President of
R.AR. Landscaping Company, Baltimore,
MD, believes that many companies are “lax”
about enforcing strict moming policies be-
cause quality workers are hard to get. But in
the long run, landscape companies can't af-
ford to have employees who arrive late to
work, show up out of uniform or miss days,
says Davis, whose company employs about
130 workers during the season.

Davis says all employees have to know
what'’s expected of them, and what they
can expect when they fail to live up to
their responsibilities. You've got to make
sure all your ducks are in a row — the
trucks gassed up and the equipment in
good working order, for starters.

“We have a 22,000-square-foot facility
with all departments under one roof,” says
Davis. “We bought the property with noth-
ing on it so that we could build from scratch
with efficiency in mind. That's how seriously
we take the morming circus around here.”

R.A.R. Landscaping, Loyet Landscape
Maintenance and Munie Outdoor Services,
along with a growing number of other tion. The solution starts first thing every

companies, realize how lost minutes turn morning at company headquarters. Lm

into lost hours that, over the course of sev-

eral months, turn into lost days of produc-

Tame Your
Morning Circus!

Our patented Super Lawn Truck™ System is a veritable business-
in-a-box — an efficient system that pays for itself! Everything your
crew needs to organize, store and transport your equipment is all in
one secure vehicle. Plus...your Super Lawn Truck™ is a customized
rolling billboard that advertises your company everywhere you drive!

Save thousands of dollars when you use the Super Lawn Truck™
System over the outdated “truck-and-trailer” method of operating
your business.

¢ Eliminate time-intensive loading
and unloading every day

v/ Minimize stops at the gas station—
the SLT System features a unique fuel
storage system

v/ Free up valuable warehouse space
by keeping everything organized and
loaded inside the truck — tools,
ladders, riding mowers, watercoolers
...whatever you use

v/ Save wear and tear on your tools
and prevent theft

v/ Patented ramp folds neatly to a
lock-able rear door, eliminating the
need for trailers

CONTACT US NOW for your copy of the
-y Business Builder Plan
&

and Video
visit our web site for information

Use our toll-free number or

eo"lll
" "qma//

*‘M ) & 4
PE T E R B | lT SUPER LAWN TRUCKS ™

866-787-3752 « (478) 923-0027 » (478) 923-9444 fax
info@superlawntrucks.com « www.superlawntrucks.com

Best Warranty
in the Business!

(800)232 7383

Landscape Contractors:
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wereses | gWard-winning landscape management

a4

Property at a glance

Location: College Station, TX

Grounds Supervisor: Tommy Palmos
Category: School or University Grounds
Total budget: $177,500

Year site built: 1997

Acres of turf: 75

Acres of woody ornamentals: 22

Acres of display beds: 19,600 sq. ft.
Total paved area: 15 acres

Total man-hours/week: 320

Maintenance challenges

P Zoysiagrass panels

P Alternanthera bed preparation &
maintenance

P Tree & shrub maintenance

Project checklist

Completed in last two years:

P Presidential gravesite

P> Star-shaped design for fountain bed
P Restructuring of lakeside beds

On the job

» 8 full-time staff, 0 seasonal employ-
ees, 2 licensed pesticide applicators

George Bush
Presidential Library

2002 PGMS Grand Award Winner for School
or University Grounds

“George and Barb were out
here the other day,” says
Tommy Palmos, Superinten-
dent for Landscape &
Pavements Maintenance.
He's referring of course to
the President and his wife, who
Palmos is on a first-name basis
with. And why not? He sees
them often enough when
they visit their apartment
at the library named after
George's father at Texas A
& M University.
But being that close to
the President isn't all it's
cracked up to be. Palmos
says there are foreign digni-

Over 19,600 sq. ft. of color display beds
— now that's a lot of deadheading for
Tommy Palmos (left) and crew to do.

taries and former Presidents passing maintenance, and color bed preparation

through all the time, which means the

grounds can never have an off day.

and upkeep. Special events frequently
take place on the grounds, so the crew
A section leader, a crew leader, and a  has to work around that schedule. Pal-
six-person crew work together to handle  mos empowers crew members to make

mowing, woody ornamental and shrub their own decisions on that end.

