
More convenience, 
productivity and savings

Your parts source can make the difference 

,I�\RXÚUH� 
QRW�PRZLQJ��
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How quickly you get a part replaced can 
be the difference between downtime 
and up, between making lots of money 
and making less. At John Deere, we take 
pride in providing commercial grounds-
keeping customers like you with the 
parts you need to stay on the job and 
PD[LPL]H�SURƟWV��,Q�IDFW��ZH�RIIHU�

several methods to access parts fast – 
LQFOXGLQJ�VRPH�VROXWLRQV�\RX�ZRQŤW�ƟQG�

anywhere else. 

Your local John Deere dealer 
understands your business and  
offers many services to support it. 

� Ƙ� An exceptional parts inventory of:  
  - Original Equipment Manufacturer  
   (OEM) parts. 
  - All Makes parts for other, major  
   mower brands.

� Ƙ�  Highly trained service technicians 
who speak your language.

� Ƙ�  Unsurpassed parts distribution and 
support channels.

If your goal is making money, let us 
partner with you.
 

We want your business. And we’re not 
above tempting you with a coupon 
to encourage you to experience our 
advantages. Redeem this coupon by:

 Ƙ� �Bringing it in to your local John Deere 

dealership.

 Ƙ� �Ordering online at JDParts.Deere.com. 

Enter coupon code 51773. You can pick 

up parts ordered through JDParts the 

next business day at your dealership, or 

they can be direct-shipped to you. 



Parts OnSiteTM

 

This unique program is built on a common-

sense approach – it’s easier and faster to 

grab parts stored at your place of business 

and get right back to work than it is to drive 

to the parts store. With Parts OnSite, your 

dealer* regularly visits your place of business 

to help you maintain your own inventory of 

high-wear and maintenance parts.

  Ƙ  6SHFLDO�ƟQDQFLQJ�RSWLRQV�DUH�DYDLODEOH�

so you can stock up now and pay later. 

Ask us about our Buy Now/Pay Later** 

ƟQDQFLQJ�RSWLRQV�WRGD\�

 Ƙ  We also offer an attractive, spacious 

Parts Onsite cabinet to store your parts 

inventory. That way, you stay organized 

and productive.

Fast response if part is out of stock  

It won’t happen often but if your John Deere 

dealer doesn’t have the part you need in 

stock, he can order it for quick delivery to 

his store! He can do this thanks to:

 Ƙ   One of the most extensive parts 

distribution networks in the world. 

(Deere has three in Canada alone.) 

 Ƙ  $Q�DYHUDJH��RQ�WLPH�ƟOO�UDWH�RI� 

98 percent.

With parts solutions like these, you know  

we mean business.

 

We spend our uptime 
÷QGLQJ�ZD\V�WR�
LQFUHDVH�\RXUV

JohnDeere.com/Parts

Don’t risk downtime due to lack 
of parts. Partner with the most 
professional source possible –  
John Deere.

* Subject to dealer participation.

** Subject to John Deere Financial approval and dealer 

SDUWLFLSDWLRQ��0LQLPXP�ƟQDQFH�DPRXQW�PD\�EH�UHTXLUHG��

6HH�\RXU�GHDOHU�IRU�GHWDLOV��3URJUDPV�VXEMHFW�WR�FKDQJH��

ZLWKRXW�QRWLFH��DW�DQ\�WLPH����

***Offer applies to purchase of any set of John Deere OEM mower blades purchased from  

March 1, 2012 through May 26, 2012. Get 20% off the total purchase price before applicable  

taxes and shipping charges. Offer is subject to change without notice at any time. See your John 

Deere dealer for more details. Limit one coupon per person per product. No facsimiles will be ac-

cepted. Redeemable only at participating John Deere dealerships in Canada and on JDParts.com. 

Dollar amounts referenced are in currency of country of residence.

Note to dealer: Offer valid when customer purchases any set of John Deere OEM mower blades.  

Offer expires May 26, 2012. To receive reimbursement and for program rules, visit http:// 

couponredemptionsite.deere.com. Select the “20% off Blades - Magazine Ad (51773)” offer.  

You will need coupon code, customer name and transaction information to claim redemption.  

May 31, 2012 is the last day to claim redemption. Limit one coupon per recipient.

6DYH�����RQ�SXUFKDVH�RI�DQ\�VHW�RI�-RKQ�'HHUH� 
2(0�PRZHU�EODGHV***
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OUR MISSION: Landscape Management — the leading information resource for lawn care, landscape maintenance, design/build and irrigation 
professionals — empowers Green Industry professionals to learn and grow from their peers and our exclusive business intelligence. Serving 
as the industry conscience, we not only report on but also help shape news, views, trends and solutions.
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• Special Financing Options

   for Existing Businesses

• Business Model For Success

• Bidding & Estimating Systems

• Sales & Marketing Programs

• Corporate Purchasing Power

• Ongoing Support by Industry Experts

Since 1986 we have helped  

existing landscape service businesses 

become a success within our  

franchise network.

Join us and it will change your life.

BUSINESS OWNERS – TAKE ADVANTAGE OF OUR 
NEW OFFER OF $0 DOWN TODAY!*

Call us today at 1-866-781-4875
 franchise@uslawns.net      •      www.USLawnsFranchise.com

New Offer for Conversions:
If you already own your own business, we can help you reach your commercial growth 
goals. U.S. Lawns has brand recognition. We are the leading franchise company in the 
commercial landscape management industry! We have operational systems and support 
that are second to none. Seriously. Look us up.  Ask our franchisees. 

Now we are offering special finance options for those who are converting their business to a 
U.S. Lawns franchise. Not only will you be joining the leader in the industry, you will be 
taking advantage of our newest financial outreach to conversions. NO MONEY DOWN! That 
just is not an offer you want to pass up. If you were ever considering a franchise, now is the 
time and we are your future. We have the marketing you need. We have the systems for 
effective bidding, efficient routing, timely invoicing and business plans that set you on a 
growth path. The best part? We are NOT acquiring your business. You still retain ownership 
of your business. 

With U.S. Lawns, get set to grow!

Commercial Landscape Management at its best

NATIONAL STRENGTH • LOCAL COMMITMENT

*Individuals must quality for $0 down financing. Qualifications are based upon credit worthiness & gross billings of the existing business.
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HELP! LANDSCAPE

PROFESSIONALS

We are actively seeking 

dealers to sell, install and 

service our innovative 

outdoor misting systems 

that effectively control 

mosquitoes and other 

annoying insects. 

WWW.MISTAWAY.COM
1-866-485-7255BECOME A MISTAWAY DEALER TODAY!

GREAT MARGINS &

RECURRING  REVENUES!

Would you
Know a Great
BUSINE$$
Opportunity
If It Bit YOU
On The Nose?

Would you
Know a Great
BUSINE$$
Opportunity
If It Bit YOU
On The Nose?
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PIN THE PICTURE
Are you following LM ’s Pinterest 
page? Check out the places 
we’ve been, some beautiful landscape projects and 
take a look at the humorous side of landscaping. 
Visit: http://pinterest.com/landscapemgmt/

THE LM DAILY
DID YOU CATCH THE LATEST FROM THE BLOG?  

» My little dictionary says the word “change” means: to make or 
become different, to replace with another. And for “improve” 

it says: to enhance or increase in value or quality, to 
grow and become better. I won’t look up “fade away” 

because we aren’t going there.... but companies can 
and do fade away if needed change or improvement 
doesn’t happen.

Visit landscapemanagement.blogspot.com/ to 
get the latest from the LM staff and from a few top 

Green Industry contractors.

LM TV
Check out the latest videos 
from all around the Green 
Industry. See places LM editors 
are visiting. View educational 
information from experts. 
Get product updates from manufacturers and suppliers. 
Visit: www.landscapemanagement.net/community/lmtv



Zero Turns, Zero Headaches.

GXV690

GX200 iGX340GX100GX35

Commercial crews know how to run the wheels off a mower. When it comes to that

kind of wear and tear, some engines just don’t cut it. The new, exceptionally quiet,

lightweight and low-vibration Honda GX V-Twin engines deliver the power, durability

and fuel efficiency that commercial crews need to work quickly and cost effectively.