Editors’ note: Landscape Management is the exclusive sponsor

of the Green Star Professional Grounds Management Awards
for outstanding management of residential, commercial

MANAGEMENT I i :
Grounds Management Society in November. For more in-
formation on the 2002 Awards, contact PGMS at:

and institutional landscapes. The 2003 winners will be
named at the annual meeting of the Professional
720 Light St. » Baltimore, MD 21230 * Phone: 410/223-2861. Web-site: www.pgms.org
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Over 8,000 plants in
the circle beds on the
grounds demand
constant attention
from the crew.

More than 22 acres of woody

ornamentals that tend to give crews

maintenance headaches please the
dignitaries who pass through the site.
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BUSINESS MANAGEMENT

prepare
a plan

Colorado’s worst drought in

decades taught its Green

Industry valuable lessons

BY RON HALL / EDITOR-IN-CHIEF

mudgy clouds
tumbled onto
Colorado’s Front
Range and
dumped four
feet of snow on
Denver and its
surrounding area this past
March 17. The storm crippled
the region for several days but
gave landscape and lawn ser-
vice operators reason to smile
again — if only cautiously.

The Green Industry there,
suffering through the region’s
worst drought in 50 years,
blessed the moisture and prayed
that it signaled the beginning of
the end to a bewildering array of
water restrictions stunting their
operations. So far it hasn't.

“Mother Nature is finally
starting to take very good care of
us, but the water districts are
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still beating the @#%X! out of
us,” says Eric Schultz of Schultz
Industries, Golden, CO. That, in
fact, was the message he re-
cently delivered to members of
the Denver Water Board.
The outdoor water use
restrictions had already
caused his firm to lay off
30 workers. The re-
strictions were damag-

ing the regional econ-

omy, affecting over

one million residents.

They limited outdoor
watering to a maximum

of eight irrigation zones per
property, 15 minutes per zone
and just twice weekly.

Patchwork of regs
Denver has the most clout in
water use laws on the Front
Range. But there are at least 50

other water authorities in the
region, and almost as many
with different watering regula-
tions. Property owner confu-
sion over outdoor water use
there is widespread. The harm
it has done to the Green Indus-
try has been significant.

“We had people who lived
across the street from each
other, and one homeowner
could water every day of the
week and the other could only
water two days a week for two
hours,” says John Gibson of
Swingle Tree & Lawn Care,
Denver.

A wet and cool spring is
helping the region recover, but
authorities remain cautious

Drought —

about relaxing watering restric-
tions, at least until the region’s
reservoirs are back to pre-
drought levels.

“I was more concerned
about the drought in January
and February of this year than |
am now,” admits David Tollef-
son of the Urban Farmer, Inc.,
Thomton, CO. He says that his
firm’s construction business
took a 10% hit from the double
whammy of drought and stag-
nant economy, but maintenance
operations picked up. “Now it's
a matter of getting in front of
customers and knocking on
doors,” he says.

Tollefson and most other

continued on page 48




John Buechner
Director of Technical Services, Lawn Doctor, Inc.
Holmdel, New Jersey

The fact that Talstar
controls over 75 different
pests influenced my
decision.

The only things Smarter than our
produgcts are the people who use them.

Lawn Doctor is the largest franchise lawn-care company in the’
United States. John Buechner, Director of Technical Services,
has been with them for 18 years. “With 415 franchises in
thirty-eight states, | need an insecticide | can count on. The
fact that Talstar controls over 75 different pests influenced my
decision, but | selected Talstar because it won’t harm sensitive
turf and ornamentals.”

The Talstar family of insecticides has the longest proven residual
in the industry. These insecticides are easy to handle, and are
odor free at label rates. Use Talstar on lawns and landscape
ornamentals, and even for perimeter treatments. Our new
Talstar® EZ Granular Insecticide is easy to spread and tough
on pests. We are so certain that Talstar will provide long-lasting
performance against a broad spectrum of insects that we back
it up with a money-back guarantee. *

John Buechner has recommended the new granular formulation
for use at all Lawn Doctors. “Talstar EZ will be popular with the

+MC

franchisees, because it enables us to offer services we can be
proud of and helps us deliver on our promise of quality.” Lawn
Doctor’s trained and licensed staff care for more than a billion
square feet of America’s turf. They are a proud supporter of
the Professional Lawn Care Association of America (PLCAA),
and we at FMC couldn’t be prouder to support their great
work with our great products.