And a 3-Year Warranty* proves that when we say our engines are reliable, that’s 

a claim we stand behind. So if you’re looking for an engine that works as hard

and long as the people it’s made for, stop spinning your wheels. Log on to

engines.honda.com and find out how you can put our engines to work for you.

*Warranty applies to all Honda GX Series Engines, 100cc or larger purchased at retail or put into rental service since January 1, 2009.
Warranty excludes the Honda GXV160 model. See full warranty details at Honda.com. For optimum performance and safety, please read
the owner’s manual before operating your Honda Power Equipment. ©2012 American Honda Motor Co., Inc.
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Contact Dan at 216/706-3754 or via email at djacobs@questex.com.

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

L
ife’s lessons come in the strangest of 
places. Some of you might remember 
what I  learned playing softball (tinyurl.
com/6tj7sct). Here are a few lessons I 
picked up at the health club. 

1 Some people don’t follow the rules. The gym 
is � lled with all sorts of exercise equipment 

and weight machines designed to induce sweating. 
Signs posted around the facility remind members to 
wipe down the equipment as a courtesy to the next 
user. Most people abide by the rules, but I’ve seen 
too many folks either give the machine a cursory 
swipe with their sweaty towel or simply walk away, 
completely disregarding the rules. Just explaining 
the rules isn’t enough. Some of your employees are 
going to look for ways to cut corners. 

2 Some people make up their own rules. The 
pool has limited space, which often requires 

swimmers to share lanes. Longtime participants de-
velop routines and rituals they don’t like disturbed. 
Sometimes those traditions are bad habits no one 
has bothered to correct. Your longtime crewmem-
bers might have their own bad habits. Rule enforce-
ment must  come from higher up.

3 Groups take coordination. My wife convinced 
me to take a group class (until recently, I was 

the only guy). The class is 60 minutes of pure tor-
ture. I’m convinced our instructor spends her week 
thinking up new ways to in� ict pain. But she does 
keep the class � owing. And meeting the needs of 20 
people at 20 different skill levels requires talent.

4 Changing the size of a group also changes the 
group dynamic. As I mentioned, sometimes 

each lane in the pool is � lled with two, three or 
even four swimmers. When there are two, each can 
swim at his or her own pace and on their own side 
of the lane. Add a third person and to make it work, 
swimmers must travel in a circular pattern. It’s not a 

huge change, but it’s key to success. Add a new per-
son to any group and it changes the way that group 
interacts. That’s not necessarily a bad thing, but it is 
something you need to know.

5 Encouragement helps. Starting an exercise 
regimen is easy — I’ve done it dozens of times. 

The � rst week is easy and then something comes 
up. I miss a day and then another and another. So 
much for that plan. My latest attempt has lasted 
a year in large part because my wife has been 
encouraging and pushing me. Everyone has a bad 
day; regular encouragement and support are keys 
to ensuring your employees follow the plan. Marci 
is there when I need her to keep me on track. Who 
does that for your employees?

6 Change it up. My usual routine includes the el-
liptical machine followed by weights. But doing 

the same thing every day gets boring. Sometimes 
I’ll use the treadmill or take a dip in the pool. 
There’s comfort and value (ef� ciency and pro-
ductivity) in having a familiar mode of operation. 
Employees become experts and are able to do their 
jobs that much better, but if it’s needed, employees 
should have an opportunity to switch gears.

7 It’s important to show up. I can’t say I’ve made 
it to the gym every day in the past year, but I’ve 

averaged 4-5 days a week. And the results are ap-
parent. My weight has dropped considerably and all 
those numbers doctors like to check have improved. 
Clients and employees appreciate consistency. 

8 It’s important to treat yourself. As dedicated as 
I am to getting my health back on track (see De-

cember 2011’s column: tinyurl.com/6wgq9cn), never 
treating myself to something sweet (sugar-free, of 
course) would make the process exponentially more 
dif� cult. No matter what the business climate is, 
remember to have some fun. Your employees work 
hard for you. Reward them now and then.

What I learned at the gym



KohlerEngines.com

KOHLER® EFI. LESS DOWNTIME. LOWEST OPERATING COST.