For more information, contact your FMC authorized distributor.
Call 800-321-1FMC, or visit us at www.fmc-apgspec.com.

TALSTAR. Lasts longer. Guaranteed.

Taﬂstar

© 2002 FMC Corporation. The FMC® logo & Talstar® are registered trademarks of FMC Corporation & —— _{J‘ )
*See Guarantee Program Guidelines for details. This guarantee does not apply to termiticide products

Circle No. 119


http://www.fmc-apgspec.com

BUSINESS MANAGEMENT

profit-saving drought-response strategies

Which of the 10 strategies do
you feel are most important in
planning for the next drought
in your market area?

1. Step up customer educa-
tion and communication. Pro-
vide clients with authoritative
and easy-to-understand litera-
ture concerning the sound
basis for your programs. Ex-
pect to do a lot more customer
handholding. If you do it right,
you'll have clients for life.

2. Stress the value of dients’
landscapes, and how your ser-
vices can protect their land-
scape investments. The money
spent on maintenance is
money well spent compared to
the cost of renovating or
re-establishing a landscape.

3. Strengthen your service

continued from page 46
landscape and lawn service
companies stepped up cus-
tomer education efforts as the
drought settled in.

“We started seeing the

capabilities, and especially
your irrigation manage-
ment/maintenance/repair
expertise. Customers need
these services most when water
districts mandate substantial
cutbacks in outdoor water use.
4. Cite the economic impor-
tance of your industry to your
region. Numbers matter when it
comes to political decisions, es-
pecially those preceded by dol-
lar signs. If your state or re-
gional association hasn't
developed or updated a study
showing the economic clout of
your industry, maybe it's time to
start considering one.

5. Support the efforts of your
local and/or regional profes-
sional association. There's
strength in numbers, and

drought restrictions come out
in June last year, and we
mailed out thousands of pieces
to customers and their neigh-
bors telling them what to ex-
pect from the drought and

JTCO =2

Blower Buggy Carrier

« Carrier for walk-behind blowers

* Low profile

Call for dealer

800.966.8442

Attachments
mercial Mowers

www.jrcoinc.com

Circle 135

when watering restrictions hit
they generally affect all seg-
ments of the Green Industry.
6. Involve yourself in your re-
gion’s water decision-making
process. Obviously, it's better
to do this before a drought
emergency arises. You need to
be heard before.

2. Improve your operation’s
technical skills in regard to
“water wise” landscape de-
sign and installation. Does
your staff include personnel
knowledgeable about in-
stalling drip irrigation and/or
selecting/using native plants?
8. Promote add-on services
that help clients maintain their
landscapes in spite of a
scarcity of water. These may
include a tanker-truck water-

how it would impact their
services with us,” says Gibson
at Swingle.

“We kept telling people not
to abandon sound science
when it comes to taking care of
their landscapes,” Gibson adds.
“Maintaining a property is a lot
less expensive than resodding.”

Companies coming out of
the drought in the best shape
have kept in close contact with
clients and, in many cases, of-
fered additional or alternative
service options. They've also
stepped up client education.

“We've done a better job of
promoting landscaping’s value
and lifestyle values, and it’s

paying off,” adds Eric Schultz.
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ing service for their trees and
shrubs, tree ring mulching, the
use of technology such as sur-
factants to improve irrigation
efficiency, to name a few.

9. Promote, sell and provide
landscape renovation and
restoration. Have you checked
on the availability and price of
turfseed, other plant material
and chemicals that will be re-
quired to repair properties?
10. Budget smartly and seek
efficiencies. Some companies
that we interviewed on the
Front Range developed two
budgets going into this season
— one reflecting growth they
would normally expect, the
other a “worst case” scenario.
Regardless of the course of
the water restrictions, they
scrutinized their operations
for efficiencies.

While many landscapers and
lawn service companies there
feel that they've turned the cor-
ner on the drought, they don't
minimize its economic impact.