As the industry’s only closed-loop system, the KOHLER EFI (electronic fuel injection) delivers the precise fuel-air mixture to 

optimize power, performance and effi ciency in all mowing conditions. The result is superior reliability, less downtime and 

fuel savings up to 25%. Innovation like this is tough to ignore. And is backed by over 90 years of experience.
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At the time that Landscape 
Management launched, so 
did the automobile age 
and with that, suburban 

growth. In the ‘60s, the proliferation of 
new shopping centers, of� ce parks and 
industrial centers created the need for 
private snow removal equipment and 
services to clear parking lots and walk-
ways for customers and employees. 

Many landscapers, like Ontario-
based Clintar Landscape Manage-
ment and Milwaukee-based Kujawa 
Enterprises, seized the opportunity by 
providing snow and ice removal services 
as early as the late ’60s, proliferating 
into the new century.

“We got into the snow and ice 
removal business because we wanted 
to make sure our summer guys would 
stick around all year and have a reliable 
source of income to eat year-round,” 
says Bob Wilton, president of Clintar. 

The explosion of companies moving 
snow and ice has created a huge market 
for versatile and customized equipment 
and spurred technology to develop 
more specialized functions.

“When we � rst started snow and ice 
removal, all we really had was straight 
blade plows attached to our trucks,” 
says Chris Kujawa, owner of Kujawa 
Enterprises. Wilton remembers the 
early days when to get the correct angle 
on his plows, he would hop out of his 
truck, navigate through the ‘clunky’ 
levers and put the pin in different posi-
tions manually. 

Over the last several decades, snow 
and ice removal equipment has become 
quite diverse with stronger, more reli-
able and user-friendly plows. “Making 
up the current contractor’s arsenal are 
blades auto-adjustable and versatile 

enough to � t on just about any vehicle, 
including ATVs, quad 4-wheelers, 
compact tractors, farm tractors, front 
end loaders and backhoes,” says Patrick 
Dietz, manager of product develop-
ment for Western Snowplows. In recent 
years, he adds, the growth in “winged 
technology” is one of the key innova-
tions in snow and ice removal for his 
contractor customers, increasing the 
width of snow plow blades as well as 
minimizing snow spill off. 

As snow removal efforts progressed 
with the addition of sanding and salting, 
protests by environmentalists, highway 
engineers and rust-clad motorists grew.

Sand and salt are far from the magic 
bullet in ice removal, according to 
Kujawa. “We have to lay off the salt, 
especially with new pavement,” he says. 
“Pre-treating with chemical de-icers 
might help in cost-cutting, but it’s 
still all about how well you physically 
remove that ice and snow.” 

Weather reporting is the biggest 
advancement in technology in the 
industry, according to Wilton. Space 
technology entered the snow and 
ice removal effort as early as 1959, 
when the � rst satellite launched. “The 
reporting, forecasting, and accuracy 
of weather has made planning and 
executing more ef� cient,” says Wilton. 
“Computers, Internet, websites and 
weather stations made it easy for us to 
be ahead of the storm.”

But, Kujawa points 
out, weather remains 
unpredictable, especially 
when your customers’ 

properties sit on or near a large body of 
water or mountain range.

Smart phones and GPS systems have 
been valuable replacements for the old 
two-way radios and “roll of the dimes” 
played by the drivers when locating pay-
phones to contact their of� ces at the end 
of every job. “These communication 
technologies have not only made our 
lives’ easier, but our customers are more 
accessible in case of emergencies and 
dealing with other issues,” says Wilton. 

When the Snow and Ice Manage-
ment Association (SIMA) formed in 
1996, many in the industry observed 
that effort as the most important in 
establishing legitimacy for the industry. 

The constant Kujawa says is the 
importance of having quality contrac-
tors available to customers. “By quality, 
I mean experienced employees, proper 
employment of high-tech equipment, 
understanding weather predictions and 
consistent, quality performance,” he 
says. “Everything else is secondary.”

Changes in technology have made snow 
and ice removal easier, but weather 
unpredictability still requires contractors 
to remain � exible.

Suburban 
sprawl created 
a need for pri-
vate snow and 
ice services.

50 YEARS OF INDUSTRY TRENDS  » BY TOM CRAIN

PROGRESS

Battling Old Man Winter