Sharon Harris, the Execu-
tive Director of Greenco, a
coalition of regional Green In-
dustry associations, says a re-
cent Colorado State University
survey pegged the loss to the
region’s growers and landscap-
ers at $200 million from the
end of 2001 to the end of
2002. This is taking into ac-
count a slump in the region’s
technology sector, too. Even so,
she says, “the water restrictions
that were put in place have had

a huge impact.” 1w
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The latest landscape industry
news is at your fingertips—

FREE
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Week in Review

From Landscape Management Magazine

IS FOR YOU!

Landscape Management's editorial team
sifts through the week's hottest news—so
you don't have to. Tap into a reliable source
of news and hands-on information with links

m_ (.vA‘._uw:‘
to more resources.

MIME v Znumj

2. X8 N Here’s what you get in your e-mail box
pesm e S e e every week:

i s wWeek in Review . g
o Landscape Management Magazing * Business and the Economy: coverage of economic shifts that affect the

B s ioas nsonci landscape industry; mergers and acquisitions; financial news.

! 'fm’f;-'::“f‘;':’:‘* * Business Management: tips on running a more profitable business; resources

{ if:;%;‘:_‘if:",: you can tap into for immediate information.

; o e » New Products: new product announcements and updates on products to
" et Ot e iy 4 enhance your landscape business.

w_m;;mm.mr ey * Industry Announcements: the latest company and personnel announcements.

gD — « Events: up-to-date calendar of conferences, seminars and other events in the
* BT AT e e - landscape industry.

R s

Start getting e-mail you can't wait to open. Hﬂgﬂ@[’e
Log onto www.LandscapeManagement.net today! #uowswuoorcor
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LM REPORTS

BY CURT HARLER

he two-plow
concept —
that two
plows are
better than
one —is
catching on
in some heavy snow markets.
Charlie Nemeth, owner of
Nemeth Landscaping, John-
stown, PA, got into snow re-
moval to service his landscaping
accounts.
“I was cutting my snow re-

moval time in half, especially on

Service tips

driveways,” Nemeth says of using
two plows. “I can back in to clear
a driveway after my competitor
has already started on an adjacent
drive and finish my drive before
he’s half done with his.”

Tom Kuhn, owner of Colli-
sion Experts, Clifton Park, NY,
has been snowplowing residen-

What should a plow service do now to get ready for this

winter? Greg Daniels, President of Daniels Plow, East Dundee,

IL, offers the following tips:
» Get equipment up and
running

» Be prepared for anything
» Follow the weather

» Inform clients that some-
one will be first served and

someone will be last

» Change the order of

plowing so one customer

isn‘t always last (or first)

» Give clients a cell phone

number so they can contact
a driver if they're off their
drive in a ditch

» Plan to start work at 2
a.m. or 4 a.m,, depending

on weather

» After a three-inch snow-
fall, all customers’ proper-
ties should be finished in
eight hours; a big snow may
take 24 hours or more to

clear

tial areas for a decade. “I was
tired of turning around, back-
dragging, and waiting on cars to
get out of the way,” he says. He
tried out a Snowman back
plow on a Dodge 2500 and was
able to cut his snow removal
time by five hours per snowfall.

Back plows, also called pull
plows, work best when an op-
erator has a lot of driveways on
the route. Some operators
combine a front and a back
blade on parking lot jobs, al-
lowing them to operate in both
directions like a ferry boat.

Kuhn says there’s a safety
factor involved, too. “It's more
dangerous to back into the
street,” he notes.

Sell plowing like insurance
Charging by the job is a good
way to go broke in the snow-
plowing business.

Most contractors require ei-
ther a flat contract price for
snowplowing or a minimum
guarantee against a contract.
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That way, whether it snows
twice a season or twice a week,
the plow contractor gets paid.
Since it's imperative to have
equipment serviced and ready,
and to have workers on hand,
it's only fair that the plow man
be treated like a fireman on
call.

Sell plowing services like in-
surance. The customer buys a
contract. If it snows, the plow-
ing service's coverage kicks into
effect. If it doesn’t snow, the
coverage and protection are still
there but there's no refund for
a light winter.

CATERPILLAR A
309/675-1000

WARREN, MI
www.cat.com

= Three Cat snow blower
attachment models

= SR 17 intake width of 67 in.;
SR 18, 73in.; SR 21, 85 in.

= Throwing distances from 30 to
40 ft.
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